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DAY 1

Research Any Prospect Before You Reach Out

THE CONCEPT

The concept

Prospect research is not about collecting trivia. It is about finding a relevant reason to start a conversation.

Most buyers can recognise generic outreach in seconds. The message may be polite, well formatted, and technically

personalised with their name and company, but it still feels like it could have gone to anyone. That is the problem. Generic

outreach asks the prospect to do the relevance work for you.

AI can help you move faster from raw public information to a useful sales angle. It can read the website copy, company

page, job posts, leadership updates, and recent announcements you provide, then organise those signals into likely

priorities, pressures, triggers, and outreach angles.

The key is discipline. AI should not invent facts about a prospect. It should help you reason from the evidence you

actually have.

Plain English Good research turns public signals into a relevant hypothesis. It does not pretend to know more than it

knows.

Specificity beats fake personalisation

Personalisation is often misunderstood.

Weak personalisation says:

I saw your company is growing and thought this might be relevant.

Stronger personalisation says:

I noticed you are hiring three new enterprise account executives and two sales enablement roles. That usually creates

pressure to standardise onboarding and discovery quality quickly.

The second version is more useful because it points to a visible signal and a plausible business implication. It still does

not claim certainty. It simply says, "I noticed this, and here is why it may matter."

This is the standard you want AI to help you reach.

Use the right sources

Youdo not need a huge research dossier before outreach. Youneed enough signal to avoid sounding irrelevant.

Useful sources include:

* homepage and product pages
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* customer pages or case studies

* recent company announcements

* leadership posts

* hiring pages

* LinkedIn company updates

* podcast interviews or webinars

* funding or expansion announcements

* job descriptions for relevant roles

Job posts are especially useful because they reveal operational priorities. A company hiring implementation managers

may be scaling delivery. A company hiring SDRs may be increasing outbound activity. A company hiring RevOps may be

trying to improve process and forecasting.

Do not overread one signal. Use AI to identify patterns across multiple pieces of evidence.

Separate evidence from assumptions

This is the most important habit in AI-assisted sales research.

Evidence sounds like:

* the company is hiring five customer success roles

* the CEO announced expansion into a new region

* the website highlights enterprise buyers

* the careers page mentions a new sales operations role

Assumption sounds like:

* they may be under pressure to onboard new hires quickly

* they may need stronger pipeline visibility

* they may be standardising their sales process

* they may be struggling to support expansion

Both are useful, but they must be labelled differently.

Buyers can forgive a thoughtful hypothesis. They are much less forgiving when a seller presents speculation as fact.

Find the business trigger

A strong outreach angle usually connects to a trigger.

Common triggers include:

* rapid hiring

* new market expansion

* funding

* leadership change

* product launch

* regulatory change

* merger or acquisition

* new partnership

* customer segment shift

* public growth target

The trigger explains why now might matter. Without it, your message may describe a valid problem but still fail to create

urgency.

For example, "sales onboarding matters" is true. "Youare hiring eight new reps this quarter, so onboarding consistency

may become a bottleneck" is relevant.

Build three angles, not one

Ask AI for multiple outreach angles because the first answer is not always the best one.
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One angle may focus on growth. Another may focus on efficiency. Another may focus on risk reduction or customer

experience. Seeing the options side by side helps you choose the angle that best fits the account, the buyer persona, and

your offer.

Rate each angle for:

* evidence strength

* buyer relevance

* connection to your offer

* timing

* freshness

* risk of sounding generic

The best angle is not always the cleverest. It is the one the buyer can immediately recognise as relevant to their world.

Turn the research into a message

Do not paste the entire research brief into an email.

Your first-touch message should usually include:

* one specific observation

* one plausible business implication

* one sentence connecting your offer to the outcome

* one low-friction question

Keep it brief. The research should make the message sharper, not longer.

A low-friction question might be:

Is that a priority your team is already working through?

This is often better than asking for a meeting immediately. It invites correction or engagement without demanding time.

Build a research note you can reuse

The best sellers do not treat research as a one-time email ingredient. They turn it into a reusable account note.

For each researched account, save:

* visible trigger

* likely priority

* evidence source

* assumed pressure

* strongest outreach angle

* buyer persona to test

* open question

* next research gap

This note can support email, call prep, LinkedIn outreach, discovery, and internal account review. It also prevents you

from repeating research later when the account re-enters your pipeline.

Over time, these notes become a market map. Youstart seeing which triggers appear often, which assumptions prove

right, and which angles actually earn replies.

Use research to improve calls too

Prospect research is not only for email.

Use the same brief to prepare:

* a call opener

* a discovery hypothesis

* two account-specific questions

* one risk to validate
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* one reason the buyer may not care

For example, if the account is hiring RevOps roles, your call opener might test whether process consistency is actually a

current priority. Youare not claiming it is. Youare asking intelligently.

Good research gives you a better first question, not a monologue.

Avoid research theatre

Research theatre happens when a seller mentions a surface-level detail to prove they looked.

Examples:

* "Congrats on your recent blog post."

* "I saw you are growing."

* "Loved your company values."

* "Noticed you are based in Austin."

These may be true, but they do not create relevance unless connected to a business issue. A useful observation should

help the buyer understand why you are reaching out now.

The test is simple:

Would this observation still matter if the buyer did not care that I had done research?

If the answer is no, keep looking.

Use AI ethically

AI should not create fake familiarity.

Avoid:

* pretending you read something you did not

* inventing company priorities

* implying private knowledge

* overusing personal details

* making claims about pain without evidence

* generating manipulative urgency

Yourgoal is relevance, not surveillance.

Today's practice

Choose one real target account. Gather public information for five minutes. Run the prompt and review the output.

Ask:

1. Which angle is most evidence-backed? 2. Which angle connects most naturally to my product? 3. Which

assumption needs more research? 4. What would sound presumptuous if written as fact? 5. What low-friction

question should I close with?

By the end, you should have one researched outreach angle you can use with confidence.

YOUR PROMPT
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You are a senior B2B sales researcher helping me prepare a first-touch outreach angle for a target account.

Prospect information I have gathered: [PASTE WEBSITE COPY, LINKEDIN COMPANY ABOUT, RECENT NEWS,

JOB POSTS, LEADERSHIP POSTS, CASE STUDIES, OR PUBLIC NOTES] What I sell: [DESCRIBE YOUR

PRODUCT OR SERVICE IN 2-3 SENTENCES] Target buyer or persona: [WHO YOU USUALLY SELL TO] Typical

outcome we help create: [BUSINESS OUTCOME] Please produce: 1. Three to five likely business priorities visible

from the information provided 2. Two to three possible pains or pressures, clearly labelled as evidence-backed or

assumed 3. Growth triggers or buying triggers visible in the public information 4. Three outreach angles, each

connecting a specific observation to a relevant business outcome 5. A strength rating for each angle and why 6.

Additional research questions that would make the outreach more accurate Do not invent facts. Do not imply insider

knowledge. Label assumptions clearly. Keep the output useful for a seller preparing ethical, relevant outreach.

TODAY'S TASK

Choose one real target account. Gather five minutes of public information, run the prompt, and select the strongest

outreach angle before writing any message.

EXPECTED WIN

A researched account brief with specific priorities, visible triggers, evidence-backed assumptions, and three outreach

angles you can turn into a first-touch email or call opener.

POWER TIP

Ask AI to turn the strongest angle into a 90-word email that opens with the observation, connects to one business

outcome, and closes with a low-friction question rather than a meeting request.

7 / 78



DAY 2

Map the Sales Tasks Where AI Saves You the Most

Time

THE CONCEPT

The concept

AI becomes useful in sales when it is attached to a repeatable workflow.

Many sellers try AI randomly. They ask it to write an email, summarise a call, brainstorm objections, or clean up notes.

Some outputs are useful. Some are not. Then the habit fades because AI was never connected to a clear part of the

sales week.

The better approach is to map your work first. Identify where time is going, where work repeats, where quality matters,

and where AI can produce a strong first draft or structured output. Then choose one workflow to test consistently.

Plain English Do not start by asking, "What can AI do?" Start by asking, "Where does my sales week leak time?"

Sales time is not equal

Not every hour in a sales week has the same value.

High-value time usually includes:

* live buyer conversations

* discovery

* negotiation

* executive alignment

* account strategy

* relationship building

* deal coaching

Lower-leverage but necessary time includes:

* research

* admin

* follow-up drafting

* CRM updates

* meeting summaries

* proposal structure

* list enrichment
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* internal updates

AI should help you protect high-value time by compressing repeatable work around it.

Look for repeatable patterns

AI is strongest where the work has a repeatable structure.

Examples:

* turning call notes into CRM updates

* preparing account research briefs

* drafting follow-up emails from call notes

* creating discovery questions for a persona

* summarising deal risks

* building proposal outlines

* rewriting outreach for different buyer roles

* preparing objection-handling frameworks

These tasks still require review. But they do not need to start from a blank page every time.

Avoid automating buyer trust

Not everything should be automated.

Be careful with:

* relationship judgement

* pricing concessions

* sensitive negotiation strategy

* final proposal commitments

* claims about customer outcomes

* personalised messages based on private or sensitive data

* anything that could feel deceptive if the buyer knew AI helped produce it

AI can prepare you. It should not make you less responsible for what you send or say.

Rank by time saved and revenue relevance

A workflow that saves time but does not affect pipeline may still be useful. But early adoption works best when the task

saves time and supports revenue.

For each workflow, ask:

* How often do I do this?

* How long does it take manually?

* Does better output improve pipeline quality?

* Can AI create a useful first draft?

* Can I review the output quickly?

* Is there low risk if the output is imperfect?

The best starting workflow often sits at the intersection of frequency, repeatability, and buyer impact.

Start with one workflow

Do not try to redesign your whole sales process at once.

Choose one workflow and run it for five working days. Examples:

* research every new target account before outreach

* turn every discovery call note into follow-up and CRM fields

* prepare every meeting with a buyer brief

* convert every proposal request into a structured outline
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* review every stalled deal for next-best action

Consistency matters more than novelty.

Build a reusable prompt

The workflow becomes durable when you save the prompt.

A good reusable prompt includes:

* role/context

* input fields

* task instructions

* output format

* constraints

* review reminders

For example, a call follow-up prompt might ask for:

* buyer context

* call notes

* pain points

* commitments made

* next step

* risks

* tone

Then it can produce a follow-up email, CRM summary, and internal next-step note from the same input.

Create a review rule

Every AI workflow needs a review rule.

For example:

* outreach must be checked for accuracy and tone

* CRM summaries must be checked against call notes

* proposals must be checked against agreed scope

* research briefs must separate facts from assumptions

* follow-ups must not invent commitments

* negotiation prep must not recommend unethical pressure tactics

This keeps speed from becoming sloppiness. The aim is not to remove review. The aim is to make review faster because

the first draft is structured.

Choose workflows with low downside first

Early adoption works best when the risk is manageable.

Good first workflows include:

* account research summaries

* call preparation briefs

* follow-up drafts from notes

* discovery question generation

* CRM note cleanup

* proposal outline structure

Higher-risk workflows should come later:

* pricing strategy

* final negotiation language

* sensitive customer communication
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* legal or contract wording

* competitive claims

Start where AI can help without putting buyer trust at risk.

Make the workflow visible

If you are on a team, document the workflow once it works.

Capture:

* when to use it

* input required

* prompt template

* output expected

* review rule

* time saved

* example output

This helps teammates copy the workflow and helps managers coach adoption without turning AI into a vague productivity

slogan.

Pair time savings with better selling

Do not measure only minutes saved.

Ask whether the workflow helped you:

* reach out with more relevance

* prepare better discovery questions

* follow up faster

* identify deal risk earlier

* keep CRM cleaner

* prioritise stronger accounts

* spend more time in live buyer conversations

Sales AI should improve selling behaviour, not just make admin less painful.

That is the standard for keeping a workflow.

If the workflow only creates faster low-quality activity, it is not helping sales.

The best workflow gives you back time and improves the next buyer interaction.

That combination is what makes adoption stick.

It also gives managers a practical coaching point.

Track the result

Measure the experiment.

For five days, track:

* how long the task used to take

* how long it took with AI

* whether output quality improved

* what still required manual editing

* whether the workflow was easy to repeat

* whether it affected a real sales action

At the end of the week, keep, refine, or discard the workflow.

Today's practice

Fill in your weekly time breakdown honestly. Run the prompt. Select one workflow.
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Ask:

1. Where am I spending time that does not require my full judgement? 2. Which task repeats often enough to be

worth systematising? 3. Which workflow has direct pipeline impact? 4. What review step must remain human? 5.

How will I know whether this saved time?

By the end, you should have one practical AI workflow to test this week, not a vague intention to "use AI more."

YOUR PROMPT

You are an AI implementation coach for B2B sales professionals. Help me identify where AI can save the most time

in my weekly sales workflow. My role: [SDR / BDR / AE / ACCOUNT MANAGER / SALES LEADER /

FOUNDER-SELLER] What I sell: [PRODUCT OR SERVICE] Target customer: [IDEAL CUSTOMER] Typical sales

motion: [OUTBOUND / INBOUND / ENTERPRISE / MID-MARKET / SMB / PARTNER-LED] My weekly time

breakdown: - Prospecting and list building: [X HOURS] - Account research and call prep: [X HOURS] - Writing

outreach and follow-up: [X HOURS] - Discovery, demos, and customer calls: [X HOURS] - Proposal, quote, or

business case work: [X HOURS] - CRM updates and sales admin: [X HOURS] - Internal meetings and deal reviews:

[X HOURS] - Other: [DETAILS] Please produce: 1. An AI-leverage rating for each activity: High, Medium, or Low 2.

The specific subtask where AI would help most in each category 3. The top three workflow opportunities ranked by

time saved and revenue relevance 4. One workflow I should start with this week and why 5. A reusable prompt

template for that workflow 6. A simple five-day adoption plan to test whether it actually saves time Be practical. Do

not recommend automation where human judgement or buyer trust is the core value.

TODAY'S TASK

Fill in the time breakdown honestly, run the prompt, and choose one workflow to use every working day this week.

EXPECTED WIN

A practical AI priority map for your sales week, with one workflow selected for immediate adoption and a reusable prompt

to test.

POWER TIP

Track before-and-after time for the chosen workflow for five days. AI adoption becomes real when you can point to

reclaimed time or better pipeline action.
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DAY 3

Build an Ideal Customer Profile That Filters Out the

Wrong Deals

THE CONCEPT

The concept

An Ideal Customer Profile is only useful if it changes which deals you pursue.

Many sales teams have an ICP document somewhere. It describes industries, company size, buyer titles, and pains. But

in daily selling, reps still chase deals that look active, respond quickly, or seem exciting, even when the fit is weak.

That is how pipeline gets crowded with opportunities that consume time, demand discounts, stall in legal, fail to

implement, or churn early.

AI can help you turn lived sales experience into a practical ICP.The goal is not a polished strategy document. The goal is

a qualification tool that helps you spend more time on deals likely to close and succeed.

Plain English A useful ICP helps you say yes faster to the right deals and no earlier to the wrong ones.

Build from evidence, not aspiration

The most common ICP mistake is aspiration.

Leadership wants to sell enterprise, so the ICP becomes enterprise. Marketing wants a larger market, so the ICP

becomes broad. Sales wants more pipeline, so the ICP becomes flexible. None of that helps if the best customers are

telling a different story.

Start with real evidence:

* best customers

* fastest sales cycles

* strongest renewals

* easiest implementations

* highest expansion

* lowest support burden

* clearest business case

* strongest executive sponsorship

Then compare those with poor-fit customers or difficult deals.

Yourbest customers often reveal what fit really means. Yourworst customers reveal the red flags you ignored.
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Firmographic fit is only the start

Firmographic criteria are useful:

* industry

* company size

* geography

* growth stage

* revenue range

* headcount

* sales motion

* technology environment

But firmographics alone rarely predict deal quality.

Two companies may look identical on paper and behave very differently in the sales process. One has urgency, an

accountable owner, a clear pain, and budget context. The other is curious, consensus-heavy, and unwilling to change.

That is why behavioural fit matters.

Behavioural fit predicts sales reality

Behavioural fit looks at how the prospect acts.

Strong-fit prospects often:

* name a specific problem

* have a clear business owner

* connect the problem to a measurable outcome

* know what happens if they do nothing

* can describe their decision process

* involve the right people early

* have a trigger or deadline

* are honest about constraints

Weak-fit prospects often:

* ask for pricing before context

* cannot name the cost of the problem

* involve no decision-maker

* say "we are just exploring" repeatedly

* want heavy customisation before commitment

* compare you only on price

* have no implementation owner

* avoid next steps

These signals are not perfect, but they are useful.

Green flags and red flags should be observable

Avoid abstract signals like "strategic buyer" or "bad fit."

A strong green flag is observable:

* the economic buyer joins early

* the prospect has tried to solve the problem before

* there is an internal deadline

* they can describe current cost or risk

* they have a named project owner

* they ask implementation questions

* they share decision criteria
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A useful red flag is also observable:

* they ask for a discount before discovery

* they cannot explain why change matters now

* they have no owner for implementation

* every next step is vague

* they request a proposal before agreeing success criteria

* they compare vendors without a defined problem

Observable signals make the ICP usable in real conversations.

Use AI to find patterns

When you describe your best and worst customers, AI can help identify patterns you may know intuitively but have never

written down.

It might notice:

* best customers bought after a trigger event

* poor-fit customers lacked an executive sponsor

* expansion happened where implementation owners were strong

* difficult deals had vague success criteria from the start

* churn risk appeared before signature

Review the output critically. AI is patterning from the examples you provide. If your examples are incomplete, the ICP will

be incomplete.

Turn the ICP into qualification

The ICP should become a checklist you can use quickly.

A 10-minute fit check might include:

* Is the problem specific?

* Is there a business trigger?

* Is there an accountable owner?

* Is the buyer profile right?

* Is the use case proven?

* Is the decision process knowable?

* Is there budget or a route to budget?

* Are any red flags already visible?

Score Low, Medium, or High. The score does not decide everything, but it tells you where to investigate before investing

more time.

Validate the ICP with real data

Your first AI-generated ICP is a strong draft, not the final truth.

Validate it against:

* closed-won deals

* closed-lost deals

* churned customers

* expansion accounts

* stalled opportunities

* discount-heavy deals

* sales-cycle length

* implementation success

Look for patterns. Do high-fit deals actually close faster? Do red flags correlate with stalled opportunities? Do certain

industries look attractive but churn early? Does one buyer persona consistently create momentum?
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If the data disagrees with the ICP,update the ICP.

Use the ICP in pipeline review

The ICP should show up in deal reviews.

Instead of asking only:

What is the next step?

Ask:

* What fit score would we give this account?

* Which green flags are present?

* Which red flags are unresolved?

* What assumption are we making?

* What discovery question would validate fit?

* If this deal closed, would we want ten more like it?

That last question is powerful. Some deals are winnable but not desirable.

Protect against overfitting

Be careful not to build the ICP from too few examples.

Three best customers and one poor-fit customer are enough to create a working draft, but not enough to declare

certainty. Treat the output as a field tool to test over time.

Review it monthly or quarterly. Add new evidence. Remove signals that do not predict anything. Strengthen signals that

consistently appear in good deals.

The ICP should evolve with your product, market, and sales motion.

Protect pipeline quality

Low-fit deals create false confidence.

They make pipeline look larger than it is. They consume follow-up time. They distort forecasts. They distract from better

opportunities. They can also become bad customers if they close.

A strong ICP protects your time and your company. It helps you pursue fewer better deals with more conviction.

Today's practice

Write honest descriptions of three best customers and one poor-fit customer. Run the prompt. Then edit the output.

Ask:

1. Which green flags are truly predictive? 2. Which red flags have cost me time before? 3. What assumption

needs CRM validation? 4. Which current deals would score low? 5. What discovery question should I ask

earlier?

By the end, you should have a working ICP that helps you qualify with discipline, not optimism.

YOUR PROMPT
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You are a B2B sales strategist helping me build a practical Ideal Customer Profile I can use to qualify prospects and

prioritise pipeline. What I sell: [PRODUCT OR SERVICE] Typical contract size or sales motion: [DETAILS] Target

market today: [DETAILS] My three best customers: - Customer 1: [WHAT THEY DO, SIZE, SITUATION WHEN

THEY BOUGHT, WHY THE DEAL WORKED, RETENTION OR EXPANSION SIGNALS] - Customer 2: [DETAILS] -

Customer 3: [DETAILS] One poor-fit customer or difficult deal: - [WHAT MADE IT DIFFICULT, EARLY WARNING

SIGNS, WHY IT WAS HARD TO RETAIN OR EXPAND] Please produce: 1. A firmographic ICP: company size,

industry, stage, geography, and operating context 2. A behavioural ICP: buying triggers, decision process, urgency

signals, and internal owner profile 3. Green flags: six to eight observable signals of high fit 4. Red flags: six to eight

observable signals of low fit or high friction 5. A 10-minute qualification checklist with Low, Medium, or High fit

scoring 6. Three discovery questions that test the most important fit assumptions 7. A note on which ICP

assumptions need validation from CRM or win/loss data Be direct. Build a sales tool, not a strategy deck.

TODAY'S TASK

Describe three real best customers and one poor-fit customer. Run the prompt, then edit the green and red flags until

they match field reality.

EXPECTED WIN

A working ICP with observable fit signals, red flags, a qualification checklist, and discovery questions that help protect

your pipeline from low-probability deals.

POWER TIP

Ask AI to apply the ICP to five current opportunities and identify which ones deserve more time, which need

qualification, and which may be polite pipeline fiction.
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DAY 4

Write Cold Outreach That Gets a Reply

THE CONCEPT

The Point Of Today

Cold outreach has a reputation problem because most cold outreach deserves one. Prospects are not annoyed because

someone they do not know contacted them. Busy people accept useful, timely, relevant interruptions all the time. They

are annoyed because so many messages are vague, self-serving, over-personalized in a strange way,or obviously

generated at scale.

The goal today is not to teach you a trick for getting attention. Tricks age badly. The goal is to build a disciplined way to

write outreach that respects the buyer's time and gives them a reasonable reason to reply.

The best first-touch message does four quiet things well. It proves you noticed something real. It shows you understand

why that thing might matter. It connects your work to a business outcome without turning into a product brochure. And it

asks a question that is easy to answer.

That is it. No theatrical personalization. No long credibility paragraph. No request for thirty minutes from someone who

has not decided whether you are worth thirty seconds.

Why Most Cold Outreach Fails

The common failure is not just poor writing. It is poor sequencing. A rep tries to move from stranger to meeting in a single

message. That creates pressure before trust, and the buyer can feel it immediately.

Youhave probably seen the pattern:

* A vague compliment about the company.

* A sentence about how the sender helps companies "streamline" or "optimize."

* Two or three features the buyer did not ask about.

* A request to book a meeting.

The message may be grammatically fine, but it does not create relevance. It asks the buyer to do the work of figuring out

why the sender is contacting them. Most buyers will not do that work.

AI can make this worse if you use it lazily. It can produce polished, generic outreach at industrial speed. That is not an

advantage. It is a faster path to being ignored.

The better use of AI is to enforce discipline. Yougive it the buyer context, the specific trigger, your offer, and the

constraints. Then you make it write inside a tight structure that prevents the usual mistakes.

The Four-Part Message

1. Observation
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Start with something specific and visible. A trigger is not "I saw your company is growing." That is too broad. A useful

trigger is closer to: "I noticed you are hiring three enterprise account executives after launching the partner program last

month."

Good observations are specific enough that the buyer believes you actually looked. They do not need to be clever. In fact,

cleverness often weakens them. Plain specificity wins.

2. Meaning

The observation is only the door. The meaning is where the message becomes useful. If a company is hiring three

enterprise AEs, the possible pressure might be ramp consistency, territory planning, pipeline quality, or manager

bandwidth. Your job is to connect the visible signal to a likely business concern without pretending you know everything.

Use language like:

"That kind of move usually creates pressure around..."

or:

"Teams at that stage often start looking at..."

This signals judgment without overclaiming.

3. Relevance

Now you can say what you help with, but keep it outcome-led. Do not list features. Do not try to explain the whole product.

Weak relevance sounds like:

"We offer an AI-powered revenue productivity platform with automated sequencing, CRM sync, analytics, and manager

dashboards."

Strong relevance sounds like:

"We help sales teams reduce new-rep ramp time by turning their best discovery and follow-up habits into repeatable

workflows."

The second sentence gives the buyer something to evaluate.

4. Question

Do not ask for a meeting yet. Ask for a reply. A good first question is small enough to answer quickly and relevant enough

to feel worth answering.

Examples:

* "Is ramp consistency something your team is already working on this quarter?"

* "Are you solving that mostly through manager coaching or through process changes?"

* "Is this a priority now, or still something you expect to revisit later in the year?"

Those questions open a conversation. A calendar ask closes one too early.

What Good AI-Assisted Outreach Looks Like

The human work is choosing the right trigger and judging whether the message is honest. AI can draft fast, but it does not

know whether the observation is meaningful. Youdo.

Yourworkflow should look like this:

1. Pick one prospect. 2. Find one real trigger. 3. Decide what that trigger might reasonably imply. 4. Run the prompt. 5.

Choose the strongest version. 6. Edit it until it sounds like you. 7. Send one clean message.

Do not skip the editing step. A message can follow the right framework and still sound too neat. Remove anything that

feels like marketing copy. Shorten long sentences. Replace inflated words with plain ones. If you would not say it in a live

conversation, do not send it.

A Practical Quality Check

Before any cold message goes out, ask these five questions:
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* Is the opening based on a real, visible trigger?

* Would the buyer recognize the observation as true?

* Does the message connect the trigger to a plausible business priority?

* Is the value statement about an outcome rather than a feature?

* Can the buyer answer the final question in one sentence?

If the answer to any of these is no, the message is not ready.

Common Mistakes To Avoid

Over-personalizing the opener. Mentioning a podcast episode, a school, a hobby, or an old post can feel forced if it has

no connection to the business reason for your message. Personalization is not the same as relevance.

Writing a disguised pitch. If the email spends more words on your company than the prospect's situation, it is a pitch.

First-touch outreach should create curiosity, not deliver the full sales argument.

Using fake urgency. Buyers can smell pressure tactics. Avoid phrases like "quickly before your competitors do" unless

there is a real, documented reason for urgency.

Pretending to know too much. Do not write "you are probably struggling with..." unless you have enough evidence. Use

softer, more accurate language: "teams at this stage often run into..."

Today's Practice

Use the prompt on one real person. Do not build a huge sequence yet. One prospect is enough if you do the work

properly.

After you get the output, manually produce the final version. Cut at least one sentence. Make the question simpler.

Remove any phrase that sounds like it came from a template.

Then send it.

The point of this exercise is not just one better email. It is to change your standard for what counts as acceptable

outreach. Once you learn to see the difference between specific relevance and generic personalization, your entire

outbound motion improves.

YOUR PROMPT

You are a senior B2B sales copywriter and outbound coach. Help me write a first-touch message that earns a reply

without sounding automated, exaggerated, or overly familiar. Prospect: - Name: [FIRST NAME] - Role and

company: [TITLE at COMPANY] - Industry or market: [INDUSTRY] - One real trigger or observation: [SOMETHING

SPECIFIC AND PUBLICLY VISIBLE] My offer: - What I sell: [PRODUCT OR SERVICE] - Who I usually help:

[BUYER OR COMPANY TYPE] - Outcome I help create: [CLEAR BUSINESS OUTCOME] - Proof I can responsibly

mention: [SHORT PROOF POINT, OR WRITE 'NONE'] Write three first-touch email options under 120 words each.

Use this structure: 1. Observation: open with the specific thing I noticed, without flattery. 2. Meaning: connect that

observation to a likely business pressure, priority, or decision. 3. Relevance: explain the outcome I help with in one

sentence, without feature dumping. 4. Question: close with one low-friction question they can answer in one

sentence. Hard rules: - No fake familiarity. - No invented facts. - No subject line. - No 'I hope this finds you well.' - No

meeting request in the first email. - No pressure, false urgency, or manipulative language. - Plain, direct language

only. After the three emails, write one LinkedIn DM version under 60 words and one short note explaining which

version is strongest and why.

TODAY'S TASK

Choose one real prospect you plan to contact this week. Find one specific trigger: a post, hiring signal, funding

announcement, product launch, partnership, role change, job opening, or public company update. Fill in the prompt with

real details. Run it once, then edit the strongest version by hand until it sounds like something you would actually say.

EXPECTED WIN
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A reply-focused first-touch email and LinkedIn DM built around a real observation, not a generic pitch. You will also have a

simple quality bar for every outbound message you write from this point onward.

POWER TIP

Before you send the message, ask AI: 'Review this cold email as a skeptical buyer. Identify anything that sounds

automated, exaggerated, unclear, or too self-focused. Then rewrite it to be 15 percent shorter while preserving the

specific observation and the question.'
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DAY 5

Build a Target Prospect List Faster Than Any Manual

Process

THE CONCEPT

The Point Of Today

Prospecting is not just finding names. It is deciding where your sales attention has the best chance of turning into a

meaningful conversation.

That distinction matters. A large list can make a sales day feel productive while quietly damaging results. If the wrong

accounts enter your workflow, everything downstream gets worse: research feels harder, outreach becomes more

generic, reply rates drop, discovery calls are weaker, and pipeline quality declines.

Today is about building a prospect list you can actually trust. Not a perfect list. Not a giant list. A working list with enough

structure that you know who to prioritize, why they matter, and what you still need to learn before contacting them.

AI is very good at helping with this stage because list building is partly pattern recognition. Once you define the signals

that make a company a good fit, AI can help you sort rough lists, identify gaps, and recommend where to spend your

research time. The key is to make AI work from your criteria, not from vague assumptions about who might buy.

Why List Quality Beats List Size

Volume feels comforting. Fifty new prospects looks like progress. Two hundred looks even better. But prospecting volume

only helps when the list is pointed in the right direction.

The problem with weak lists is not only that they underperform. They also create bad habits. When reps know the list is

low-quality, they stop researching deeply. When they stop researching deeply, their messages become generic. When

messages become generic, prospects ignore them. The team then assumes they need more volume, and the cycle

repeats.

A better list gives you permission to slow down slightly because the accounts are worth the effort. Youcan write sharper

outreach. Youcan prepare better discovery questions. Youcan qualify faster because the starting fit is stronger.

AI should not be used to create the illusion of infinite prospecting capacity. It should be used to improve the judgment

behind prospecting.

Build A Score You Can Actually Use

The most useful prospect score is simple. If it takes fifteen minutes to apply, no one will use it consistently. Aim for five

factors, each scored quickly from public information.

For example:
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| Factor | What YouAre Looking For | | --- | --- | | Company fit | The account matches your best-fit company type, size,

stage, or market. | | Role fit | The contact owns or strongly influences the problem you solve. | | Trigger strength | There

is a visible event that makes the problem more urgent. | | Pain likelihood | Public signals suggest the problem may

already exist. | | Access quality | Youhave enough information to write a relevant message. |

This is not meant to be mathematically perfect. It is meant to prevent random effort. A prospect with high company fit but

no trigger may still be worth nurturing. A prospect with a strong trigger but the wrong buyer may need a different contact.

A prospect with weak fit and no research signal should not consume prime selling time.

Evidence Versus Assumption

One of the most useful habits in AI-assisted prospecting is separating what you know from what you are guessing.

Evidence sounds like:

* "The company is hiring four customer success managers."

* "The VP Sales posted about moving upmarket."

* "The careers page shows three open roles in revenue operations."

* "The company announced a new partner program last month."

Assumption sounds like:

* "They may be feeling pressure around onboarding."

* "Pipeline quality may become more important as they move upmarket."

* "Their revenue process may need more structure as hiring increases."

Both are useful, but they are not the same. Good sales judgment depends on knowing the difference. The prompt asks AI

to label research gaps and avoid inventing facts because hallucinated confidence is dangerous in prospecting. If you

base outreach on something false, you do not just lose the prospect's attention. You lose credibility.

Use AI After The Prospecting Tool

Your raw list may come from LinkedIn Sales Navigator, Apollo, ZoomInfo, your CRM, conference attendee lists, partner

directories, job boards, or manual research. AI is not replacing those sources. It is helping you interpret what you have

collected.

The workflow is straightforward:

1. Use your prospecting source to create a rough list. 2. Export or copy the key details. 3. Paste your ICP and list into the

prompt. 4. Ask AI to score and rank the accounts. 5. Review the rankings with your own market knowledge. 6. Research

the top accounts more deeply. 7. Write outreach only for the prospects that survive the review.

This creates a better division of labor. Your tools find raw data. AI helps organize and interpret it. Youmake the final

judgment.

What To Do With The Top Five

Once you have a ranked list, do not immediately send messages to everyone. Spend a few minutes on the top five.

For each one, look for:

* A recent business trigger.

* A role-specific concern.

* A reason this problem might matter now.

* A public signal you can reference without sounding intrusive.

* A clean first question you can ask.

This is where your list becomes outbound strategy. A ranked list without an outreach angle is still incomplete. The prompt

gives you the starting angle, but you should sharpen it before sending.

What To Do With The Middle Of The List

Not every prospect needs immediate outreach. Some accounts are good fit but not yet urgent. Others have the right

company profile but the wrong contact. Some need more research before they are worth touching.

23 / 78



Create simple categories:

* Work now: high fit, clear trigger, reachable buyer.

* Research next: promising fit, missing one important signal.

* Nurture: good company, no clear urgency.

* Disqualify: poor fit, weak signal, or wrong buyer.

This prevents your pipeline from becoming a messy pile of names. It also helps you defend your time. Sales effort is finite.

Spend it where the probability of a useful conversation is highest.

Today's Practice

Takeone segment you are working this week and build a small list. Ten to twenty-five prospects is enough. Do not wait for

perfect information. The point is to practice the ranking motion.

Run the prompt. Then review the output as a sales professional, not as a passive user. If AI ranks someone highly but the

reasoning feels weak, adjust it. If it flags a research gap, fill the gap. If it recommends outreach to someone who does not

own the problem, change the target buyer.

By the end of today, you should have two assets: a ranked working list and a scoring rubric you trust. The rubric matters

more. Lists change constantly. A good scoring habit compounds.

YOUR PROMPT

You are a B2B sales strategist helping me turn a rough prospect list into a prioritized working list. My ICP: - Best-fit

company type: [COMPANY TYPE] - Company size or stage: [SIZE, REVENUE, FUNDING, OR MATURITY] - Target

buyer: [ROLE AND SENIORITY] - Strong fit signals: [3-5 GREEN FLAGS] - Weak fit or disqualifying signals: [3-5

RED FLAGS] - Buying trigger: [EVENT OR CONDITION THAT USUALLY CREATES URGENCY] My offer: - Product

or service: [WHAT YOU SELL] - Business outcome: [WHAT CHANGES FOR THE BUYER] - Common reason

buyers choose us: [REASON] Prospects to evaluate: [PASTE 10-25 PROSPECTS WITH NAME, TITLE, COMPANY,

LINKEDIN OR COMPANY NOTES, AND ANY PUBLIC SIGNALS YOU HAVE] Please create: 1. A five-factor fit

score I can apply in under two minutes per prospect. 2. A ranked list of the prospects from highest to lowest priority.

3. A short reason for each ranking based only on the information provided. 4. A research gap for any prospect

where the data is not strong enough. 5. A recommended first outreach angle for the top five prospects. Rules: - Do

not invent facts. - Separate evidence from assumptions. - Flag questionable fit instead of forcing every prospect into

the list. - Do not recommend outreach to prospects who clearly fail the ICP.

TODAY'S TASK

Export or gather 10-25 prospects from your current target segment. Paste them into the prompt with your ICP from Day 3.

Use the ranking to decide which five accounts deserve research and outreach first. Save the scoring rubric and reuse it

whenever a new prospect enters your list.

EXPECTED WIN

A practical prospect prioritization system: scoring criteria, a ranked list, research gaps, and outreach angles for the

accounts most likely to deserve your time.

POWER TIP

After ranking the list, ask: 'Turn the top five prospects into a work plan for the next two days. For each one, tell me

what to research, what trigger to look for, which buyer concern to test, and what first message angle to use.'
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DAY 6

Prepare for Every Discovery Call Like a Top

Performer

THE CONCEPT

The Point Of Today

Discovery is where many deals are won quietly or lost early. Not because the rep failed to ask enough questions, but

because the questions did not come from a point of view.

Average discovery feels like data collection. The rep asks a sequence of standard questions, records the answers, and

hopes the buyer eventually reveals a problem. Strong discovery feels different. The rep arrives with informed hypotheses

about the account, tests those hypotheses respectfully, and uses the conversation to understand what is actually

happening inside the buyer's world.

Today is about using AI to prepare that kind of discovery. Youare not asking AI to run the call for you. Youare using it to

compress research, organize your thinking, and sharpen the questions you bring into the room.

Why Hypothesis-Led Discovery Works

A hypothesis is a specific belief you are willing to test. In sales, it might sound like:

"I believe this company may be struggling to keep pipeline quality consistent because they are hiring new account

executives while moving into a larger customer segment."

That sentence may be wrong. That is fine. Its purpose is not to prove you are right. Its purpose is to give the discovery

conversation a direction.

When you prepare hypotheses, three things improve:

* Your questions become more relevant. Youstop asking broad questions just to fill time.

* The buyer feels understood sooner. Youshow that you did some thinking before asking for theirs.

* You identify disqualification faster. If the hypothesis is wrong and no adjacent pain appears, the opportunity may not

be real.

Buyers do not need you to know their business perfectly before the call. They do need to feel that you are not wasting the

first half of the conversation learning things that were publicly available.

What AI Can Prepare Well

AI is useful before discovery because it can synthesize messy information quickly. A website, LinkedIn profile, email

thread, CRM note, and product description are separate fragments. AI can turn those fragments into a structured brief.

It can help identify:
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* Likely business priorities.

* Role-specific concerns.

* Visible growth or operational signals.

* Useful assumptions to test.

* Questions that connect to the account context.

* Potential reasons the deal may not fit.

That last point matters. Good preparation is not only about finding reasons to sell. It is also about identifying reasons not

to sell. If the buyer is too early, too small, too misaligned, too constrained, or solving a different problem, your discovery

should reveal that quickly.

What AI Cannot Do For You

AI cannot know what the buyer truly cares about. It cannot read the political dynamics in the account. It cannot tell

whether a polite answer hides a real priority or whether a stated pain is strong enough to create action. Those are sales

skills.

So treat the brief as a draft of your thinking. Edit it before the call. Add what you know from experience. Remove

questions that feel forced. Rewrite language in your own voice.

The best use of AI here is not automation. It is preparation at a standard you can repeat even on a busy week.

The One-Page Brief

A strong discovery prep brief should fit on one page. If it is too long, you will not use it during the call. The structure in

today's prompt is designed to keep the brief practical.

Company snapshot. This should explain what the company does and what appears to matter now. Look for growth

signals, market positioning, hiring patterns, product launches, partnerships, or shifts in customer focus.

Buyer context. A CFO, VP Sales, Head of People, founder, and operations leader will care about different aspects of the

same problem. Yourdiscovery questions should reflect the buyer's likely priorities.

Three hypotheses. These are the heart of the brief. Each should be testable. If you cannot imagine a question that

confirms or disproves it, the hypothesis is too vague.

Tailored questions. Grouping questions by purpose helps you run the conversation better. Situation questions establish

context. Impact questions reveal consequences. Decision-process questions uncover how change happens. Next-step

questions clarify whether there is a path forward.

Potential poor fit. This keeps you honest. If you enter every discovery call trying to force fit, you will create weak

pipeline.

One signal to listen for. This gives your attention a target. Maybe the signal is executive urgency, budget ownership,

dissatisfaction with the current process, timing pressure, or the absence of a business consequence.

During The Call

Do not read the brief out loud. Use it like a map.

Start with a simple agenda. Then test your hypotheses naturally:

"Based on what I saw, I wondered whether the team is dealing with some pressure around ramping new reps while

keeping pipeline quality consistent. Is that fair, or am I reading too much into it?"

This kind of question does two things. It shows preparation, and it gives the buyer permission to correct you. Correction is

valuable. If the buyer says, "Not exactly, the bigger issue is actually manager visibility," you have learned something

important.

Listen for language you can use later. The best follow-up emails borrow the buyer's words. If they say "we are losing

deals because handoffs are messy," do not translate that into "sales process inefficiency." Use their phrase. It will feel

more accurate because it is.
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After The Call

The post-call step is where AI becomes even more useful. Paste your rough notes into the follow-up prompt. Ask it to

update the hypotheses, identify confirmed pain, and draft a follow-up email.

Then edit the email. Make sure it reflects what the buyer actually said. Remove anything that sounds too polished. Add

the next step you agreed to, not the next step you wish they had agreed to.

Discovery preparation and post-call synthesis are connected. The better your hypotheses before the call, the clearer your

notes after it. The clearer your notes, the stronger your follow-up. The stronger your follow-up, the easier it is for the buyer

to keep momentum.

Today's Practice

Choose one upcoming call. Do not use a fictional account. Gather the real information you already have and run the

prompt.

Before the call, spend five minutes improving the brief. After the call, use the power tip to turn your notes into a follow-up.

If you repeat this process for every meaningful discovery call, you will start noticing patterns: which signals predict real

urgency, which questions create useful answers, and which accounts should have been disqualified earlier. That is how

discovery becomes a system instead of a performance.

YOUR PROMPT

You are a senior sales coach helping me prepare for a discovery call. I want a concise account brief and a

hypothesis-led call plan, not a generic question list. Account information: - Company: [COMPANY NAME] - Website

or company description: [PASTE SUMMARY OR PUBLIC COPY] - Prospect: [NAME, TITLE, LINKEDIN SUMMARY

OR RELEVANT NOTES] - Why they agreed to speak: [INBOUND REASON, OUTREACH THREAD, REFERRAL,

EVENT, OR UNKNOWN] - What I already know: [NOTES, EMAIL EXCHANGE, CRM CONTEXT] My offer: -

Product or service: [WHAT YOU SELL] - Buyer outcome: [WHAT CHANGES FOR THEM] - Typical business pain:

[COMMON PAIN YOU SOLVE] Create a one-page discovery prep brief with: 1. Company snapshot: what the

company does and what appears to matter now. 2. Buyer context: what this person's role likely cares about. 3. Three

hypotheses to test, each written as 'I believe [X] may be true because [observable signal].' 4. Eight tailored

discovery questions grouped into situation, impact, decision process, and next step. 5. The strongest possible

reason this deal may not be a fit. 6. One signal I should listen for that would change my read on the opportunity.

Rules: - Label assumptions clearly. - Do not invent company facts. - Avoid generic qualification questions unless

they are tailored to this account. - Keep the brief readable in under five minutes.

TODAY'S TASK

Pick one discovery call happening soon. Gather the account website, prospect notes, outreach thread, and any CRM

context. Run the prompt and spend five minutes editing the hypotheses so they match your own judgment. Use the brief

during the call as a thinking aid, not a script.

EXPECTED WIN

A concise discovery prep brief with account context, testable hypotheses, tailored questions, deal-risk thinking, and the

one signal that should shape your next move.

POWER TIP

After the call, paste your rough notes into AI and ask: 'Update the hypotheses based on this call. What was confirmed,

disproved, or still unclear? Draft a follow-up email that summarizes the buyer's priorities in their language and

proposes one clear next step.'
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DAY 7

Handle Objections Without a Script

THE CONCEPT

The Point Of Today

Objections are not interruptions to the sales process. They are part of the sales process. A buyer who raises a concern is

often still engaged. A buyer who says nothing and disappears is harder to help.

The mistake is treating objections as attacks to defeat. That is why so many objection responses sound defensive,

rehearsed, or manipulative. The rep hears "too expensive" and immediately argues value. The buyer hears pressure. The

conversation becomes smaller.

Today is about building a better habit. Instead of memorizing scripts, you will use AI to understand the concern beneath

the words, prepare flexible response frameworks, and identify what the objection reveals about your sales process.

The goal is not to win every objection. Some objections are valid. Some deals should not move forward. The goal is to

respond in a way that creates clarity rather than tension.

The Objection Behind The Objection

What buyers say is not always the whole concern.

"It is too expensive" might mean:

* They do not see enough value.

* They are comparing you to a cheaper alternative.

* They do not have budget authority.

* They are worried about defending the purchase internally.

* They like the product but not the timing.

"We already have a solution" might mean:

* Switching feels risky.

* Their current process is politically protected.

* The problem is not painful enough.

* They do not understand your difference yet.

"Send me some information" might mean:

* They are genuinely interested but busy.

* They are trying to end the conversation politely.

* They need to share details with someone else.

* Youhave not earned enough relevance to continue live.

If you respond only to the surface words, you may solve the wrong problem. That is why today's prompt asks for the likely
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underlying concern and the clarification needed before responding.

The Five-Part Framework

Use Acknowledge, Clarify, Reframe, Evidence, Question . It is simple enough to remember and flexible enough for

real conversations.

Acknowledge. Show that the concern makes sense. This is not agreement. It is respect.

"That is a fair concern, especially if you are comparing this against tools you already have in place."

Clarify. Understand what version of the concern you are dealing with.

"When you say expensive, are you thinking about the total budget, the business case, or whether the team will use it

enough to justify the spend?"

Reframe. Offer a different lens that helps the buyer evaluate the concern more accurately.

"The way most teams end up looking at this is less as another software cost and more as a way to reduce the manager

time and missed follow-up that is already costing them pipeline."

Evidence. Bring in proof, but only after you know the concern. Evidence might be a case study, benchmark, customer

example, implementation plan, pilot result, or internal calculation.

Question. Return the conversation to the buyer.

"Would it be useful to look at the business case together, or is the bigger issue that this is not a priority right now?"

The final question matters because it prevents your response from becoming a monologue. It also tells you whether the

objection is real, timing-based, political, or a polite no.

Why Scripts Fail

Scripts fail because objections are contextual. Two buyers can say the same sentence and mean different things.

If a CFO says "too expensive," they may be testing ROI discipline. If a frontline manager says it, they may not own

budget. If a founder says it, they may be protecting cash. If a procurement contact says it, they may be negotiating.

A script treats all four situations the same. A framework lets you adapt.

AI is useful here because it can produce multiple response angles for the same objection. Read them for range, not

memorization. Youare building a mental library of ways to think about the concern.

Objections As Process Feedback

Recurring objections are not just buyer resistance. They are feedback about your positioning, qualification, proof, or

discovery.

If you constantly hear "we do not have budget," you may be entering accounts too early, talking to buyers without

authority, or failing to connect the problem to a funded priority.

If you hear "we already have something," you may not be differentiating clearly enough before the objection appears.

If you hear "send me information" often, your early conversation may not be creating enough reason to continue.

If you hear "now is not the right time," you may need better trigger selection or stronger urgency discovery.

This is why the prompt ends with a pattern summary. The most valuable output may not be the example responses. It

may be the diagnosis of what you need to improve earlier so fewer objections appear late.

How To Practice

Pick the two objections that matter most. Do not try to rehearse all five today.

For each one:

1. Read the underlying concern. 2. Choose the clarification question that feels most natural. 3. Read both example

responses. 4. Close the document. 5. Say your version out loud.

29 / 78



If it sounds stiff, simplify it. If it sounds defensive, add more curiosity. If it sounds too soft, make the next question more

direct.

Practice is not about memorizing the perfect sentence. It is about making the framework available under pressure.

What A Good Response Feels Like

A good objection response does not feel like a rebuttal. It feels like the rep is helping the buyer think.

The buyer should feel:

* Their concern was heard.

* The rep is not panicking.

* The rep is not pushing past the issue.

* There is a useful way to examine the concern.

* The next question is worth answering.

That tone is hard to fake. It comes from preparation and genuine curiosity.

Today's Practice

Write the objections exactly as buyers say them. Do not sanitize them. "This is too expensive" is different from "I cannot

justify this to finance" and different again from "we already spent budget this quarter."

Run the prompt. Save the output for the two objections most likely to appear this month. Then practice one response

before your next call.

Over time, keep adding real objections and real outcomes. Which responses kept the conversation open? Which ones

created defensiveness? Which concerns were actually disqualifiers? That record becomes your objection library.

The better you get at objections, the less you fear them. They become signals. Some reveal interest. Some reveal risk.

Some reveal poor fit. Your job is to listen carefully enough to know which one you are hearing.

YOUR PROMPT

You are a senior sales coach helping me improve how I handle objections. I do not want memorized scripts. I want a

flexible framework that helps me understand the concern, respond naturally, and keep the conversation honest. My

context: - What I sell: [PRODUCT OR SERVICE] - Typical buyer: [ROLE, COMPANY TYPE, MARKET] - Deal size or

sales motion: [SMB, MID-MARKET, ENTERPRISE, FOUNDER-LED, ETC.] Five objections I hear most often,

written exactly as prospects say them: 1. [OBJECTION 1] 2. [OBJECTION 2] 3. [OBJECTION 3] 4. [OBJECTION 4]

5. [OBJECTION 5] For each objection, create: 1. The likely underlying concern. 2. The information I should clarify

before responding. 3. A response framework using Acknowledge, Clarify, Reframe, Evidence, Question. 4. Two

natural example responses in different tones: one direct and one softer. 5. One warning about how not to respond.

After the five objections, summarize the pattern. Tell me what these objections suggest about my positioning,

qualification, proof, or discovery earlier in the sales process. Rules: - Do not write aggressive rebuttals. - Do not

dismiss the buyer's concern. - Do not use manipulative closing language. - Keep the examples conversational and

realistic.

TODAY'S TASK

Write your five most common objections exactly as buyers say them. Run the prompt. Choose the two objections that cost

you the most deals and save the framework for each. Before your next call, practice saying the response in your own

words until it feels natural rather than memorized.

EXPECTED WIN

A practical objection-handling guide for your real sales motion, including the hidden concern behind each objection, the

clarification you need, response frameworks, example language, and a diagnostic view of what may need improvement

earlier in the process.

POWER TIP
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Before a call where you expect a specific objection, ask AI: 'Here is the account context and the objection I expect.

Write three ways I can explore the concern without sounding defensive. Include one question that helps me

understand whether the objection is real, timing-based, or a polite no.'
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DAY 8

Write Proposals That Win Business, Not Just

Describe It

THE CONCEPT

The Point Of Today

Most proposals describe the seller's work. Strong proposals help the buyer make a decision.

That difference is not cosmetic. A proposal that lists deliverables, timeline, and price may be accurate, but it leaves the

buyer to do the harder mental work: why this, why now, why this vendor, and why this investment is worth defending

internally. If the proposal does not help answer those questions, the buyer may still like you and still delay.

Todayyou will use AI to draft a proposal that does more than summarize a meeting. It will mirror the buyer's situation,

make the stakes clear, connect your approach to their priorities, and create a decision path that feels practical.

AI is useful here because proposals are structured documents. Once you provide the right inputs, AI can organize the

argument quickly. But the quality depends on the specificity of what you give it. If you feed it vague notes, it will write a

polished but generic proposal. If you feed it the buyer's actual language, it can help you produce something that feels

considered and precise.

The Proposal Is Not About You

Buyers do not read proposals to learn how impressive your company is. They read them to decide whether moving

forward is safe, sensible, and worth the effort.

That means the opening should not begin with your company story. It should begin with their world.

The best first page answers:

* Do they understand our situation?

* Do they understand what is at stake?

* Is the proposed approach clearly connected to what we said matters?

* Can I explain this internally without doing extra work?

If a buyer has to translate your proposal into an internal business case, you have made the proposal too seller-centered.

Start With The Mirror

The Mirror section is where you prove that you listened. It should reflect the buyer's problem using their language, not

your preferred category terms.

If the buyer said, "Our managers spend Friday afternoons chasing updates before the Monday forecast call," do not

translate that into "inefficient sales operations." Say what they said. Their language carries emotional and operational
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truth.

A strong Mirror section might sound like:

"Your team is not short on pipeline activity. The issue is that managers are spending too much time reconstructing what

happened after the fact, which leaves less time for coaching and deal support. The proposal below focuses on reducing

that management drag while giving leadership a cleaner view of deal movement."

That kind of opening tells the buyer, "This is about us."

Make The Stakes Practical

Stakes are not scare tactics. Stakes are the business cost of inaction.

Weak stakes sound generic:

"If this is not addressed, the company may face inefficiencies and missed opportunities."

Strong stakes are grounded:

"If managers continue spending several hours each week collecting status updates manually, the cost is not only time.

Coaching gets pushed later, deal risks surface too late, and forecast conversations become less useful because the data

is stale before leadership sees it."

This section matters because buyers often underestimate the cost of staying the same. Your job is not to exaggerate. It is

to make the current cost visible.

Connect The Approach To Priorities

Do not describe your solution in isolation. Connect each part of it to something the buyer said.

Use this pattern:

* "Because you said [buyer priority], the proposal includes [solution element]."

* "To address [specific friction], we will [approach]."

* "This matters because [business consequence]."

This is where the proposal moves from "here is what we do" to "here is why this is the right response to your situation."

AI can help create this mapping, but only if your input includes real priorities. Before you run the prompt, scan your notes

for the buyer's stated goals, concerns, language, objections, and success measures.

Proof Should Be Honest

Proof does not have to be perfect. It does have to be honest.

If you have a direct case study from the same industry, use it. If you do not, use the closest relevant example and explain

why it matters. If you have no proof yet, write a placeholder and fill it later. Do not let AI invent proof.

Good proof is specific:

* A comparable company.

* A measurable result.

* A before-and-after situation.

* A risk reduced.

* A time saved.

* A revenue or margin outcome.

Avoid vague proof like "we have helped many companies improve performance." Buyers cannot use that internally.

Present Investment Without Apology

Price should be clear. Do not bury it, soften it excessively,or over-explain it.

The investment section should state:

* What the buyer pays.
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* What is included.

* What outcome the investment supports.

* Any assumptions or boundaries.

Confidence matters. If you sound nervous about your own price, the buyer will become nervous too. Yourproposal should

not be defensive. It should make the price feel like part of a considered plan.

Create A Decision Path

Many proposals end with vague language:

"Let us know if you have any questions."

That is not a next step. It is a delay invitation.

Instead, create a clear decision path:

* Who should review the proposal.

* What decision needs to be made.

* What happens next if they approve.

* When you suggest reconnecting.

Example:

"If this matches the direction you want to take, the next step is a 30-minute working session with you and the operations

lead to confirm scope and implementation timing. If we can do that by Friday,we can begin onboarding the following

week."

That gives the buyer something practical to respond to.

Today's Practice

Choose one real proposal. Run the prompt. Then do not send the first output.

Improve it in this order:

1. Rewrite the Mirror section with the buyer's actual language. 2. Strengthen the Stakes section with specific cost of

inaction. 3. Remove anything that sounds like a brochure. 4. Check that every solution element maps to a buyer priority.

5. Make the next step unmistakable.

The proposal should feel like a decision document, not a document about your services. When you get that right, the

buyer has less work to do internally, and deals move with less friction.

YOUR PROMPT

You are a senior B2B sales strategist helping me write a proposal that sells the decision, not just the deliverables.

Deal context: - Client's stated problem: [WHAT THEY SAID IS NOT WORKING] - Desired outcome: [WHAT THEY

SAID SUCCESS WOULD LOOK LIKE] - Current cost of the problem: [TIME, MONEY, RISK, DELAY, MISSED

REVENUE, OR WRITE 'UNKNOWN'] - Key stakeholders: [WHO WILL READ OR INFLUENCE THE PROPOSAL] -

My proposed approach: [WHAT I AM OFFERING] - Timeline: [DELIVERY OR IMPLEMENTATION TIMELINE] -

Investment: [PRICE OR PRICING STRUCTURE] - Relevant proof: [CASE STUDY, RESULT, CUSTOMER

EXAMPLE, OR WRITE 'NEED PLACEHOLDER'] Write a proposal draft using this structure: 1. Mirror: reflect their

situation in their language. 2. Stakes: explain the cost of leaving the problem unresolved. 3. Approach: connect each

part of my solution to a specific buyer priority. 4. Proof: include the strongest relevant proof or a clearly marked

placeholder. 5. Investment: state the price clearly and explain what is included. 6. Decision path: show the next step,

owner, and timing. Rules: - Use confident, plain language. - Do not sound like a generic agency proposal. - Do not

invent proof. - Keep the opening strong enough that a busy executive would keep reading. - Make the proposal feel

specific to this client.

TODAY'S TASK

Use a real active or recent opportunity. Fill in the client language from your discovery notes, not from memory if you can
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avoid it. Run the prompt, then manually improve the Mirror and Stakes sections until they sound like they could only have

been written for that client.

EXPECTED WIN

A client-specific proposal draft that frames the business decision, shows the cost of inaction, connects your approach to

their stated priorities, and gives the buyer a clear path forward.

POWER TIP

Ask AI to review the draft as the economic buyer: 'What would make me hesitate, what feels generic, and what

evidence would make this proposal easier to approve internally?' Use that critique before sending.
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DAY 9

Build Follow-Up Sequences That Convert the

Undecided

THE CONCEPT

The Point Of Today

Many deals do not die because the buyer said no. They fade because the seller ran out of useful things to say.

That is a painful truth. The buyer may still have interest. The problem may still exist. The timing may still be possible. But

if every follow-up sounds like a polite nudge, the buyer learns that opening your email will not help them. Silence

becomes easier than replying.

Today is about building follow-up that earns attention. Not by being louder, and not by adding pressure, but by giving each

touch a reason to exist.

AI is helpful because follow-up requires variation. It is hard to write five distinct messages for the same deal without

repeating yourself. AI can help generate different angles: insight, proof, resource, question, soft re-engagement, and

close-the-loop. Your role is to add the specific buyer context that makes the sequence feel human.

Follow-Up Is Not The Same As Chasing

Chasing is seller-centered. It is about your need for an answer.

Follow-up is buyer-centered. It is about helping the buyer move through uncertainty, internal alignment, risk, timing, or

decision complexity.

The difference shows up in the language.

Chasing says:

"Just following up to see if you had a chance to review."

Follow-up says:

"Youmentioned the biggest concern was whether the team would actually adopt a new workflow. I pulled together a short

example of how another team handled rollout risk before committing."

The second message adds value. It also reminds the buyer that you listened.

Why Deals Go Quiet

Silence is not a single signal. It can mean several different things:

* The buyer is busy.
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* The project lost priority.

* Another stakeholder raised a concern.

* Budget is unclear.

* They are comparing options.

* They liked the idea but not enough to act.

* They do not know how to move the decision internally.

* They are avoiding an uncomfortable no.

Your follow-up should be based on your best hypothesis about which one is happening.

If the issue is stakeholder alignment, send something that helps them explain the decision internally. If the issue is risk,

send proof or a practical implementation note. If the issue is timing, stay visible without forcing urgency. If the issue is

unclear, ask a respectful question that helps reveal it.

Every Touch Needs A Job

A strong sequence is not five reminders. It is five different jobs.

Touch 1: Clarify and summarize. Reflect what you heard and propose the next step.

Touch 2: Add proof. Share a relevant example, not a generic case study.

Touch 3: Help the internal conversation. Offer a business-case point, checklist, or decision framing.

Touch 4: Re-engage softly. Acknowledge the gap and make it easy to respond without pressure.

Touch 5: Close the loop. Respectfully step back while leaving the door open.

When every touch has a distinct purpose, the sequence feels professional rather than needy.

Use The Buyer's Priority As The Anchor

The buyer's stated priority should appear throughout the sequence. Not in a repetitive way,but as the thread that

connects each message.

If the buyer cared about faster rep ramp, every touch should in some way relate to ramp, enablement, manager

bandwidth, or new-hire productivity.

If the buyer cared about forecast reliability, the sequence should not drift into generic productivity. It should stay close to

forecast quality, deal visibility, pipeline inspection, and leadership confidence.

This is where AI needs your help. If you write "they care about efficiency," AI will produce vague output. If you write "the

VP Sales said managers lose two hours every Friday cleaning CRM notes before forecast," the sequence becomes much

sharper.

Make The CTA Smaller

Many follow-ups fail because the call to action is too big.

Asking for another meeting may be appropriate, but not always. Sometimes the better CTA is:

* "Is this still the right priority to focus on?"

* "Would it be useful if I sent the one-page business case?"

* "Is someone else weighing in on this?"

* "Should I pause until timing is clearer?"

* "Would a shorter implementation plan help with the internal conversation?"

Small questions are easier to answer. And a reply is often more important than a meeting request at this stage.

The Close-The-Loop Message

The final touch is not a gimmick. It is a respectful way to stop chasing while keeping the relationship intact.

It might sound like:

"I do not want to keep adding noise to your inbox if this is no longer a priority. I will step back for now. If the team revisits
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the rollout question later, I am happy to pick the conversation up from there."

This works because it gives the buyer permission to clarify. Some will say no. Good. That is useful. Some will say not

now. Also useful. Some will re-engage because the message removes pressure.

Today's Practice

Pick one quiet deal. Do not choose a random old opportunity. Choose one where there was real interest and some

plausible path forward.

Run the prompt. Then inspect each touch:

* Does it reference something specific?

* Does it add value before asking?

* Is the CTA easy to answer?

* Does the tone sound calm rather than desperate?

* Would you open this if you were the buyer?

Then schedule the touches. A sequence in a document is not a sales process. A sequence on your calendar is.

Follow-up is not about persistence alone. It is about useful persistence. When you show up with relevance, buyers have

more reasons to respond and fewer reasons to avoid the conversation.

YOUR PROMPT

You are a B2B sales follow-up strategist. Help me build a thoughtful multi-touch sequence for a deal that has gone

quiet or is not yet ready to decide. Deal context: - Last meaningful interaction: [WHAT HAPPENED] - What the buyer

cared about: [PRIORITIES, PAINS, OUTCOMES] - Current stage: [POST-DEMO, POST-PROPOSAL, WAITING ON

STAKEHOLDER, BUDGET REVIEW, ETC.] - Known hesitation: [PRICE, TIMING, TRUST, INTERNAL ALIGNMENT,

COMPETING PRIORITY, OR UNKNOWN] - Likely decision timeline: [WHAT YOU KNOW] - Useful assets or proof I

can share: [CASE STUDY, ARTICLE, CALCULATOR, CHECKLIST, CUSTOMER STORY, OR NONE] Create a

5-touch follow-up sequence over three weeks. For each touch, include: 1. Channel. 2. Purpose of the touch. 3.

Message draft under 120 words. 4. The value being added. 5. The low-friction CTA. Requirements: - No 'just

checking in.' - Each touch must feel different. - Use the buyer's stated priorities. - Touch 4 should be a softer

re-engagement. - Touch 5 should be a respectful close-the-loop message that preserves the relationship.

TODAY'S TASK

Choose one quiet opportunity. Paste real notes from the last interaction and your best understanding of the hesitation.

Generate the sequence, then schedule the five touches on your calendar or CRM. The sequence only works if it becomes

part of your operating rhythm.

EXPECTED WIN

A complete follow-up sequence for a real quiet deal, with five distinct touches that add value, reduce friction, and give the

buyer easy ways to re-engage.

POWER TIP

Ask AI to rewrite any touch that feels generic with: 'Make this message more specific to the buyer's stated priority:

[PRIORITY]. Remove any phrase that sounds like a sales template.'
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DAY 10

Qualify Leads Faster and Stop Chasing Deals That

Won't Close

THE CONCEPT

The Point Of Today

The hardest deals to manage are not obvious losses. They are the hopeful ones.

They have some interest, a friendly contact, a few positive signals, and just enough ambiguity to keep you engaged. They

sit in the pipeline for weeks or months. Yousend follow-ups. Youprepare for calls. Youupdate the forecast with cautious

optimism. Eventually, they stall, shrink, or disappear.

Qualification protects your time from hope that has no evidence behind it.

Todayyou will use AI as a qualification partner. Youwill paste real opportunity notes into a structured prompt and ask for

an honest evaluation. The point is not to let AI decide your pipeline. The point is to force your own thinking into the open:

what do you know, what are you assuming, what is missing, and what should happen next?

Qualification Is Not Cynicism

Some sellers resist strict qualification because it feels negative. It can feel like looking for reasons the deal will fail.

That is the wrong frame. Qualification is not cynicism. It is resource allocation.

Every hour you spend on one opportunity is an hour you are not spending on another. A weak deal is not harmless just

because the buyer is polite. It consumes research time, proposal time, manager time, emotional energy, and forecast

attention.

Good qualification helps you spend more energy on deals where your work can actually matter.

CRM Stage Is Not Qualification

A deal can be in proposal stage and still be poorly qualified.

Maybe you sent a proposal because the buyer asked for one, but you still do not know who owns budget. Maybe you ran

a demo, but no one confirmed the business impact. Maybe the buyer liked the product, but the decision process is vague.

Activity happened, but qualification did not.

This is why the prompt separates stage from evidence. The CRM tells you where the deal has been. Qualification tells

you whether it has a real path forward.

Confirmed Facts Versus Assumptions
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This is the most important habit in today's lesson.

Confirmed facts sound like:

* "The VP Sales said manager time is the current bottleneck."

* "The team wants a decision before the new quarter."

* "The CFO must approve anything above this threshold."

* "They are comparing us with two vendors."

Assumptions sound like:

* "They probably have budget."

* "The director seems like a champion."

* "They sounded urgent."

* "They should be able to move quickly."

Assumptions are not bad. Youneed them early in a deal. But they should be labeled. Unlabeled assumptions become

forecast risk.

AI is useful because it is willing to point out what your notes do not prove. That may be uncomfortable. Good. The

discomfort is cheaper now than at the end of the quarter.

The Eight Qualification Areas

Use the scorecard as a thinking tool, not as bureaucracy.

Pain. Is there a real problem, stated by the buyer, or are you projecting one?

Impact. Is the problem costly enough to create action?

Buyer Access. Are you speaking with someone who can influence or reach the decision?

Decision Process. Do you know how this will actually get approved?

Budget. Is there money available or a credible path to it?

Timeline. Is there a reason to act within a defined period?

Fit. Is this account genuinely suited to what you sell?

Champion. Is anyone inside the account willing to help the deal move?

A low score in one area does not automatically kill the deal. But multiple unknowns should change how you spend your

time.

Advance, Nurture, Or Disqualify

These three outcomes are practical decisions.

Advance means the deal has enough evidence to justify active work. There is a real problem, a meaningful impact, a

plausible buyer path, and a next step.

Nurture means there may be fit, but timing, urgency, access, or alignment is not strong enough for active pursuit. Stay

visible, but stop treating it like an active deal.

Disqualify means the opportunity does not meet your criteria or the missing evidence is too significant to justify

continued effort.

Disqualification is not failure. It is a professional decision to protect your time.

Turn Gaps Into Questions

The best output from today's prompt may be the missing-information list.

If you do not know the decision process, ask:

"If the team decided this was worth pursuing, what would need to happen internally before you could move forward?"

If you do not know budget ownership, ask:

"Who would be involved in deciding whether this investment makes sense?"
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If you do not know impact, ask:

"What happens if this stays the same for another quarter?"

These questions do not sound like qualification paperwork. They sound like curiosity.

Today's Practice

Pick one live opportunity. Ideally choose one that makes you slightly uneasy. Paste your notes into the prompt and let it

evaluate the deal.

Then take action:

* If it says Advance , define the next meeting, stakeholder, or decision step.

* If it says Nurture , remove it from active forecast and schedule useful touchpoints.

* If it says Disqualify , close it cleanly and record why.

The discipline is in acting on the recommendation, not simply reading it.

Better qualification will make your pipeline look smaller at first. That is a good sign. It means the pipeline is becoming

more honest. Honest pipeline is easier to manage, easier to forecast, and far less exhausting to carry.

YOUR PROMPT

You are a senior sales manager helping me qualify an active opportunity with discipline. Opportunity context: -

Prospect and company: [WHO THIS IS] - Notes from discovery or first call: [PASTE NOTES] - Emails or follow-up

since then: [PASTE OR SUMMARIZE] - My minimum qualification criteria: [COMPANY FIT, PROBLEM FIT, BUYER

FIT, BUDGET RANGE, TIMELINE, ETC.] - Deal stage in CRM: [CURRENT STAGE] - My honest concern about the

deal: [WHAT FEELS UNCLEAR OR RISKY] Evaluate the opportunity using this structure: 1. Qualification scorecard:

score Pain, Impact, Buyer Access, Decision Process, Budget, Timeline, Fit, and Champion from 1-3. 2. Confirmed

facts versus assumptions. 3. Missing information and the exact question to ask for each gap. 4. Recommendation:

Advance, Nurture, or Disqualify. 5. One next step to take in the next 48 hours. Rules: - Be direct. - Do not reward

optimism. - If the deal is weak, say so. - Do not invent missing information. - Explain what evidence would change

the recommendation.

TODAY'S TASK

Choose one active deal that has consumed attention without clear progress. Paste your real notes into the prompt. Use

the output to decide whether to advance, nurture, or disqualify. If the recommendation is advance, take the next step. If it

is nurture or disqualify, update your CRM accordingly.

EXPECTED WIN

A clear qualification decision for one live opportunity, including what is known, what is assumed, what is missing, and

what action to take next.

POWER TIP

Ask AI to convert the missing information into natural discovery questions: 'Rewrite these gaps as three

conversational questions I can ask without sounding like I am running a checklist.'
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DAY 11

Turn LinkedIn Into a Warm Lead Generation Asset

THE CONCEPT

The Point Of Today

LinkedIn becomes useful for sales when buyers begin to recognize your judgment before you ask for their time.

That is a different goal from posting for likes. It is also different from turning LinkedIn into a public pitch deck. The most

effective salespeople on LinkedIn are not constantly talking about their product. They are making specific observations

about the buyer's world, offering useful frames, and showing that they understand the work their buyers are trying to do.

Todayyou will use AI to turn one real sales insight into LinkedIn content and engagement assets. The insight should

come from your work: a buyer question, repeated objection, discovery pattern, implementation concern, or market

misconception. That is what keeps the content from sounding generic.

Social Selling Starts Before The Message

Cold outreach becomes warmer when the buyer has seen you contribute something useful before the message arrives.

That contribution might be:

* A post that captures a problem they recognize.

* A thoughtful comment on something they wrote.

* A connection request that explains relevance without asking for a meeting.

* A short story that reflects a situation similar to theirs.

None of these requires a large audience. Youdo not need to become an influencer. Youneed to become visible to the

right people in a way that builds trust.

The Problem With Generic Sales Content

Generic content tries to appeal to everyone. It ends up mattering to no one.

Posts like "five ways to improve your sales process" rarely create buyer confidence because they do not reveal a point of

view. A buyer can find that advice anywhere.

Specific content sounds different:

"The teams I see struggle with outbound are rarely missing more email templates. They are missing a clear decision

about which accounts are worth research."

That observation is narrower. It may not appeal to everyone. Good. It is designed to attract the buyer who recognizes the

problem.

AI can help shape an insight into a post, but it cannot invent your actual field experience. Start with something you have
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heard, seen, or learned in real conversations.

Three Post Formats That Work

The insight post challenges a common assumption. It works because it creates a useful tension.

Example structure:

* Common belief.

* What you are seeing instead.

* Why it matters.

* Practical takeaway.

The framework post gives the buyer a way to think. It should be simple enough to remember and specific enough to use.

Example:

* Before writing outreach, check signal, relevance, timing, and question.

* If one is missing, the message probably needs more work.

The story post makes an idea memorable. It does not need drama. A short anonymized buyer situation can carry a

useful lesson if it is concrete.

The best LinkedIn rhythm rotates these formats. Insight builds authority. Framework creates utility. Story creates

connection.

Comment Before You Connect

One of the simplest ways to warm up a prospect is to comment thoughtfully before sending a connection request.

A good comment does not flatter. It adds.

Weak comment:

"Great post. Totally agree."

Useful comment:

"The point about rollout risk is important. I see teams underestimate that when they evaluate tools because they focus on

feature fit first and adoption second. The adoption question usually decides whether the business case survives."

That kind of comment shows expertise without pitching.

AI can help draft a comment if you paste the prospect's post and your perspective. But always edit it. Comments are

public. They should sound like you, not like a content generator.

Connection Requests Should Be Small

A connection request is not a sales pitch. It is a request to open a professional relationship.

Keep it short:

* Why you are reaching out.

* What you noticed or share in common.

* No product mention.

* No meeting ask.

Example:

"I saw your post on forecasting discipline and liked the point about manager behavior. I work with revenue teams on

similar operating questions and would be glad to connect."

That is enough. The goal is acceptance, not conversion.

What To Avoid

Avoid product-centered content. Buyers can tell when a post is just a disguised pitch.

Avoid vague inspiration. "Consistency wins" may be true, but it does not demonstrate expertise.
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Avoid over-polished storytelling. LinkedIn content should be readable, not theatrical.

Avoid posting things you cannot discuss if challenged. The best social selling content invites conversation. If you do not

know the topic deeply enough to respond, choose a different insight.

Today's Practice

Find one insight from the last two weeks. It might be:

* A question a buyer asked twice.

* A reason a deal stalled.

* A misconception you keep correcting.

* A pattern in successful customers.

* A mistake buyers make when evaluating solutions.

Run the prompt. Choose one post. Edit it until it sounds natural. Publish or schedule it.

Then choose one prospect and use the comment or connection request in a real interaction.

LinkedIn does not become a pipeline asset because you post once. It becomes an asset because your buyers start

associating your name with useful thinking. That is the standard.

YOUR PROMPT

You are a social selling strategist helping a B2B seller build LinkedIn visibility without pitching. My context: - My role:

[ROLE] - Target buyer: [TITLE, INDUSTRY, COMPANY TYPE] - Problem my buyer cares about: [PROBLEM] - One

real insight from recent sales conversations: [CLIENT QUESTION, OBJECTION, PATTERN, MISCONCEPTION,

OR STORY] - My point of view: [WHAT I BELIEVE ABOUT THIS PROBLEM] Create: 1. One insight post that

challenges a common assumption. 2. One practical framework post with 3-4 steps. 3. One short anonymized story

post. 4. One thoughtful comment I could leave on a prospect's post. 5. One connection request under 280

characters. Rules: - No product pitch. - No engagement bait. - No generic 'thought leadership' language. - Write for a

skeptical professional buyer. - Make the content specific enough that the right buyer recognizes their world.

TODAY'S TASK

Choose one real insight from a recent sales conversation. Run the prompt, pick the post that feels most like your own

point of view, and publish or schedule it. Save the comment and connection request for one specific prospect you want to

warm up.

EXPECTED WIN

A practical LinkedIn content and engagement set: three post options, one value-adding comment, and one non-pitchy

connection request built around your actual buyer insight.

POWER TIP

After publishing, ask AI: 'Turn this post into three follow-up comments I can use if buyers respond with agreement,

pushback, or a question.' That helps you keep the conversation alive.
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DAY 12

Write Nurture Emails That Keep You Visible Until

Prospects Are Ready

THE CONCEPT

The Point Of Today

Some of your best future opportunities are currently sitting in the "not now" category.

The buyer had a real problem. The fit made sense. The conversation was credible. But timing, budget, internal alignment,

or competing priorities prevented movement. That is not a lost deal. It is a relationship that needs thoughtful nurture.

The trouble is that most nurture is not thoughtful. It is a monthly check-in. The seller asks whether anything has changed.

The buyer says nothing, because nothing has changed, or because replying would restart a sales conversation they are

not ready for.

Today is about writing nurture emails that create value while the buyer is not yet ready. The goal is to stay visible without

becoming noise.

Nurture Is Different From Follow-Up

Follow-up assumes there is an active decision. Nurture assumes the decision is paused.

That distinction changes the tone. In follow-up, you may ask for the next step. In nurture, your first job is to remain useful.

A nurture email should make the prospect think:

"This was worth reading."

Not:

"They are trying again."

That standard is simple and demanding.

Why Check-Ins Fail

"Just checking in" fails because it gives the prospect no new reason to respond. It asks the buyer to do the work:

remember the old conversation, reassess priorities, decide whether to re-engage, and write back.

Most buyers will not do that unless the issue is already urgent again. By then, you may not be the person they think of

first.

Useful nurture works differently. It gives the buyer something small:

* A relevant observation.
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* A practical idea.

* A short example from a similar company.

* A question that helps them think.

* A resource tied to the concern they already named.

The ask is light because the timing is not active.

The Four-Email Arc

The sequence in today's prompt creates a simple eight-week arc.

Email 1: Insight. Share something relevant about the problem or market. This should connect to what the prospect cares

about, not to what you sell.

Email 2: Proof. Tell a short story from a similar situation. The point is not to brag. It is to make the future state feel

believable.

Email 3: Practical help. Give them one action they can take without buying from you. This builds trust because it shows

you are not only useful when a deal is active.

Email 4: Soft re-engagement. Acknowledge that time has passed and invite a low-pressure reply.

This structure earns the right to re-engage because it creates value first.

Make It Specific To The Reason They Paused

A prospect who paused because of budget needs a different nurture path from one who paused because of internal

alignment.

If budget was the issue, useful nurture might focus on business case, cost of delay, or lower-risk rollout planning.

If stakeholder alignment was the issue, nurture might share decision frameworks, internal rollout examples, or questions

that help them build consensus.

If timing was the issue, nurture should stay visible without acting surprised that they are not ready.

AI can tailor the sequence if you tell it the real reason. If you write "not ready," the output will be broad. If you write "the

operations lead liked the idea, but the CFO froze new software spend until the next planning cycle," the emails become

much sharper.

Value Without A Pitch

The best nurture email would still be useful if the prospect never bought from you.

That is the filter.

If the email only exists to push the deal, rewrite it. If it gives the buyer a way to think more clearly about their problem,

keep it.

This does not mean hiding your commercial interest. The buyer knows you sell something. But they should also know that

your expertise has value beyond the transaction.

Scheduling Matters

Nurture fails when it depends on memory.

Do not write four emails and leave them in a document. Schedule them in your CRM, email tool, or calendar. Give each

email a send date. Add a note about what should be customized before sending.

The best sales systems reduce the number of good intentions you have to remember later.

Today's Practice

Pick one good-fit prospect who is not active. Run the prompt. Review each email for three things:

* Is it specific to the buyer's situation?

* Does it give value before asking?
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* Would it still feel respectful if they are not ready for months?

Then schedule the sequence.

Nurture is patient work. It may not create a reply this week. But when the buyer's timing changes, you want to be the

person who stayed useful without becoming annoying. That is how quiet relationships become real pipeline later.

YOUR PROMPT

You are a B2B email strategist helping me nurture a prospect who is a good fit but not ready to buy yet. Prospect

context: - Prospect role and company: [ROLE, COMPANY, INDUSTRY] - Why they are not ready: [TIMING,

BUDGET, INTERNAL PRIORITY, STAKEHOLDER ALIGNMENT, OR UNKNOWN] - What they care about:

[BUSINESS PRIORITY OR PAIN] - What we discussed before: [SUMMARY] - Useful proof or insight I can share:

[CASE STUDY, OBSERVATION, RESOURCE, PRACTICAL TIP, OR NONE] Write a 4-email nurture sequence over

eight weeks: 1. Insight email: share a relevant observation. 2. Proof email: tell a short, honest story from a similar

situation. 3. Practical email: give one useful action they can take without buying. 4. Soft re-engagement:

acknowledge timing and invite a low-pressure reply. For each email include: - Subject line. - Message under 120

words. - Purpose of the email. - Why it is relevant to this prospect. Rules: - Do not pitch in every email. - Do not use

generic newsletter language. - Do not pretend the relationship is closer than it is. - Keep the tone useful, informed,

and patient.

TODAY'S TASK

Choose one prospect who had real fit but poor timing. Fill in the prompt with what you know, generate the sequence, then

schedule the four emails with dates. Edit each message so it reflects the specific reason they were not ready.

EXPECTED WIN

A four-email nurture sequence that keeps you visible with a good-fit prospect by adding value over time rather than

repeatedly asking whether they are ready.

POWER TIP

Ask AI: 'Which email in this sequence feels most like a pitch? Rewrite it so the prospect gets value even if they never

buy from us.'
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DAY 13

Run Demos That Accelerate Decisions, Not Slow

Them Down

THE CONCEPT

The Point Of Today

A demo should make the decision easier. Too many demos make it harder.

The buyer sees a polished product, many features, several workflows, and a confident presenter. But they leave without a

clear picture of what changes for them. They need to process everything, compare options, talk internally, and remember

which parts mattered. Momentum slows.

That happens when the demo is designed around the product instead of the buyer's decision.

Todayyou will use AI to design a discovery-led demo. The demo will begin with the buyer's problem, show only the

moments that matter, ask better engagement questions, and end with a next step connected to what the buyer cared

about most.

The Demo Is A Decision Tool

The purpose of a demo is not to prove that your product has features. The purpose is to help the buyer see whether your

solution can create the outcome they want.

That means every demo moment should answer one of these questions:

* Does this solve the pain they described?

* Does this improve the metric they care about?

* Does this reduce a risk they are worried about?

* Does this make adoption feel easier?

* Does this help a stakeholder in the room see their concern addressed?

If a feature does not answer one of those questions, it may not belong in the main demo.

Start With Their Words

Do not open with:

"Today I am going to walk you through our platform."

Open with:

"Youmentioned that managers are spending too much time reconstructing deal status before forecast calls, and that the

real issue is late visibility into risk. I am going to keep today's demo focused on that workflow."
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That opening tells the buyer you listened. It also sets boundaries. Youare not about to wander through every corner of

the product. Youare going to show what matters.

AI can help write this frame if you give it the buyer's actual words from discovery.

Before And After

Strong demos create contrast.

Before:

* Manual work.

* Delays.

* Unclear ownership.

* Messy handoffs.

* Risk discovered late.

After:

* Cleaner workflow.

* Faster visibility.

* Better decision support.

* Clearer next actions.

* Less manual coordination.

This before-and-after narrative helps the buyer interpret what they are seeing. Without it, the demo can become a series

of screens. With it, the product becomes a path from current pain to desired outcome.

Show Outcomes, Not Features

An outcome moment is a short part of the demo where the buyer can see a meaningful change.

Feature framing:

"Here is the reporting dashboard."

Outcome framing:

"This is the moment your Monday forecast conversation stops depending on manually assembled updates."

Feature framing:

"Youcan assign tasks here."

Outcome framing:

"This is how the next action becomes clear before the deal goes quiet."

The product did not change. The buyer's understanding did.

Ask Better Engagement Questions

Avoid weak questions like:

* "Does that make sense?"

* "Any questions so far?"

* "Pretty cool, right?"

Ask questions that connect the demo to their reality:

* "Where would this break down in your current process?"

* "Which stakeholder would care most about this view?"

* "Would this reduce the manual work you described, or is the bottleneck somewhere else?"

* "If this were live today, what would your team still need to trust it?"

These questions create useful conversation. They also reveal objections earlier.
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Decide What To Skip

One of the most professional things you can do in a demo is skip something.

Skipping shows judgment. It tells the buyer you are not there to perform the product. Youare there to help them evaluate.

Create a skip list before the demo:

* Features that are impressive but not relevant.

* Advanced capabilities that require too much context.

* Screens that invite low-value questions.

* Anything that distracts from the buyer's stated priority.

If the buyer asks, show it. Otherwise, protect the focus.

Close With Momentum

The close should follow naturally from what happened in the demo.

If the buyer engaged most around implementation risk, the next step might be a rollout planning session. If they focused

on ROI, the next step might be a business case review. If a stakeholder was missing, the next step might be bringing that

person into a targeted second conversation.

Do not end with:

"Let us know what you think."

End with:

"Given the questions around manager adoption, the useful next step may be a short working session with your

enablement lead. We can pressure-test the rollout path and decide whether this is realistic for your team."

That is a next step with a reason.

Today's Practice

Choose one demo. Run the prompt with real discovery notes. Then edit the plan:

* Cut at least one feature.

* Strengthen the opening frame.

* Make each show moment outcome-led.

* Add two engagement questions.

* Define the next step before the demo starts.

A focused demo may feel shorter than what you are used to. That is a strength. Buyers do not need to see everything.

They need to see enough of the right things to decide what should happen next.

YOUR PROMPT

You are a B2B demo coach helping me design a discovery-led demo. Discovery context: - Buyer pain: [WHAT THEY

SAID] - Desired outcome: [WHAT THEY WANT] - Current workflow or workaround: [HOW THEY DO IT NOW] -

Success metric: [WHAT THEY MEASURE] - People in the room: [ROLES AND WHAT EACH CARES ABOUT] My

solution: - What I am demonstrating: [PRODUCT OR SERVICE] - The 3-5 capabilities I could show: [LIST] Create a

demo plan: 1. Opening frame that starts with their problem, not my product. 2. Before-and-after narrative tied to their

current workflow. 3. Three outcome moments to show, each mapped to a buyer priority. 4. Two engagement

questions to ask during the demo. 5. One section to skip unless they ask. 6. Close with a next step that advances

the deal. Rules: - Do not create a feature tour. - Make every demo moment earn its place. - Adapt the language to

the roles in the room. - Keep the demo focused enough to create decision momentum.

TODAY'S TASK

Choose your next demo or one you recently ran. Paste the real discovery notes into the prompt. Use the output to build a

tighter demo plan. Remove anything that is interesting to you but not tied to the buyer's stated priorities.
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EXPECTED WIN

A buyer-centered demo plan with a strong opening, three outcome-focused moments, engagement questions, a

deliberate skip list, and a close that moves the deal forward.

POWER TIP

Ask AI to pressure-test the plan: 'Which part of this demo is most likely to bore or confuse the buyer? What should I

cut or shorten?'

51 / 78



DAY 14

Use AI to Prepare for Negotiations and Protect Your

Margin

THE CONCEPT

The Point Of Today

Margin is often lost before the negotiation begins.

It is lost when the seller enters the conversation without a clear value anchor. It is lost when every buyer concern is

treated as a price concern. It is lost when the seller has not decided what they can flex on, what they should protect, and

what they will not do.

Todayyou will use AI to prepare for negotiation before the pressure arrives. Youwill create value reminders, likely buyer

moves, calm responses, and a concession ladder. The goal is not to become rigid. The goal is to stay thoughtful when the

conversation gets uncomfortable.

Price Is Usually Not The Whole Issue

Buyers often talk about price because price is easy to discuss. But the real concern may be different.

"It is too expensive" can mean:

* The business case is not clear.

* The buyer is comparing you to a lower-scope option.

* Cash flow timing is the problem.

* Internal approval will be difficult.

* Risk feels too high.

* They are testing whether you discount.

If you respond with a discount immediately, you may solve the wrong problem expensively.

Before offering anything, diagnose the concern:

"When you say the price is difficult, is the concern total investment, timing of payment, confidence in the outcome, or

comparison with another option?"

That question slows the conversation down in a useful way.

Anchor On Value Before Concession

Value reminders are not scripts. They are the outcomes you need to keep visible in your own mind.

Examples:
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* Hours of manager time recovered.

* Faster sales ramp.

* Reduced manual work.

* Improved forecast confidence.

* Lower implementation risk.

* Revenue protected through better follow-up.

* A business process becoming more repeatable.

Negotiation becomes dangerous when you forget what the buyer is buying. Youstart negotiating the number in isolation.

Value reminders reconnect the price to the outcome.

Build A Concession Ladder

Not all concessions cost the same.

A discount may reduce margin now and anchor future renewals lower. Extended payment terms may affect cash timing

but protect annual value. A phased rollout may reduce risk for the buyer while preserving price. Additional onboarding

may cost time but increase success probability.

Before the call, rank your options:

1. Least costly concessions. 2. Moderate concessions. 3. Expensive concessions. 4. Items you should not offer.

This prevents panic discounting. If the buyer needs movement, you know where to start.

Trade, Do Not Give

A concession should usually be exchanged for something.

Examples:

* Extended payment terms in exchange for signature by a specific date.

* Additional onboarding in exchange for a multi-year term.

* Phased rollout in exchange for clear expansion criteria.

* Scope adjustment in exchange for preserving price.

The principle is simple: do not give away value casually. If something matters to the buyer, it has value. Treat it that way.

This does not mean being combative. It means being professional.

Prepare For Likely Moves

Most negotiation pressure falls into patterns:

* "Yourcompetitor is cheaper."

* "We need a discount."

* "Can we start with a pilot?"

* "Budget is tight this quarter."

* "Procurement needs better terms."

* "We need more included."

AI can help you prepare calm responses to each. The responses should not be clever. They should diagnose, re-anchor,

and keep the conversation constructive.

For example:

"I understand why the lower number is attractive. Before we compare price directly, it may be worth checking whether the

scope and outcome are actually the same. The risk is choosing the cheaper option and still carrying the original problem."

That response does not attack the competitor. It reframes the comparison.

Know When To Pause

Sometimes the right move is not to concede. It is to pause.

Pause when:
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* The buyer cannot explain the concern.

* The requested concession breaks your economics.

* The deal scope has changed.

* A key stakeholder is missing.

* Procurement is negotiating terms the business owner has not approved.

* The buyer is asking for a price that no longer matches the value delivered.

A pause can sound like:

"I do not want to adjust the commercial structure before we understand the actual constraint. It may be better to bring the

business owner back in and confirm what needs to be true for this to move forward."

That is not losing control. That is maintaining it.

Today's Practice

Choose one deal likely to involve negotiation. Run the prompt with real details.

Then make three decisions:

* What value anchors will you return to?

* What is the first concession you would offer if needed?

* What will you not give away?

Rehearse the hardest buyer line once. Say your response out loud. Notice where you rush, soften too much, or

over-explain. Tighten it.

Negotiation is not about winning a confrontation. It is about protecting value while helping the buyer make a confident

decision. Preparation gives you the calm to do both.

YOUR PROMPT

You are a senior B2B sales negotiation coach helping me prepare for an upcoming pricing or contract conversation.

Deal context: - Deal size and structure: [CONTRACT TYPE, TERM, VALUE] - Buyer goal: [WHAT THEY WANT TO

ACHIEVE] - Value already established: [OUTCOMES, METRICS, PROOF] - Price concern or negotiation pressure:

[WHAT THEY SAID] - Alternatives they may compare against: [COMPETITOR, INTERNAL BUILD, DELAY, DO

NOTHING] - What I can flex on: [PAYMENT TERMS, SCOPE, SUPPORT, TIMING, PILOT, MULTI-YEAR, ETC.] -

What I cannot flex on: [HARD LIMITS] Create a negotiation prep brief: 1. Value reminders: outcomes I should

anchor on before discussing concessions. 2. Likely buyer moves and what they probably mean. 3. Calm responses

to each move. 4. Concession ladder from least costly to most costly. 5. Questions to ask before offering any

concession. 6. Walk-away or pause conditions. Rules: - Protect margin. - Do not sound combative. - Do not offer

discounts before diagnosing the concern. - Separate price, scope, timing, and risk. - Keep the relationship

professional.

TODAY'S TASK

Choose one deal where price, terms, or scope may become difficult. Fill in your real flex points and hard limits. Run the

prompt. Review the concession ladder before the negotiation and decide what you will offer first, what you will hold, and

what you will not do.

EXPECTED WIN

A negotiation prep brief that gives you value anchors, likely buyer moves, response options, a concession ladder, and a

clear sense of what to protect.

POWER TIP
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Ask AI to rehearse the hardest moment: 'Simulate the buyer pushing for [SPECIFIC DISCOUNT OR TERM]. Give me

a calm dialogue that diagnoses the concern before I offer anything.'
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DAY 15

Expand Existing Accounts and Build a Referral

System

THE CONCEPT

The Point Of Today

New business gets most of the attention in sales, but existing accounts often contain the most efficient revenue.

The reason is simple. A current client already knows you. They have experienced your work. They understand the

problem space. If the relationship is healthy and the outcome is real, the next conversation does not start from zero.

Still, many sellers underwork existing accounts. They wait for renewal. They respond when the client asks for more. They

hope referrals happen naturally. That leaves expansion and introductions to chance.

Today is about building a more professional habit. Youwill use AI to map where an existing account may have additional

value, decide whether the timing is right, and prepare language that keeps the relationship centered on the client's

outcome.

Expansion Is Not An Upsell Pitch

The fastest way to make expansion feel awkward is to treat it as a product pitch.

Clients do not want to feel like every successful project becomes an excuse to sell them something else. They do want

thoughtful partners who notice where the same problem may exist elsewhere, where the current result could be extended,

or where another team may benefit from what has already worked.

The difference is framing.

Seller-centered framing sounds like:

"Since this is going well, I wanted to talk about other services we can provide."

Client-centered framing sounds like:

"Now that this workflow is running more smoothly for the operations team, I wondered whether the same handoff issue

exists in the regional teams. Is that something worth exploring, or is it isolated to this group?"

One is an upsell. The other is a discovery question.

Look For Expansion Signals

Do not expand randomly. Look for signals.

Useful signals include:
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* The client has seen measurable improvement.

* A stakeholder mentions another team with the same problem.

* Usage is growing.

* The buyer asks about a related workflow.

* Another department attends a meeting unprompted.

* The client is reorganizing or scaling.

* Renewal or planning cycles are approaching.

* The current project has created internal visibility.

AI can help you scan these signals and rank opportunities. But it needs real account context. If you only write "client is

happy," the output will be generic. If you write "the sales operations team reduced manual forecast prep and the VP

asked whether customer success has similar reporting issues," the expansion map becomes useful.

Rank By Client Value And Likelihood

Not every possible expansion is worth raising now.

Evaluate each opportunity on two axes:

* Client value: Would this genuinely help the client?

* Likelihood: Is there enough signal that the need is real?

High client value and high likelihood is the priority. High value but low signal becomes a discovery path. Low value but

high likelihood may be easy revenue, but it can weaken trust if the client senses you are pushing something marginal.

This is where good account management requires restraint. The fact that you can sell something does not mean you

should raise it now.

Referral Timing Matters

Referral asks work best after a genuine positive moment.

That might be:

* A result was achieved.

* The buyer gave strong feedback.

* A stakeholder thanked you.

* A difficult implementation milestone was cleared.

* The client said the work was useful internally.

Ask too early and the client may feel used. Wait forever and the moment passes.

There are two useful versions of the ask.

Clear-win referral ask:

"I am glad this has been useful for the team. If someone in your network is dealing with a similar problem, I would be

grateful for an introduction where you think it would genuinely help."

Softer mid-project ask:

"We are still early, so I would not ask you to speak to outcomes yet. But if you know another team thinking through a

similar challenge, I would be happy to share what we are learning so far."

Both are respectful. Neither asks the client to become your salesperson.

Make The Ask Easy

Do not ask, "Do you know anyone?"

That question creates work. The client has to scan their entire network.

Make it easier:

* Name the type of person.

* Name the problem.
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* Offer to write a short forwardable note.

* Make it clear there is no pressure.

Example:

"The people who tend to find this most useful are revenue operations leaders trying to reduce manual reporting before

forecast meetings. If anyone comes to mind, I can send a short note you can forward or ignore."

That reduces friction and protects the relationship.

Today's Practice

Choose one client. Not the biggest account necessarily. Choose the account where trust and usefulness already exist.

Run the prompt. Then decide:

1. Which expansion opportunity is most useful to the client? 2. What signal would confirm it is worth discussing? 3. What

question can you ask before pitching anything? 4. Is the relationship ready for a referral ask?

Yourgoal today is not to create a list of upsell ideas. It is to build a disciplined account-growth habit.

Existing customers can become your strongest growth channel, but only if you treat the relationship with care. Expansion

and referrals should feel like consequences of value already created, not compensation for a seller who needs pipeline.

YOUR PROMPT

You are a senior account growth strategist helping me identify expansion and referral opportunities without making

the client relationship feel transactional. Client context: - Client: [CLIENT OR ACCOUNT NAME] - What they bought:

[PRODUCT OR SERVICE] - Original problem we solved: [PROBLEM] - Results, feedback, or positive signals so far:

[WINS, METRICS, QUOTES, USAGE, OR QUALITATIVE FEEDBACK] - Current relationship health: [STRONG,

GOOD, MIXED, EARLY, UNKNOWN] - Other teams or use cases that may benefit: [DEPARTMENTS, LOCATIONS,

PRODUCTS, REGIONS, OR ROLES] - Timing considerations: [RENEWAL DATE, PROJECT STAGE, BUSINESS

CYCLE, UPCOMING MEETING] Create: 1. An account expansion map with 3 possible opportunities, ranked by

likelihood and client value. 2. The signal that would tell me each opportunity is real. 3. Three discovery questions to

explore the top opportunity without pitching. 4. A natural expansion conversation opener. 5. Two referral asks: one

for a client with a clear win, and one softer ask for a client where the relationship is positive but the full result has

not landed yet. Rules: - Frame expansion around client outcomes, not my revenue. - Do not pressure the client. - Do

not ask for referrals before there is enough trust. - Keep the tone professional, appreciative, and specific.

TODAY'S TASK

Choose one existing client with a healthy relationship. Fill in the prompt with real details and run it. Select one expansion

opportunity to explore, not all three. Save the referral ask that matches the relationship stage, but only use it when there

is a genuine win or a meaningful positive signal.

EXPECTED WIN

A practical account growth brief for one current client, including expansion paths, discovery questions, and a referral ask

that feels like a natural extension of a trusted relationship.

POWER TIP

Ask AI to pressure-test timing: 'Based on this relationship stage, should I raise expansion now, wait, or ask a

discovery question first? Explain the risk of moving too early.'
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DAY 16

Analyse Your Sales Calls to Find What's Costing You

Deals

THE CONCEPT

The Point Of Today

Sales improves faster when you review real calls instead of relying on memory.

Memory is generous. It smooths over the awkward parts, strengthens the points you meant to make, and forgets the

buyer cue you missed because you were thinking about your next question. A transcript is less flattering and more useful.

Todayyou will use AI as a call coach. Youwill paste a real transcript or detailed notes into a structured prompt and ask it

to identify the moments that mattered: missed cues, weak questions, unresolved concerns, and specific changes for the

next call.

The purpose is not self-criticism. The purpose is pattern recognition.

Treat Calls Like Game Film

High performers in many fields review their work. Athletes watch game film. Musicians listen to recordings. Designers

review sessions. Salespeople often skip this because the next call is already waiting.

That creates a plateau. Youcan have hundreds of conversations and still repeat the same habits if you never stop to

inspect them.

AI changes the cost of review. Youno longer need a manager to listen to the whole call and schedule a coaching session.

Youcan get a first-pass analysis in minutes. A manager's judgment is still valuable, but AI makes self-coaching more

available.

What To Look For

A good call review is not a vibe check. "It went well" and "it felt off" are not enough.

Look for moments:

* The buyer hinted at pain and you moved on.

* The buyer raised hesitation and you answered too quickly.

* Youasked a strong question and the buyer opened up.

* Youasked a closed question and the conversation narrowed.

* The buyer mentioned another stakeholder and you did not explore decision process.

* You talked through a pause instead of letting the buyer think.

* The call ended without a clear next step.
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These are small moments with large consequences.

Missed Cues Are The Gold

The most valuable section of the AI output is often "missed cues."

A missed cue might sound like:

"We have tried to fix this a few times internally."

That sentence deserves follow-up:

"What did you try, and why did it not stick?"

If you skip it, you lose history, frustration, urgency, and buying context.

Another cue:

"The CFO will probably want to understand the risk."

That is not a passing comment. It is a door into economic buyer concerns, approval process, and proof requirements.

AI is good at spotting these because it is not managing the live conversation. It can look at the record calmly.

Talk/Listen Is A Signal, Not A Score

Talk/listen ratio is useful, but do not turn it into a vanity metric.

There are calls where you should talk more, such as a structured demo or proposal review. There are calls where the

buyer should talk more, especially discovery. The question is not whether your ratio is perfect. The question is whether

your talk time served the buyer's decision.

If you dominated because you were explaining value before understanding pain, that is a problem. If you under-led and

the call drifted, that is also a problem.

Good sales conversations have leadership and curiosity.

Unresolved Concerns Matter Most

An unresolved concern is a risk that remains alive after the call.

Examples:

* The buyer mentioned price but you moved on.

* A stakeholder was absent and no plan was made to involve them.

* Implementation risk surfaced but was not addressed.

* Timeline was vague.

* The buyer's current process was not painful enough.

* Competitive comparison appeared but stayed unexplored.

These concerns often explain why deals go quiet later. If you catch them immediately after the call, you can address them

in follow-up while the conversation is still fresh.

The Follow-Up Email

The prompt asks AI to draft a follow-up email that addresses the most important unresolved concern.

This is powerful because most follow-up emails only summarize what was discussed. Strong follow-up also repairs what

was missed.

Example:

"One point I should have slowed down on is your concern about rollout effort. Rather than assume that is straightforward,

it may be worth mapping what the first 30 days would actually require from your team."

That kind of follow-up shows maturity. It tells the buyer you listened even after the call ended.

Today's Practice
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Choose one real call. If you have a transcript, use it. If not, reconstruct detailed notes.

Run the prompt. Then pick one improvement.

Do not try to fix everything at once. If the review says you missed cues, focus on pausing and asking one follow-up

question. If it says you overtalked, focus on shorter answers. If it says decision process was unclear, ask earlier next time.

Call analysis compounds when it becomes a habit. Review one call per week and you will start seeing your own patterns.

Once you can see them, you can change them.

YOUR PROMPT

You are a senior sales call coach. Analyze this call transcript or detailed notes and help me improve my next

conversation. Call material: [PASTE TRANSCRIPT OR DETAILED NOTES] Context: - My role: [SDR, BDR, AE, AM,

FOUNDER-SELLER, MANAGER] - Call stage: [DISCOVERY, DEMO, PROPOSAL REVIEW, NEGOTIATION,

RENEWAL, EXPANSION] - Call objective: [WHAT I WANTED TO ACHIEVE] - Actual outcome: [WHAT HAPPENED]

- My own assessment: [WHAT I THINK WENT WELL AND POORLY] Analyze: 1. Talk/listen estimate and whether I

dominated or under-led. 2. Three missed cues where the buyer revealed pain, interest, risk, urgency, or hesitation.

3. Two strong questions I asked and why they worked. 4. Two weak or missed questions and what I should have

asked instead. 5. Unresolved concerns that may still hurt the deal. 6. Three specific changes for my next call. 7. A

follow-up email that addresses the most important unresolved concern without sounding defensive. Rules: - Quote

or reference the call material when possible. - Be direct but useful. - Do not give generic coaching. - Focus on

moments that could change deal outcome.

TODAY'S TASK

Use a real recent call transcript or detailed notes. Remove sensitive details if needed. Run the prompt and focus on the

missed cues and unresolved concerns. Choose one behavior to improve on your next call, not five.

EXPECTED WIN

A concrete call review with missed cues, better questions, unresolved risks, and one practical improvement to carry into

your next sales conversation.

POWER TIP

After reading the analysis, ask AI: 'Turn the three changes into a pre-call reminder card I can read in 60 seconds

before my next meeting.'
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DAY 17

Build a Sales Playbook Your Whole Team Can Use

THE CONCEPT

The Point Of Today

Every sales team has tribal knowledge. The best sellers know which accounts are worth chasing, which questions open

up the buyer, which objections matter, and which deal risks look harmless until it is too late.

The problem is that this knowledge often lives in heads, Slack threads, call recordings, and hallway conversations. New

sellers learn it slowly, mostly through mistakes. Managers repeat the same coaching. Top performers become bottlenecks

because everyone wants to know how they think.

Todayyou will use AI to turn practical sales judgment into a playbook.

Not a giant process manual. Not a product deck. A working playbook that helps someone sell better.

A Playbook Is A Judgment Guide

A process manual tells people what stage comes next. A judgment guide helps people decide what matters.

A weak playbook says:

"Conduct discovery, identify pain, present solution, send proposal."

A useful playbook says:

"Strong-fit discovery usually reveals one of three pains: manual reporting, manager bandwidth, or late deal-risk visibility. If

none appears by the second conversation, qualify hard before investing in a custom proposal."

That second version teaches judgment.

The best playbooks help sellers answer:

* Is this account a real fit?

* What should I listen for?

* Which buyer cares about which outcome?

* What objections are real versus surface-level?

* What makes deals stall?

* What do strong next steps look like?

Start With What Wins

Do not build the playbook from theory. Build it from wins.

Look at recent closed-won deals and ask:
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* What was true about the account?

* What pain appeared early?

* Who was involved?

* What proof mattered?

* What differentiated us?

* What did the seller do that helped?

* What almost derailed the deal?

Then look at losses and stalled deals. The contrast is where useful guidance appears.

AI can organize these patterns, but you have to provide them. The prompt asks for what consistently wins deals and what

causes deals to stall because those fields contain the real playbook.

Keep It Short Enough To Use

A playbook that no one opens is theater.

Make it concise. A seller should be able to review the relevant section before a call in a few minutes. If the playbook

becomes a full encyclopedia, split it into reference material and operating guidance.

The core playbook should include:

* ICP and fit signals.

* Discovery flow.

* Role-based messaging.

* Objection frameworks.

* Demo and proposal rules.

* Deal-risk checklist.

* Ramp plan.

That is enough to make someone more effective without burying them.

Discovery Flow, Not Script

Do not write discovery scripts. Scripts make sellers brittle.

Write a flow:

1. Understand current process. 2. Surface friction. 3. Quantify impact. 4. Explore decision context. 5. Clarify what change

would need to look like.

Then provide example questions in natural language.

Good playbooks help sellers think, not recite.

Role-Based Messaging

Different buyers care about different things.

A VP Sales may care about forecast reliability, revenue productivity, and manager leverage. A RevOps leader may care

about workflow consistency, data quality, and implementation effort. A CFO may care about cost, risk, and business case.

A frontline manager may care about usability and team adoption.

If the playbook speaks to all buyers the same way, it will not help.

Use AI to create messaging angles by role, then edit them with what you know from real conversations.

Make The Playbook Operational

A playbook only matters if it changes behavior during the week. Treat each section as a tool someone can use before or

after a call. The ICP section should help a seller decide whether to pursue an account. The discovery section should help

them prepare two better questions. The objection section should help them respond with more calm. The deal-risk

checklist should help a manager and seller decide whether to advance, nurture, or disqualify.

This is why examples are better than principles. "Create urgency" is not useful. "If the buyer cannot name what happens if
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the problem remains unresolved for another quarter, urgency is not confirmed" is useful. Make the playbook concrete

enough that it can interrupt weak habits.

The Deal-Risk Checklist

This may become the most-used section.

Include risks like:

* No economic buyer access.

* Pain is interesting but not costly.

* Timeline is vague.

* Champion is friendly but powerless.

* Competitor is better aligned to stated criteria.

* Proposal requested before decision process is clear.

* Demo interest did not translate into next step.

A short checklist can prevent weeks of wasted pursuit.

Today's Practice

Run the prompt. Then edit.

Remove anything that feels generic. Replace vague phrases with observed patterns. Add examples. Name the deal risks

you have actually seen.

Then choose one section to use immediately. Maybe it is the discovery flow. Maybe it is the objection section. Maybe it is

the deal-risk checklist.

A playbook is never finished. It improves through use. Update it after win/loss reviews, call analysis, and manager

coaching. Over time it becomes the team's memory.

That is the point: not documentation for its own sake, but a shared operating system for better selling.

YOUR PROMPT

You are a sales enablement leader helping me build a practical playbook based on what actually works in our deals.

Context: - What we sell: [PRODUCT OR SERVICE] - Target customer: [ICP, BUYER ROLES, COMPANY TYPE] -

Top deal types: [NEW LOGO, EXPANSION, INBOUND, OUTBOUND, ENTERPRISE, SMB, ETC.] - What

consistently wins deals: [3-5 SPECIFIC PATTERNS] - What causes deals to stall: [3-5 SPECIFIC PATTERNS] -

Common new-rep mistakes: [2-4 MISTAKES] - Strongest differentiator: [HONEST ONE-LINER] Create a concise

sales playbook with: 1. ICP and fit signals. 2. Discovery flow with natural questions. 3. Messaging angles by buyer

role. 4. Common objections and honest response frameworks. 5. Proposal and demo rules of thumb. 6. Deal-risk

checklist. 7. 30/60/90-day ramp plan for a new seller. Rules: - Make this a judgment guide, not a process manual. -

Use practical language. - Keep it scannable. - Avoid generic advice that could apply to any sales team.

TODAY'S TASK

Fill in the prompt with real patterns from your deals. Run it, then edit the output ruthlessly. Anything generic should be

removed or made specific. Save the result as a working playbook draft and update it after win/loss reviews.

EXPECTED WIN

A usable sales playbook draft that captures fit signals, discovery flow, role-based messaging, objections, deal risks, and

ramp guidance in a form a seller could actually use.

POWER TIP
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Ask AI: 'Rewrite this playbook for a brand-new seller on day one. What must they understand before their first live

call?'
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DAY 18

Use Competitive Intelligence to Win More

Head-to-Head Deals

THE CONCEPT

The Point Of Today

Competitive deals are not won by sounding louder. They are won by helping the buyer make a clearer decision.

When a prospect says they are evaluating a competitor, the seller's posture matters immediately. A defensive seller starts

pitching. An insecure seller starts criticizing the competitor. A prepared seller acknowledges the comparison and shifts

the conversation toward decision criteria.

Todayyou will use AI to build a competitive reference card that is honest enough to be useful.

The word honest matters. If your competitive strategy depends on pretending you are better at everything, it will collapse

in front of informed buyers.

Competing On Fit

Most products are better for some buyers and worse for others.

That is not a weakness. It is positioning.

Yourgoal in a competitive deal is not to prove universal superiority. Yourgoal is to understand the buyer's context deeply

enough to show why your solution is the better fit for their situation, or to learn quickly that it is not.

This requires knowing:

* Where you win.

* Where the competitor wins.

* Where the comparison is close.

* Which decision criteria matter most.

* What risks the buyer is trying to reduce.

AI can help structure that thinking, but only if you are honest in the input.

Do Not Bad-Mouth

Bad-mouthing competitors usually hurts you.

It signals insecurity. It makes the buyer wonder whether you are being objective. It can also backfire if the buyer respects

the competitor or already has a relationship with them.

A better response is calm:
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"They are a strong option, especially for teams that prioritize [area]. Where we tend to be a stronger fit is [context]. It may

be useful to clarify which criteria matter most for your team."

That sounds confident because it is specific and fair.

Use Positioning Questions

The best competitive questions do not lead the buyer. They help reveal fit.

Instead of asking:

"Are you worried their implementation is too slow?"

Ask:

"How important is implementation speed compared with breadth of functionality in this decision?"

That question is legitimate. It also surfaces an area where you may be stronger.

Other examples:

* "What would make one option feel safer than another?"

* "Which tradeoff would be hardest for the team to accept?"

* "Are you optimizing for fastest rollout, deepest feature set, lowest cost, or least operational risk?"

These questions help the buyer articulate criteria. Once criteria are clear, the conversation becomes more grounded.

Compare Against The Status Quo

Yourcompetitor is not always another vendor. Often it is delay, internal build, manual process, or "do nothing."

Status quo is powerful because it feels safe. It has no new contract, no implementation, no internal selling, and no

procurement process. But it has a cost.

Use the same discipline:

* What does the status quo do well?

* What risk does it avoid?

* What cost does it carry?

* What would have to become painful enough to change?

Competitive intelligence should include the non-decision.

Proof Beats Positioning Alone

Competitive conversations often stall because the seller keeps making claims. Claims are easy to ignore. Proof is harder

to dismiss.

Before a competitive call, decide what proof belongs with each strength. If you say implementation is easier, have a

rollout example. If you say support is stronger, have a customer story. If you say your approach is better for a specific

buyer context, show why that context matters.

Do not overwhelm the buyer with proof. Use it at the moment the criterion appears. A calm proof point, tied to the buyer's

own decision criteria, is more persuasive than a long competitive pitch.

Build A Pre-Call Brief

Before any competitive call, review:

* Who are we up against?

* What criteria likely matter?

* Where do we genuinely win?

* Where are we vulnerable?

* What must we learn in this call?

* What proof should we be ready to provide?

This takes five minutes and changes the conversation. Youenter prepared instead of reactive.
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Today's Practice

Pick one competitor or alternative. Run the prompt. Then review the output for credibility.

If it makes you sound like you win everywhere, fix it. If it ignores a real weakness, add it. If the discovery questions feel

leading, soften them.

Yourcompetitive card should make you more composed, not more aggressive.

In head-to-head deals, the buyer is not only evaluating products. They are evaluating the quality of the people helping

them decide. Be the seller who can discuss tradeoffs honestly. That is often the most persuasive competitive move

available.

YOUR PROMPT

You are a competitive sales strategist helping me prepare for head-to-head deals honestly and confidently. Context:

- What I sell: [PRODUCT OR SERVICE] - Competitors or alternatives: [TOP 1-3 COMPETITORS, INTERNAL

BUILD, STATUS QUO, ETC.] - Where we genuinely win: [SPECIFIC STRENGTHS] - Where competitors are

stronger or comparable: [BE HONEST] - Buyer situations where we are best fit: [CONTEXT] - Buyer situations

where we are not best fit: [CONTEXT] - Objections I hear in competitive deals: [PRICE, FEATURES, BRAND,

INTEGRATIONS, RISK, ETC.] Create: 1. Honest competitive reference card. 2. Decision criteria that matter most in

this comparison. 3. Three discovery questions that surface our strengths without being leading. 4. A calm response

to 'we are also looking at [competitor].' 5. A risk note: what could cause us to lose this deal. 6. A pre-call brief I can

review before a competitive conversation. Rules: - Do not bad-mouth competitors. - Do not claim superiority

everywhere. - Focus on fit, criteria, tradeoffs, and buyer context. - Keep language credible enough that I would not

be embarrassed if the buyer saw it.

TODAY'S TASK

Choose a competitor or alternative you actually face. Fill in strengths and weaknesses honestly. Run the prompt and save

the reference card. Use one positioning question in your next competitive discovery conversation.

EXPECTED WIN

A credible competitive reference card, better discovery questions, and a composed response for head-to-head moments

where the buyer is comparing alternatives.

POWER TIP

Ask AI: 'Turn this into a manager briefing for a live competitive deal: our risk, our strongest path to win, and what we

must prove by the next meeting.'
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DAY 19

Run Win/Loss Reviews That Actually Improve Your

Win Rate

THE CONCEPT

The Point Of Today

Every closed deal contains useful information. Most of it disappears.

CRM fields capture outcome, size, source, and stage history. They rarely capture the real story: the question that

changed the conversation, the stakeholder who appeared too late, the pricing concern that was actually a value concern,

or the early signal that the buyer was never going to move.

Todayyou will use AI to run a structured win/loss review on one real deal. The goal is to extract learning while the details

are still fresh.

This matters because sales improvement depends on feedback loops. If you do not study wins and losses, you are left

with intuition, and intuition often protects your ego more than your performance.

Surface Reasons Are Usually Incomplete

Lost deals often get labeled with simple explanations:

* Price.

* Competitor.

* Timing.

* No budget.

* Went quiet.

* Stayed with incumbent.

Those may be true, but they are rarely complete.

"Price" may mean you failed to build value early enough. "Competitor" may mean their decision criteria favored a strength

you did not uncover. "Timing" may mean no compelling event existed. "Went quiet" may mean the champion was weak or

the next step was vague.

Win/loss review should ask one more question beneath the surface explanation.

Wins Need Review Too

It is tempting to review losses and celebrate wins. That misses half the learning.

Wins show what to repeat.
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Ask:

* What made this account a strong fit?

* What source produced it?

* Which message landed?

* What did discovery reveal?

* Who became the champion?

* What proof mattered?

* What accelerated the decision?

If you can name what worked, you can repeat it more deliberately.

Use Stage Notes

The prompt asks for each stage because the final outcome is usually shaped earlier than it appears.

A deal lost at procurement may have been weakened in discovery. A proposal that stalled may have lacked economic

buyer access. A competitive loss may have started when you failed to clarify decision criteria.

Breaking the deal into stages helps AI identify where the pattern began.

Turn Review Into Playbook

The best win/loss review does not end as a private reflection. It updates the sales system.

Add a short playbook entry:

* A fit signal.

* A risk signal.

* A discovery question.

* A proof point.

* A competitive note.

* A proposal rule.

* A next-step discipline.

Example:

"When the buyer asks for a proposal before confirming decision process, pause and ask who needs to approve the

business case. Two recent stalled deals had proposal requests with no economic buyer path."

That is useful. It changes behavior.

Look For Repeatable Signals

The most valuable reviews identify signals you can spot earlier next time. A signal might be positive: the buyer invited a

second stakeholder without being asked, quantified the problem in their own words, or requested help preparing an

internal case. It might be negative: the buyer asked for pricing before pain was clear, avoided naming a decision owner, or

repeatedly moved next steps without consequence.

Yourgoal is not to explain one deal perfectly. Yourgoal is to improve the next ten deals. That happens when every review

produces one signal, one question, or one rule you can reuse.

Getting Buyer Feedback

For lost deals, buyer feedback can be valuable if requested well.

Do not ask them to reconsider. Do not ask a long survey. Do not make them responsible for your improvement.

Ask one simple question:

"Now that the decision is behind you, I would value one piece of honest feedback: what mattered most in the final choice

that I should understand for future conversations?"

Some buyers will not reply. Some will. The replies are often worth more than internal guesses.

70 / 78



Review Close To The Event

Run the review while the details are fresh. Waiting a month makes the story cleaner but less accurate. You forget the

awkward pauses, the exact objection, and the moment you sensed momentum changing.

Set a simple rule: every meaningful win or loss gets reviewed within one week. The review does not need to be perfect. It

needs to be timely enough to capture what actually happened.

Today's Practice

Pick one closed deal. Won or lost. Fill in the stage notes honestly.

Run the prompt. Then identify:

* One pattern to repeat.

* One behavior to change.

* One playbook update.

Do not overcomplicate it. The value comes from consistency. One review per week for a quarter will teach you more than

one giant annual analysis.

Yourwin rate improves when your sales system learns. Win/loss reviews are how you feed it real experience consistently.

YOUR PROMPT

You are a sales performance coach helping me run a useful win/loss review on a recently closed deal. Deal context:

- Outcome: [WON OR LOST] - What I sell: [PRODUCT OR SERVICE] - Prospect type and buyer role: [ANONYMIZE

IF NEEDED] - Deal size and cycle length: [APPROXIMATE] - Source: [INBOUND, OUTBOUND, REFERRAL,

PARTNER, EXISTING ACCOUNT] Stage notes: - First contact: [WHAT HAPPENED] - Discovery: [WHAT WE

LEARNED OR MISSED] - Demo/proposal: [WHAT LANDED OR DID NOT] - Objections/risks: [WHAT CAME UP] -

Final decision: [WHAT THEY SAID AND WHAT I THINK REALLY HAPPENED] - Direct feedback: [QUOTE OR

PARAPHRASE] Produce: 1. Specific reasons the deal was won or lost. 2. Surface explanation versus likely

underlying driver. 3. One pattern to replicate. 4. One behavior to change. 5. What I should have known earlier. 6. One

follow-up action, if appropriate. 7. A short entry I can add to my sales playbook.

TODAY'S TASK

Choose one deal closed in the last 60 days. Run the prompt with real stage notes. Save the review with the deal date.

Add the playbook entry to your working playbook from Day 17.

EXPECTED WIN

A structured win/loss review that turns one deal outcome into a specific improvement, a pattern to replicate, and a

playbook update.

POWER TIP

If the deal was lost, ask AI to draft a two-sentence feedback request to the buyer 30 days later. It should ask for

learning, not reconsideration.
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DAY 20

Build a Weekly Sales Dashboard You Can Actually

Use

THE CONCEPT

The Point Of Today

Sales dashboards often tell you what already happened. Youneed one that tells you what to do next.

Closed revenue matters, but it arrives late. By the time you know the month is weak, the actions that would have fixed it

needed to happen weeks earlier.

Todayyou will build a personal weekly sales dashboard. Not a management report. Not a CRM compliance view. A

simple operating tool that helps you see pipeline health, choose priorities, and prevent avoidable surprises.

AI helps by tailoring the metrics to your role, cycle length, and consistency problem. A dashboard for an SDR should not

look like a dashboard for an enterprise AE. A dashboard for expansion revenue should not look like a new-logo outbound

dashboard.

Leading Indicators Matter Most

Leading indicators are metrics that predict future results and can still be changed.

Examples:

* New qualified conversations started.

* Target accounts researched.

* Discovery calls with confirmed pain.

* Proposals with identified decision process.

* Stalled deals re-engaged.

* Referrals requested after client wins.

* Follow-ups completed within agreed timing.

* Deals with next step and owner confirmed.

These numbers help you act before the outcome is final.

Lagging indicators still matter, but they should not dominate your weekly attention. Closed revenue, win rate, and quota

attainment tell you whether the system worked. Leading indicators tell you where to adjust the system.

Track What Changes Decisions

A metric is useful if it changes what you do.

If tracking call volume helps you identify prospecting inconsistency, track it. If it only makes you feel busy, stop overvaluing
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it.

If tracking proposals sent does not tell you whether those proposals have economic buyer access or next steps, it may

create false confidence.

Better metric:

"Proposals sent with confirmed decision process and next meeting scheduled."

That is a metric with judgment built in.

The Friday Review

Friday is where the dashboard earns its keep.

A good Friday review asks:

* What moved this week?

* What did not move and why?

* Which deal is at risk?

* Which follow-up did I avoid?

* Which leading indicator is weak?

* What did I learn from calls or losses?

* What must be true by next Friday?

This review should take 15 minutes. If it takes an hour, you will not do it consistently.

The Monday Plan

Monday planning turns review into action.

Use a short structure:

1. What is the highest-risk part of my pipeline? 2. Which three actions would improve it this week? 3. Which existing deal

needs movement? 4. Which new opportunity must be created? 5. What will I stop doing because it does not matter?

Then put actions on the calendar.

A plan that stays in your head is fragile. A plan with time assigned is more likely to happen.

Pipeline Health Score

A simple score can be useful if it summarizes the right signals.

For example:

* 8-10: enough active pipeline, next steps clear, leading indicators healthy.

* 5-7: some risk, one major area needs attention.

* 3-4: pipeline may miss unless behavior changes immediately.

* 1-2: current activity and deal health do not support the target.

The number is less important than the conversation it creates with yourself.

Use The Dashboard To Choose Tradeoffs

A dashboard should help you decide what not to do. Sales weeks are full of plausible activities: research more accounts,

write better emails, prepare for a demo, chase a quiet deal, update CRM, ask for referrals, review a call. All may be

useful. Not all are equally urgent.

When your dashboard shows weak early-stage pipeline, prospecting and list quality move up. When it shows many

proposals but few decisions, follow-up and stakeholder alignment matter more. When it shows enough activity but poor

conversion, qualification or messaging may be the issue. The dashboard is valuable because it turns vague pressure into

a specific tradeoff.

Avoid Metric Theater
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Metric theater is tracking numbers that make you look active without helping you sell better.

Examples:

* Raw calls without target quality.

* Emails sent without reply or meeting quality.

* Pipeline value without close probability discipline.

* Meetings booked without fit.

* Proposals sent without decision process.

AI can help identify which metric you are overvaluing. Be honest. Most sellers have at least one.

Today's Practice

Run the prompt. Build the dashboard in a tool you already open.

Do not create a complicated spreadsheet you will abandon. A simple note, Notion page, CRM view, or recurring calendar

prompt is enough if you actually use it.

Schedule:

* Friday review.

* Monday planning.

The weekly rhythm matters more than the dashboard design.

The goal is not perfect measurement. The goal is earlier awareness and better action. A useful dashboard gives you time

to fix the week before the week is gone.

YOUR PROMPT

You are a sales operations coach helping me build a personal weekly dashboard that changes what I do before

results are final. My context: - Role: [SDR, BDR, AE, AM, MANAGER, FOUNDER-SELLER] - Quota or target:

[REVENUE, MEETINGS, PIPELINE, EXPANSION, RENEWAL, ETC.] - Average deal size: [APPROXIMATE] -

Average sales cycle: [TIME] - Current metrics tracked: [LIST] - Biggest consistency problem: [PROSPECTING,

FOLLOW-UP, QUALIFICATION, STALE PIPELINE, WEAK NEXT STEPS, ETC.] - Current pipeline concern: [WHAT

WORRIES ME] Create: 1. Five leading indicators to track weekly. 2. Three lagging indicators to monitor without

obsessing. 3. A Friday review template with 5-7 questions. 4. A Monday planning template that takes 15 minutes. 5.

A pipeline health score from 1-10. 6. One metric I should stop tracking or stop overvaluing. Rules: - Make this

specific to my role and sales cycle. - Choose metrics that change decisions. - Keep the dashboard simple enough to

use every week.

TODAY'S TASK

Run the prompt with your real role, quota, and consistency problem. Set up the dashboard in a tool you already use.

Schedule a recurring Friday review and Monday planning block.

EXPECTED WIN

A personal weekly sales dashboard that shows pipeline health early, guides weekly action, and reduces surprise at

month or quarter end.

POWER TIP

Ask AI every Friday: 'Here are my dashboard numbers. What is the one adjustment I should make next week, and

what am I avoiding?'
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DAY 21

Write Your 90-Day AI Sales Acceleration Plan

THE CONCEPT

The Point Of Today

A course does not change results by itself. Habits do.

Over the last 21 days, you have used AI across the sales workflow: prospecting, outreach, discovery, follow-up,

qualification, demos, negotiation, expansion, call analysis, playbooks, competitive preparation, win/loss review, and

weekly dashboarding.

That is a lot. If you try to keep all of it alive at once, most of it will fade.

Today is about choosing the workflows that matter most and turning them into a 90-day operating plan.

The goal is not to become someone who uses AI for everything. The goal is to become a seller whose most important

workflows are sharper, faster, and more consistent because AI supports them.

Pick The Constraint

Your90-day plan should start with the biggest constraint in your pipeline.

Common constraints include:

* Too few good leads.

* Weak lead-to-opportunity conversion.

* Deals going dark after meetings.

* Poor qualification.

* Long sales cycles.

* Weak expansion or referrals.

* Low win rate in competitive deals.

* Inconsistent follow-up.

Do not choose the most impressive-sounding problem. Choose the true one.

If you do not have enough qualified conversations, call analysis is not the first priority. If you have many conversations but

deals stall, follow-up, qualification, and next-step discipline may matter more. If you win new business but ignore

accounts, expansion and referrals should move up.

Phase 1: Foundation

The first 30 days should be narrow.

Install the workflows that remove friction and create consistency. Examples:
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* Weekly dashboard.

* Prospect scoring.

* First-touch outreach framework.

* Discovery prep brief.

* Follow-up sequence template.

Do not add seven new habits at once. Choose one workflow per week, use it in real selling, and keep what works.

The foundation phase should answer:

* What task wastes the most time?

* Which workflow would improve pipeline fastest?

* What template should become reusable?

* What weekly review will keep this alive?

Phase 2: Momentum

Days 31-60 are for feedback.

Now you have data. Which outreach messages got replies? Which discovery questions created better conversations?

Which deals still went quiet? Which follow-ups worked? Which metrics warned you early?

Use that evidence to refine.

This is the phase to add:

* Call analysis.

* Objection library updates.

* Competitive reference cards.

* Win/loss reviews.

* Playbook improvements.

The goal is to turn individual AI uses into a learning loop.

Phase 3: Acceleration

Days 61-90 are about making the system repeatable.

At this point, you should know which workflows matter. Now simplify them, document them, and make them easier to use.

Examples:

* A standing Friday AI check-in.

* A personal prompt library.

* A playbook section updated from recent deals.

* A dashboard score used every week.

* A repeatable prep process for key calls.

* A referral or expansion review for healthy accounts.

Acceleration does not mean doing more. It means making the best workflows easier to repeat.

What To Stop Doing

Every good operating plan should remove work.

Ask:

* Which manual task can AI reduce?

* Which metric is noise?

* Which prospects should I stop chasing?

* Which follow-up habit is not useful?

* Which internal document is too long to use?

* Which sales activity feels productive but does not move pipeline?

If your 90-day plan only adds tasks, it will fail. Youneed space for the new habits.
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Build A Prompt Library

During the next 90 days, keep a small library of prompts you actually use. Do not save every clever prompt. Save the

ones that produce better sales work.

Organize them by workflow: prospect research, outreach, discovery prep, follow-up, qualification, call review, win/loss

review, and weekly dashboarding. For each prompt, add a note about when to use it and what good input looks like.

This turns AI from an occasional writing tool into part of your operating system. The library should be small enough to use

and specific enough to improve your work.

The Friday Check-In

The standing Friday prompt is the glue.

Each week, ask:

* What did I do that created pipeline movement?

* Which AI workflow did I actually use?

* What did I avoid?

* Which deal needs attention?

* What should I adjust next week?

This keeps the plan alive. A 90-day plan without weekly review becomes a document you wrote once and forgot.

Share What Works

If you are on a team, share useful workflows once they are proven. Do not announce every experiment. Bring the team

something practical: a call review prompt that surfaced missed cues, a discovery prep format that improved meetings, or

a dashboard question that helped you catch a stalled deal earlier.

Sharing makes the system stronger. It also forces you to explain what worked clearly, which sharpens your own practice.

Today's Practice

Run the prompt. Then cut it down.

Your final plan should fit on one page or one screen. If it is too long, it is not operational.

Choose:

* One pipeline constraint.

* Three priority workflows.

* One weekly dashboard habit.

* One Friday check-in.

* One thing to stop doing.

Then schedule the first two actions.

The next 90 days are where the course either becomes a memory or becomes a system. Choose the system. Small

weekly improvements, repeated with discipline, will do more for your sales performance than occasional bursts of

inspiration ever will.

YOUR PROMPT
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You are a sales performance coach helping me turn this 21-day AI sales course into a practical 90-day operating

plan. My context: - What I sell: [PRODUCT OR SERVICE] - Role: [SDR, BDR, AE, AM, MANAGER,

FOUNDER-SELLER] - Biggest pipeline weakness: [TOO FEW LEADS, WEAK CONVERSION, DEALS GO DARK,

LONG CYCLE, WEAK EXPANSION, WEAK QUALIFICATION, ETC.] - Three skills I most need to improve: [SKILLS]

- AI workflows from this course I found useful: [2-5 WORKFLOWS] - Biggest time waster: [TASK] - Weekly time I can

realistically commit: [TIME] Build a 90-day plan in three phases: 1. Foundation, days 1-30: install the core workflows.

2. Momentum, days 31-60: refine based on evidence and add call analysis/playbook habits. 3. Acceleration, days

61-90: scale what works into a repeatable sales operating system. For each phase include: - Weekly actions. - One

metric to track. - One failure mode to watch. - One Friday check-in question. Rules: - Make the plan realistic for the

time I can commit. - Focus on compounding habits, not novelty. - Tie every action to pipeline improvement. - Include

what I should stop doing.

TODAY'S TASK

Fill in the prompt honestly. Cut anything from the output that you know you will not do. Put the first two weekly actions into

your calendar before you leave the lesson.

EXPECTED WIN

A realistic 90-day AI sales operating plan that turns the course into recurring habits, measurable improvement, and a

weekly self-coaching rhythm.

POWER TIP

Ask AI to create a standing Friday check-in prompt from your plan. Save it and reuse it every week for the next

quarter.
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