SELLING IN THE AGE OF Al — COMPANION RESOURCE

The Full Prompt Library

Part 1: the workflow library, organized the way a salesperson actually works. Part 2: every Al
prompt from the book, chapter by chapter, so you never retype from the printed page.
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From Selling in the Age of Al by John Keller - companion resources at sellingwith.ai/resources

Part 1: The Workflow Library

How to Use This Library

Use these prompts inside the Al workspace, project, Gem, skill, or steering file you created for sales work.
The prompts assume you have already added your reusable Al sales context, writing-style guide, and
corporate Al policy or guardrails. If you have not done that yet, start with the first two templates.

Do not upload confidential, regulated, personal, proprietary, security-sensitive, or client-restricted
information unless your company allows it.

Treat the output as hypotheses, not truth. Use Al to prepare, test, draft, and notice gaps. Do not outsource
your judgment.

1. Reusable Al Sales Context

Reusabl e Al Sal es Cont ext

I work in <industry> selling <product/service> to <target clients> M typical sales notion
is <transactional / md-nmarket / enterprise / technical / channel / other>. | use Al to
prepare for neetings, inprove follow up, analyze opportunities, create client-facing
drafts, and think through sal es strategy.

My preferred tone is <direct / professional / concise / consultative / technical /
pl ai nspoken>. Do not nake ne sound generic, overly polished, or |ike standard Al output.
Preserve ny natural voice.

Use the term*“client” instead of “custoner” unless quoting source material or using a
formal conpany term

Cor porate guardrails:

- Follow the attached corporate Al policy.

- Do not ask me to paste confidential, regulated, personal, proprietary,
security-sensitive, or client-restricted information unless | confirmit is allowed.

- If a request may involve legal, financial, HR security, conpliance, privacy,
export-control, or procurenment risk, flag it and tell nme what should be verified with the
appropriate internal expert.
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- Treat upl oaded policies and approved conpany docunents as higher priority than my casual
instructions.

When hel ping with sal es work, consider:
- the client’s buying process;

- the influence nmap;

- stakehol der incentives;

- risk;

- val ue wedge;

- power nessages;

- next client-facing action;

- foll ow up cadence;

- ethical value exchange.

Treat your output as hypotheses, not truth. |If evidence is thin, say so. If you are nmaking
assunptions, |abel them Ask clarifying questions only when the m ssing information
materi ally changes the answer. O herw se, nmake reasonabl e assunptions and | abel them

2. Writing Style Guide Setup

Revi ew ny upl oaded out bound enmils, follow up notes, proposals, posts, and business
nmessages. Build a short witing-style guide for ne.

I dentify:

M/ normal tone and |evel of fornality.

My typical sentence |ength and rhythm

Words, phrases, and transitions | use naturally.

How direct | am when asking for action.

How | explain technical or conplex ideas.

Where ny witing is strongest.

Wiere ny witing gets too |ong, vague, generic, or overly corporate.

N &> ® =

When helping me wite, preserve nmy voice. Inprove clarity, structure, brevity, and inpact,
but do not sand off the parts that nake the nessage sound |ike ne.

If a draft sounds |ike generic Al, say so and revise it.

3. Market, Category, and Positioning Brief

Act as a senior go-to-nmarket strategist, positioning coach, and sal es coach. Help ne
understand how clients |ikely categorize my conpany, product, and conpetitors.

I work for <conpany nane>, selling <product/service>. Use ny reusable Al sales context,
conpany website, product pages, public marketing materials, custoner references, analyst
mentions, product reviews, conpetitor websites, social nedia, press releases, and any
attached sales or nmarketing materials.
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Create a practical sales-facing positioning brief that includes:

1. Were the product or service appears to sit on the adoption curve: innovator, early
adopter, early nmajority, late majority, or |aggard/ commodity.

The nmental | adder or category clients |ikely place us on today.

The conpani es or solutions above us, bel ow us, or next to us on that |adder.

Whet her that |adder helps us, hurts us, or turns us into a conmodity.

The narrower | adder or subcategory where we could credibly claima stronger position.
The core nessages our conpany is putting into the market.

The expectations those nessages nay create before a client ever speaks with sales.
The nmessages conpetitors are using against us or around us.

© oGS ®N

The messages | should use, avoid, or test in client conversations.

10. Five discovery questions that help ne | earn which category or conparison frane the
client is already using.

Keep this practical. | amusing it to sell nore clearly, not to wite a nmarketing thesis.

4. Sales Intelligence Brief

Act as a senior sales intelligence analyst hel ping ne prepare for a client conversation.

The client is <client conpany>. | sell <product/service> M upcomng neeting is with
<names/titles/roles if known>, and the neeting purpose is <meeting purpose>.

Using nmy reusabl e Al sales context, plus available public and private sources such as
filings, annual reports, earnings-call transcripts, investor presentations, press releases,
executive interviews, websites, product pages, case studies, Linkedln activity, hiring
notices, job postings, enployee-review thenmes, trade press, industry news, regul atory news,
procur enent/vendor/security pages, conpetitor nmessaging, CRM notes, emmil history, neeting
notes, influence nmap, buying-process map, and val ue wedge, create a two-page sal es
intelligence brief with notes on where the findings cone from

I ncl ude:
1. The conpany’s stated strategy and priorities.
2. Mpjor risks, pressures, or constraints.

3. Financial, operational, conpetitive, regulatory, talent, technol ogy, security, or market
signals that matter.

4. Words and phrases executives use to describe the conpany, its clients, markets, and
risks.

5. Likely goals of different groups inside the conpany: executives, finance, operations,
I T, security, legal/conpliance, sales, marketing, HR, product, and individual contributors.

6. What each group may care about in relation to <product/service>.
7. \Were priorities nmay conflict.

8. Likely buying triggers or reasons to act now.

9. Likely objections, blockers, or risk concerns.

10. What | should not assune based only on external signals.
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Then gi ve ne:

Fi ve executive di scovery questions.

Fi ve manager questi ons.

Fi ve individual -contributor or technical-eval uator questions.
Three val ue-wedge i deas.

Thr ee busi ness-out cone nessages.

Three risks to prepare for.

N e E

A five-mnute nmeeting-prep brief.

Do not wite an investnent report. Gve ne practical sales intelligence | can use to test
hypot heses in the neeting.

5. Influence Map

Help me build an influence map for <client conpany>.

Using nmy reusable Al sales context, enmils, calendar invites, CRM notes, neeting
transcripts, and other interactions with people at <conpany donai n> identify every person
who appears involved in the opportunity.

For each person, give ne a starting profile: title, likely formal authority, apparent role
in the deal, apparent attitude toward us, and evidence. Mark attitude as positive, neutral,
negative, or unknown. If evidence is thin, say so.

Then intervi ew ne about each person one at a tine. Ask what | have observed that may not
appear in the witten record: body |anguage, confidence, tone, who others defer to, who
seens skeptical, who shares internal context, and who m ght be a coach, hero, bl ocker,
buyer, or influencer.

After the interview, create an influence map with:
Formal authority.

I nformal influence.

Li kel y buying role.

Attitude toward us.

Access | evel .

Evi dence and uncertainty.

M ssi ng st akehol ders.

PN ®®RNE

Next rel ati onship-building step.

Do not pretend the org chart is the truth. Hel p ne understand how the room actual | y works.

6. Discovery Question Rewriter

Act as ny sales discovery editor. Help nme turn weak or closed-ended di scovery questions
into questions that create useful answers.
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Here are my current discovery questions and what | amtrying to |earn:
<paste questions and di scovery goal s>

For each question:

1. Identify whether it can be answered with yes or no.

2. Explain what kind of shallow or inconplete answer it may produce.

3. Rewite it as an open-ended question using what, how, why, tell ne about, or walk me
t hr ough.

4. Suggest one followup pronpt if the client gives a short answer.

5. Suggest one softer version if the topic is sensitive.

6. Put the questions in a trust-building order fromleast sensitive to nbst sensitive.

Keep the | anguage pl ai nspoken and natural. | should be able to ask the inproved question
out |oud without sounding |ike | downloaded it froma sales training portal.

7. Meeting Prep Brief

Act as mny sales neeting preparation coach. Help nme prepare for an upcom ng client neeting.

The client is <client conpany>. The opportunity is <opportunity name or description> The
meeting is <date/tinme> and the purpose is <neeting purpose>.

Using ny reusable Al sales context, calendar invite, attendee |ist, CRM notes, prior
emai |l s, neeting history, influence nap, buying-process map, value wedge, prior follow up,
and open action itens, create a practical prep brief wth:

The client-facing objective.

My internal objective.

The three things we need to |earn.

The three things the client needs to understand.
The power nessages to reinforce.

Li kel y objections or risks.

At t endees and what each may care about.

M ssi ng stakehol ders or influence-map gaps.

. Discovery questions to ask.

Do s> BN E

10. Materials, denp el enents, proof points, or references to prepare.
11. The desired next step and fallback next step.

Then draft a client-facing agenda and a short internal prep note for ny team

8. Working Session / Presentation Prep

Act as ny sales neeting and presentation coach. Help nme turn an upcomi ng client
presentation or deno into a working session instead of a |ecture.
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The client is <client conpany>. The neeting purpose is <meeting purpose> Review ny agenda,
slide outline or deck, demo plan, value wedge, buying-process map, influence map, and prior

client comrunications.

I dentify:
1. Were the neeting is likely to becone too one-way or slide-heavy.
2. Wiich slides or sections should be cut, conbined, or noved to a | eave- behi nd.

3. Were a live denpb, whiteboard, discussion, or client-led sketch would be better than a

sl i de.

4. Where | shoul d pause to ask for feedback, disagreenent, confirmation, or questions.

5. Wi ch quiet stakeholders |I should intentionally invite into the conversation.
6. The objections or risks | should try to surface.
7. The next step | should | and before the neeting ends.

Then create a sinple run plan with the key sections, pause points, questions, and closing

| anguage.

Do not help nme create a snoot her nonol ogue. Hel p me create a better business conversation.

9. Post-Meeting and Follow-Up Assistant

Act as ny post-neeting and foll owup assistant. Help nme capture the neeting, update the

deal , and nmi ntain cadence before details fade.

The client is <client conpany>. The opportunity is <opportunity nanme or description> The

meeting was <neeting date and purpose>.

Use ny reusable Al sales context, transcript, notes, attendee |ist, CRM notes, pre-neeting

brief, influence nap, buying-process map, action itens, and relevant emails or chat

nessages.

Create:

1. A short neeting summary.

2. Oient commtnents and our commtnents, wi th owners and dates.
3. Decisions made, unresolved objections, and open questions.

4. \WWat advanced, stalled, or created new risk.

5. Questions for me about human dynami cs the transcript may have m ssed.
6. CRM notes | can paste into the opportunity.

7. Influence-map or buyi ng-process updates.

8. A concise client followup email with clear next steps.

9. Any internal follow up or executive sponsor update needed.

10. A cadence recommendation if the opportunity is in evaluation, proof of concept,
procurenent, or inplenmentation planning.

Keep it readable on a phone. Do not create a bloated recap.
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10. Sales Process Diagnostic

Act as ny sal es process coach. Using ny reusable sales context, CRM stages, recent
opportunities, emails, neetings, proposals, closed-won deals, and closed-1ost deals, help
me map ny real sales process and identify one inprovenent experinent.

Create:

1. A plain-English map of how deals actually nove fromfirst contact to successful client.
2. The difference between the official CRM process and what really happens.

3. The client commtnents that show real progress at each stage.

4. The stages where deals nost often stall, shrink, die, or becone bad-fit opportunities.

5. The highest-leverage inprovenent | should test over the next 30 days.

6. The behavior | should change, the signal | should track, and the deals where | shoul d

apply it first.

Do not give ne a sal es-operations overhaul. G ve ne one practical experinent that inproves
the machi ne w t hout pushing bad deals faster.

11. Buying Process and Stakeholder Strategy

Act as my buyi ng-process and stakehol der strategy coach. Hel p nme understand how <cli ent
conpany> is likely to buy <product/service> who matters, and what | need to | earn next.

Use ny reusable Al sales context, CRMnotes, emails, neeting transcripts, cal endar history,
i nfluence map, proposals, and relevant client docunents. If evidence is thin, interview ne
bef ore concl udi ng.

Create:
1. The likely buying steps frominterest to signed agreenent.
2. The likely post-signature steps required for the client to receive val ue.

3. The peopl e or groups who may approve, review, fund, use, inplenent, influence, or block
t he purchase.

4. Practical veto points, even if they are not formal decision nakers.
5. M ssing stakehol ders and ni ssing information.
6. Likely coaches, buyers, blockers, influencers, and possible heroes.

7. The proof, docunents, references, denps, estimates, approvals, or planning materials the
client may need.

8. The places where the deal could stall because the client does not yet know how to buy
this type of solution.
9. The questions | should ask next to validate the path wi thout soundi ng pushy.

Finish with a sinple nutual buying checklist and one next stakehol der action.

12. Value Wedge and Frame Shift

Act as my conpetitive positioning coach. Help ne build a val ue wedge and deci de whet her |
need to nove the client’s evaluation frane.
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The client is <client conpany>. | sell <product/service> The incunbent or main conpetitor
is <conpetitor/incunbent>, if known.

Using my reusable Al sales context, discovery notes, nmeeting transcripts, enmils, influence
map, buyi ng-process map, proposals, conpetitor materials, and client public signals,
create:

The out cones, problens, risks, and priorities the client appears to care about.
The benefits we can credibly provide.

The benefits conpetitors can credibly claim

The benefits everyone can claimand should not be treated as differentiation.

The three to five benefits the client cares about that only we can credi bly prove.
The old frame the client may be using to evaluate the decision.

A better frame, if one is justified by client value and proof.

A N S O

. Three power nessages that connect the client’s priorities to our differentiated
strengt hs.

9. Three questions that test whether the client is open to the new frane.
10. One perm ssion-based opening | can use before a denb or presentation.

Do not recomrend hype or artificial differentiation. Only suggest a new frame if it is
rel evant, credible, and provable.

13. Hero Test and Preparation

This is a human-judgnent pronpt. Al can inspect notes and nessages, but it cannot fully
read the room

Act as ny sales coach. Help ne test whether one or two people | believe mght be heroes
i nside <client conpany> are actually heroes, coaches, buyers, influencers, blockers, or
unknowns.

Start with these peopl e:

<person 1. nane, title, role, and why | think they m ght be a hero>
<person 2: nane, title, role, and why | think they m ght be a hero>

Use ny reusable Al sales context, CRM notes, neeting transcripts, influence map, val ue
wedge, buyi ng-process map, and foll owup history. Forma starting hypothesis fromthe
witten record, then interview nme one person at a tinme about what the record cannot show
confi dence, body | anguage, room dynami cs, responsiveness, political courage, and whether |
can imagi ne the person arguing for us in a client-only neeting.

After the interview, classify each person and help ne prepare the strongest potential hero
wi t h:

1. The three to five argunents they can use internally.

2. The proof points or references they need.

3. The objections and real or perceived risks they will face.

© 2026 John Keller - sellingwith.ai Page 8



4. The next conversation | should have with them

Do not identify a hero fromdocunents alone. Help ne test ny judgnent.

14. Late-Stage Risk and Close Plan

Act as a senior deal coach hel ping ne reduce | ate-stage risk before close.
The client is <client conpany>. The opportunity is <opportunity name or description>.

Using my reusable Al sales context, CRM notes, enmils, neeting transcripts, proposals,
pricing history, technical validation notes, buying-process map, influence map, val ue
wedge, and followup history, review the opportunity for anything that could scare the
kitten before close.

Look for:
1. Unvalidated technical, pricing, usage, scope, services, or inplenentation assunptions.
2. Stakehol ders we have not nmet who could still object or veto.

3. Legal, procurenent, security, conpliance, finance, or inplenentation steps that may
appear |ate.

4. Conpetitor noves, |ate discounts, incunmbent pressure, or best-and-final surprises.
5. Add-ons or upsells that could destabilize the main deal.

6. Happy ears, vague next steps, or weak evidence.

For each risk, explain why it matters and what | should do this week. Then create a short
cl ose plan: what not to introduce, what assunptions to confirm who to speak with next, and
whet her to nove forward, slow down, or requalify.

15. Next Client-Facing Action

Act as a direct sales coach. Review one active opportunity and help nme identify the next
concrete client-facing action | should take.

The client is <client conpany>. The opportunity is <opportunity name or description>.

Using nmy reusable Al sales context, CRMnotes, recent enmils, neeting transcripts, cal endar
hi story, influence nmap, buying-process nmap, val ue wedge, and foll owup history, tell ne:

The current state of the opportunity.

What | may be overthinking or del aying.

The nost useful next client-facing action.

The risk of taking that action.

The risk of not taking that action.

The exact nessage, question, neeting request, or followup | should send next.

e & S ® =

Do not give nme a strategy neno. G ve ne one recommended action and the | anguage to take it.
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16. Client Communication Coach

Act as my client communication coach. Using ny reusable Al sales context and witing-style
guide, help nme inprove the nessage bel ow without making it sound generic.

Message or draft:

<paste emmil, followup note, discovery question, neeting agenda, objection response, or
client-facing | anguage>

Improve it for:

Clarity and brevity.

A clear call to action or next step.

Mobi | e readability.

Client-specific | anguage and industry |ingo.

Tone that sounds |ike ne.

Trigger words or phrases that may create unnecessary friction.

Open- ended questions where yes/no questions woul d produce shal | ow answers.

@& S BN E

bj ection handling if the message is responding to pushback.

Show ne the revised version, then briefly explain what changed and why. If the draft sounds
|ike generic Al, say so and fix it.

17. Objection Reframing Practice

Act as ny sal es objection coach. | amgoing to paste conmon objections | hear fromclients.
For each objection, create three natural responses:

1. A Feel, Felt, Found version.

2. An Acknow edge, Associate, Ask version.

3. A short “Yes, and what else?” follow up version.

Make each response conversational, not scripted. The goal is not to win an argunent. The
goal is to acknowl edge the client, uncover the real concern, and keep the conversation
novi ng.

Here are the objections:

<past e objections>

18. Team Engagement Plan
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Act as a sales teamstrategist. Hel p ne deci de who from ny conpany should be involved in a
current sales opportunity, when they should be introduced, and what rol e each person shoul d
pl ay.

The client is <client conpany>. The opportunity is <opportunity nanme or description> Use
my reusable Al sales context, CRM notes, neeting history, influence map, buying-process
map, val ue wedge, upconing neeting agenda, and prior client communications.

Create a team engagenent plan that includes:
1. The current client stakeholders and what they |ikely care about.

2. The internal people fromnmy conpany who coul d hel p: sal es nanager, sal es engineer,
executive, product specialist, professional services, |legal, support, custoner success, or
ot hers.

3. \Wo shoul d be invol ved now.
4. Who shoul d be saved for |ater.

5. Who should not attend the next neeting because they woul d add conpl exity, noise, or
risk.

6. The specific |ane each internal person should stay in.
7. The risk if | answer questions that should belong to soneone el se.
8. The risk if | bring too many people fromny conpany into the neeting.

Then recommend:

1. The ideal attendee list for the next client neeting.

2. The rol e each person should play.

3. The prep note | should send ny internal team before the neeting.

4. One scarce internal resource | should preserve for a |later stage of the deal.

Do not reconmend school bus selling. Keep the team|ean, intentional, and matched to the
client’s buying process.

19. Personal Communication / DiISC-Style Analysis

Act as a sal es comunicati on coach fam liar with D SCstyle comuni cati on patterns.

Using ny reusable Al sales context and a sanple of nmy recent enmils, neeting transcripts,
foll owup notes, and internal nmessages, create a provisional comunication profile for ne.
Do not treat this as a clinical assessment or perfect personality test. Treat it as
practical sal es coachi ng.

I ncl ude:
My |ikely comunication style and evi dence.
Where ny style helps in sales.
Wiere ny style may create friction with different client personalities.

Three habits | shoul d keep.

1
2
3
4. How | should adjust for direct, expressive, steady, or detail-oriented clients.
5
6. Three habits | should watch.

Do not box nme into a label. Help me conmmuni cate nore effectively.
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20. Vacation Handoff and Return

Act as ny sal es operations assistant and chief of staff. Help ne prepare for vacation and
return without |osing nonmentum

M/ vacation starts on <vacation start date> and ends on <vacati on end date>.

Bef ore vacation, review ny cal endar, CRMrecords, task |list, open opportunities, neeting
notes, and internal nessages. Create a handoff plan wth:

Client opportunities that nay need attention while | am out.
Open conmitnents | shoul d conplete before | |eave.

Items to del egate.

Peopl e who need to know | am out.

A client-safe out-of-office or handoff nessage.

A short return plan for ny first day back.

e & S ® =

When | return, help me separate true priorities frominbox noise. Create:
Urgent client issues.

Deal s that changed while | was out.

Conmi tnents | owe.

Fol | ow- ups to send.

o> ® D E

Itens that can wait.

Do not help ne pretend | was working while on vacation. Help nme | eave cleanly and return
clearly.

21. Sensitive Pattern / Bad-Faith Risk Review

Act as a sales risk analyst and deal coach. Help nme review a current sales opportunity for
observabl e patterns that nmay create deal risk.

Do not di agnose anyone psychol ogi cally. Focus only on behavior, witten conmtnents,
changed requirenents, m ssed deadlines, contradictions, and patterns in the sal es process.

Revi ew ny avail able enmni | threads, neeting notes, CRMrecords, call transcripts, proposals,
pricing discussions, and foll owup notes for <client conpany>.

Look for:

1. Requirenents that changed after they appeared to be agreed.

2. Pricing, scope, or terns that were reopened repeatedly.

3. Commitnents that were nmade and then ignored.

4. Unclear authority or hidden decision maekers.

5. Repeated contradictions between what was said and what was done.
6. Behavior that could make the deal unfair, risky, or unprofitable.
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For each pattern, tell ne:

What happened.

What evi dence supports it.

What risk it creates

What | should clarify in witing.

Whet her | shoul d continue, slow down, requalify, escalate internally, or wal k away.

> ® M E

Stay factual. Do not |abel anyone. Protect the client, ny conpany, and ny own judgnent.

Part 2: The Chapter Prompts

Every Al prompt from the printed book, in book order. These are the shorter chapter versions; Part 1
contains the fuller workflow templates. Copy either. Adapt both.

Understand Marketing

Product Adoption and Lifecycles

Act as my go-to-market strategist. | sell <product/service> and | want to understand where
it sits on the adoption curve —innovator, early adopter, early nmajority, late nmajority, or
| aggard —and what that nmeans for how | should sell it.

Using nmy reusabl e Al sales context, product materials, conpetitive |andscape, and anything
public about ny narket, place ny offering on the curve and explain your reasoning.

Then tell ne: what buyer titles and personality types should | target at this stage, what
does ny real conpetition ook like (including “do nothing”), and what proof or risk
reduction will this cohort demand before buying? If | sell nmultiple product |ines at
different stages, break it down by I|ine.

If you don’t have enough information to place the product confidently, ask ne questions
until you do

Understand Marketing and Your Market

Act as nmy marketing translator. | want to conpare what ny marketing departnent says with
what ny clients actually say in the field.

Using nmy reusable Al sales context, our public marketing naterials, website, recent

canpai gns, and ny own enmils, call transcripts, and neeting notes, build me two lists: the
phrases and cl ains marketing uses, and the phrases and problens nmy clients actually use
when they tal k about this space

Show nme where the two match, where they diverge, and where nmarketing’ s clains force ne to
expl ain around the copy instead of building trust. Then suggest three pieces of field
intelligence worth feeding back to marketing

Be specific about the evidence. If you re inferring rather than quoting, say so

Ladders in the Mind
Act as ny positioning analyst. | want to understand the nental |adders nmy clients use when
they think about <product/service category>

Using nmy reusable Al sales context plus public information about ny market and conpetitors,
map the | adders: what category names do buyers actually use, who occupies the top rungs of
each, and where do we credibly sit?
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Then find the opportunity: is there a nore specific | adder —a niche, use case, industry,
or buyer type —where we have a credible claimto the top rung? Gve ne two or three
candi date | adders, the claimwe could nake on each, and the evidence that supports or
under m nes each claim

Do not invent a |ladder we can’'t defend. A false claimto the top rung costs nore than
honest second pl ace.

Know Your Product
Act as my product-readi ness coach. |'’mpreparing for <client> and may need to expl ain,
denonstrate, or defend <product/service> in a live neeting.

Using ny reusable Al sales context, product materials, prior notes, and the neeting
purpose, create a short prep brief wth:

The client problens or use cases nost likely to matter.
The three product capabilities | should understand cold.
The technical or inplenentation questions | amnost |ikely to hear.

The pl aces where | should bring in a sales engineer or specialist instead of answering
al one.

One sinple explanation | can use if the planned deno breaks.

Keep this practical. Help nme know enough product to keep the neeting alive, not nenorize
the entire manual .

Understanding People

Read the Room

Hel p ne build an influence map for <client>.

Using nmy reusable Al sales context, emils, calendar invites, CRM notes, neeting
transcripts, and other interactions with people at <conpany domain>, identify every person
who appears involved in the opportunity.

For each person, give nme a starting profile: title, likely formal authority, apparent role
in the deal, apparent attitude toward us, and evidence. Mark attitude as positive, neutral,
negative, or unknown. If evidence is thin, say so.

Then interview ne about each person one at a tine. Ask what | have observed that may not
appear in the witten record: body |anguage, confidence, tone, who others defer to, who
seens skeptical, who shares internal context, and who m ght be a coach, hero, bl ocker,
buyer, or influencer.

After the interview, create an influence map wth:

Formal authority.

I nformal influence.

Li kel y buying role.

Attitude toward us.

Access | evel .

Evi dence and uncertainty.

M ssi ng st akehol ders.

Next rel ationshi p-building step.

Do not pretend the org chart is the truth. Help ne understand how the room actual | y works.

Al for Sales Intelligence
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Act as a senior sales intelligence analyst hel ping ne prepare for a client conversation

The client is <client> | sell <product/service> M upcom ng neeting is with
<nanes/titles/roles if known> and the neeting purpose is <nmeeting purpose>.

Using nmy reusable Al sales context, plus available public and private sources such as
filings, annual reports, earnings-call transcripts, investor presentations, press releases,
executive interviews, websites, product pages, case studies, Linkedln activity, hiring
notices, job postings, enployee-review thenes, trade press, industry news, regul atory news,
procur enent/vendor/security pages, conpetitor nmessaging, CRM notes, emmil history, neeting
notes, influence map, buyi ng-process map, and val ue wedge, create a two-page sal es
intelligence brief with notes on where the findings cone from

I ncl ude:
The conpany’s stated strategy and priorities.
Maj or risks, pressures, or constraints.

Fi nanci al, operational, conpetitive, regulatory, talent, technol ogy, security, or narket
signals that matter.

Words and phrases executives use to describe the conpany, its clients, markets, and risks.

Li kely goals of different groups inside the conpany: executives, finance, operations, IT,
security, legal/conpliance, sales, marketing, HR, product, and individual contributors.

What each group may care about in relation to <product/service>.
Were priorities may conflict.

Li kel y buying triggers or reasons to act now.

Li kel y obj ections, blockers, or risk concerns.

What | shoul d not assune based only on external signals.

Then give ne five executive discovery questions, five manager questions, five

i ndividual -contributor or technical-eval uator questions, three val ue-wedge ideas, three
busi ness-out cone nessages, three risks to prepare for, and a five-m nute neeting-prep
brief.

Do not wite an investnent report. Gve nme practical sales intelligence | can use to test
hypot heses in the neeting.

Personality Types

Act as a psychol ogi st experienced in the D SC personality profile. | ama sales
prof essional in <industry> selling <product/service> and | want to understand ny own
profile.

Create ny Di SC profile based on the attached 50 npbst recent enmil nessages, taking into
account whether each is fromny work or personal emmil, and whether it is witten to work
col | eagues, custonmers, or famly nenbers.

First, ask ne 5 questions, one at a tinme, to enhance the profile.
<attach your 50 nobst recent enamil s>

The Staircase Technique
Act as ny discovery coach. | amgoing to paste the questions | currently ask clients and
the information | amtrying to |earn.

Organi ze the questions into a trust staircase fromleast sensitive to nbost sensitive. For
each question, tell ne whether it appears too early, too late, or in the right place.
Rewrite any question that is closed-ended, |eading, vague, or too abrupt. Add one gentle
foll owup question for each step.

Keep the | anguage natural. | want discovery questions | can actually say out | oud.
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5 Email Tips That Get Replies

Act as nmy email editor. Review the draft email below (or the ones | attach) agai nst these
tests: |Is the subject Iine doing real work? Can the body be cut by half? Is there one clear
call to action the reader can't m ss? Does the whole thing fit on a phone screen w t hout
scrolling? Is the send tinme right for what this enail needs to do?

Rewite it. Show ne the before and after, and explain each cut.

Then give ne two subject lines: ny chanpion (your best) and a challenger (a genuinely
di fferent approach worth testing). Do not give ne two variations of the same idea —give ne
two different bets.

<paste emmi| draft>

The Sales Process

Sales as a Process
Act as my process analyst. | want to see ny real sales process —not the CRM | abel s, what
actual |y happens.

Using nmy reusable Al sales context, CRMentries, emails, calendar, neeting notes, call
transcripts, proposals, and follow up history, reconstruct how nmy opportunities actually
move fromfirst contact to successful client. Use the stages nmy CRM system uses. Ask ne
questions to validate if these aren't clear.

Then find the constraint. Were do ny deals nost often stall, shrink, or die? Show ne the
evi dence: which opportunities, which stage, what pattern. Distinguish between what ny
conpany says the process is and what the data says actual ly happens.

Map the terrain honestly. |'Il decide what to fix —that part is ny job, not yours.

Improve the Machine

Act as ny sal es process coach. Using ny reusable sales context, CRM stages, recent
opportunities, emails, nmeetings, proposals, closed-won deals, and closed-1ost deals, help
nme nap ny real sales process and identify one inprovenent experinent.

Create:

A plain-English map of how deals actually nove fromfirst contact to successful client.
The difference between the official CRM process and what really happens.

The client commitnents that show real progress at each stage.

The stages where deals nost often stall, shrink, die, or becone bad-fit opportunities.
The hi ghest-1everage inprovenent | should test over the next 30 days.

The behavi or | should change, the signal | should track, and the deals where | shoul d apply
it first.

Do not give ne a sal es-operations overhaul. Gve nme one practical experinent that inproves
the machi ne w t hout pushing bad deals faster.

Teach Your Client How to Buy
Act as my buyi ng-process coach. Hel p ne understand how <client> is likely to buy
<product/servi ce>.

Use ny reusable Al sales context, CRMnotes, enmnils, neeting transcripts, calendar history,
i nfluence map, proposals, and relevant client docunents. |f evidence is thin, interview nme
bef ore concl udi ng.

Create a buyi ng-process nmap that includes:
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The likely steps frominterest to signed agreenent.
The likely post-signature steps required for the client to receive val ue

The peopl e or groups who may approve, review, fund, use, inplenent, influence, or block the
pur chase

The practical veto points, even if they are not formal decision nakers.

The proof, docunents, references, denpbs, estimates, approvals, or planning materials the
client may need

The places where the deal could stall because the client does not yet know how to buy this
type of solution

The questions | should ask next to validate the path w thout soundi ng pushy.
Finish with a sinple nmutual buying checklist | can revieww th the client.

Value Wedge
Act as nmy nessage strategist. Help ne build a val ue wedge for use at ny prospective client
<client>.

Using nmy reusabl e Al sales context, ny notes and emails about this pursuit, and public
information about the client (annual report, strategy announcenents, job postings) and ny
conpetitors, build three lists: the benefits this client cares about, the benefits ny
solution can credibly prove, and the benefits each conpetitor can credibly claim

Then find the wedge: benefits that natter to the client, that we can prove, and that the
conpetition cannot claimas strongly. Turn the wedge into three to five power nessages —
short, repeatable, provable

Fl ag anything in the wedge that depends on an assunption | haven't verified. Table stakes
are not differentiation —don’t let themsneak into the power nessages.

Moving the Window
Act as my conpetitive positioning coach. Help ne build a val ue wedge and deci de whet her
need to nove the client’s evaluation frane.

The client is <client> | sell <product/service> The incunbent or main conpetitor is
<conpetitor/incunbent>, if known.

Using nmy reusable Al sales context, discovery notes, neeting transcripts, enmmils, influence
map, buying-process map, proposals, conpetitor nmaterials, and client public signals,
create:

The out cones, problens, risks, and priorities the client appears to care about.

The benefits we can credibly provide

The benefits conpetitors can credibly claim

The benefits everyone can claimand should not be treated as differentiation

The three to five benefits the client cares about that only we can credibly prove.

The old frame the client may be using to evaluate the decision.

A better frame, if one is justified by client value and proof.

Three power nessages that connect the client’s priorities to our differentiated strengths.
Three questions that test whether the client is open to the new frane.

One perni ssion-based opening | can use before a denp or presentation

Do not recomrend hype or artificial differentiation. Only suggest a new frame if it is
rel evant, credible, and provable

The Braveheart Speech
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This is a human-judgment pronpt. Al can inspect notes and nessages, but it cannot fully
read the room

Act as ny sales coach. Help ne test whether one or two people | believe mght be heroes
inside <client> are actually heroes, coaches, buyers, influencers, blockers, or unknowns.

Start with these peopl e:

<person 1: nane, title, role, and why | think they might be a hero> <person 2: nane, title,
role, and why | think they m ght be a hero>

Use ny reusable Al sales context, CRM notes, neeting transcripts, influence map, val ue
wedge, buyi ng-process map, and followup history. Forma starting hypothesis fromthe
witten record, then interview nme one person at a tine about what the record cannot show
confi dence, body | anguage, room dynam cs, responsiveness, political courage, and whether |
can imagi ne the person arguing for us in a client-only neeting.

After the interview, classify each person and help ne prepare the strongest potential hero
wi t h:

The three to five argunments they can use internally.

The proof points or references they need.

The objections and real or perceived risks they will face.

The next conversation | should have with them

Do not identify a hero fromdocunents al one. Help nme test ny judgnent.

Take Action

Act as a direct sales coach. Review one active opportunity and help nme identify the next
concrete client-facing action | should take.

The client is <client> The opportunity is <opportunity name or description>.

Using nmy reusable Al sales context, CRMnotes, recent enmils, neeting transcripts, cal endar
hi story, influence map, buying-process nap, val ue wedge, and followup history, tell ne:

The current state of the opportunity.

What | may be overthinking or del ayi ng.

The nmost useful next client-facing action.

The risk of taking that action.

The risk of not taking that action.

The exact nessage, question, neeting request, or followup | should send next.

Do not give ne a strategy neno. G ve ne one recommended action and the | anguage to take it.

Managing Risk to Close Deals

Act as a senior deal coach hel ping nme reduce | ate-stage risk before close.
The client is <client> The opportunity is <opportunity name or description>.

Using nmy reusable Al sales context, CRM notes, emmils, neeting transcripts, proposals,
pricing history, technical validation notes, buying-process map, influence map, val ue
wedge, and followup history, review the opportunity for anything that could scare the
kitten before close.

Look for:
Unval i dated technical, pricing, usage, scope, services, or inplenmentation assunptions.
St akehol ders we have not net who could still object or veto.

Legal , procurenent, security, conpliance, finance, or inplenentation steps that nmay appear
| ate.

Conpetitor noves, |late discounts, incunbent pressure, or best-and-final surprises.
Add-ons or upsells that could destabilize the nain deal.
Happy ears, vague next steps, or weak evidence.
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For each risk, explain why it matters and what | should do this week. Then create a short
close plan: what not to introduce, what assunptions to confirm who to speak with next, and
whet her to nove forward, slow down, or requalify.

Pareto Principle —the 80/20 Rule

Act as ny efficiency expert. Pareto’s | aw governs outcones in many processes, including
sales —not all activities are equal, and | want to find the vital few that drive nost of
my results.

Using nmy reusable Al sales context, emnils, CRMentries, calendar, and any other avail able
sources, analyze where ny tinme actually goes and what it produces.

First, ask me 5 questions, one at a tinme, about ny daily, weekly, and nonthly routines.

Then give ne your best assessment of which activities and tasks | should focus on to
maxi m ze ny effectiveness as a sal es professional —and which | should reduce, del egate, or
drop. Be specific about the evidence behind each suggestion. If the data is thin, say so.

Sales Tactics

Meetings Plus 5
Act as nmy neeting analyst. | just finished a client neeting and | want to read the signals
I may have m ssed.

Using the attached transcript or nmy neeting notes, plus nmy reusable Al sal es context and
prior interactions with these attendees, tell nme: who engaged and who stayed quiet, who

asked genui ne questions versus polite ones, who stayed past the schedul ed end, and what

internal information surfaced that the formal agenda didn’t cover.

Then give ne your honest read: who shows early signs of becom ng a coach, and what evi dence
supports that? Mark each person’s apparent interest as strong, polite,
skepti cal - but -useful, or unknown.

Renenber that staying late is a signal, not proof. I|f soneone stayed because their boss
stayed, say so. Suggest ny next one-on-one nove for the nobst prom sing candidate.

How to Prepare for a Meeting

Act as ny sales neeting preparation coach. Help ne prepare for an upcom ng client neeting.

The client is <client> The opportunity is <opportunity name or description> The neeting
is <date/time> and the purpose is <neeting purpose>.

Using nmy reusable Al sales context, calendar invite, attendee |ist, CRM notes, prior
emai |s, meeting history, influence map, buying-process map, val ue wedge, prior follow up,
and open action itens, create a practical prep brief wth:

The client-facing objective.

My internal objective.

The three things we need to | earn.

The three things the client needs to understand.
The power nessages to reinforce.

Li kel y objections or risks.

At t endees and what each may care about.

M ssi ng st akehol ders or influence-map gaps.

Di scovery questions to ask.

Materials, denp el ements, proof points, or references to prepare.
The desired next step and fallback next step.
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Then draft a client-facing agenda and a short internal prep note for ny team

How to Run a Meeting
Act as ny sales neeting and presentation coach. Help ne turn an upconing client
presentation or denp into a working session instead of a |ecture.

The client is <client> The neeting purpose is <meeting purpose> Review ny agenda, slide
outline or deck, denmp plan, val ue wedge, buying-process nap, influence map, and prior
client comunications.

I dentify:
Where the neeting is likely to becone too one-way or slide-heavy.
Whi ch slides or sections should be cut, conbined, or noved to a | eave-behi nd.

Were a |ive denpo, whiteboard, discussion, or client-led sketch would be better than a
slide.

Wiere | shoul d pause to ask for feedback, disagreenent, confirmation, or questions.
Whi ch qui et stakeholders | should intentionally invite into the conversation.

The objections or risks | should try to surface.

The next step | should | and before the neeting ends.

Then create a sinple run plan with the key sections, pause points, questions, and closing
| anguage.
Do not help nme create a snoot her nonol ogue. Hel p nme create a better business conversation.

Immediately After the Meeting
Act as nmy post-neeting and foll owup assistant. Help nme capture the neeting, update the
deal , and nmi ntai n cadence before details fade.

The client is <client> The opportunity is <opportunity name or description> The neeting
was <meeting date and purpose>.

Use ny reusable Al sales context, transcript, notes, attendee |ist, CRM notes, pre-neeting
brief, influence map, buying-process map, action itens, and relevant enmils or chat
nessages.

Create:

A short neeting summary.

Client coimmtnments and our conmitnents, with owners and dates.

Deci si ons made, unresol ved objections, and open questions.

What advanced, stalled, or created new risk.

Questions for nme about human dynamics the transcript nmay have ni ssed.

CRM notes | can paste into the opportunity.

I nfl uence-map or buyi ng- process updates.

A concise client followup email with clear next steps.

Any internal followup or executive sponsor update needed.

A cadence recommendation if the opportunity is in evaluation, proof of concept, |egal,
procurenent, or inplenmentation planning.

Keep it readable on a phone. Do not create a bl oated recap.

Follow-up and Cadence

Act as ny followup assistant. | just finished a neeting with <client> and the sun is not
goi ng down on these notes.

© 2026 John Keller - sellingwith.ai Page 20



Using the attached transcript or my rough notes, plus ny reusable Al sales context, draft
the sane-day followup email: brief recap, clear next steps with owners and dates, and
anything | conmtted to sending. Wite it so an executive can forward it to their teamfrom
a phone with mnimal typing.

Then build the cadence plan for this opportunity: what gets sent, by whom and when —
sane-day notes, weekly status updates, and the Friday-good-news / Sunday-unbl ock tim ng
pattern for executive updates.

Flag any commtnment | nade in the neeting that isn't in the draft. A m ssed conm tnent
costs nore than a |ate email.

Presentations and PowerPoint

Act as ny presentation coach. Review the attached deck for a neeting with <client> where
the goal is <goal >.

First, tell nme whether PowerPoint is even the right tool for this neeting, or whether a
whi t eboard session, |ive deno, or plain conversation would do the job better.

I f the deck survives that question, cut it. Target 50% For every slide, ask: does it
support a conversation, prove a point, or help the client make a decision? If it does none
of those, it goes. Myve any text-heavy slides into a |eave-behind docunent instead.

Then help ne find the story: what problemshould the client see, what does the status quo
cost them and what better future am | hel ping them believe in?

Keep what earns its place. Kill what doesn’'t. 1'd rather present eight slides that work
than thirty that don’t.

Go in Through Procurement

Act as ny procurenent strategist. | sell <product/service> it’s a mature, well-understood
category, and | believe | have a real cost advantage over <incunbent conpetitor>.

First, pressure-test that belief. Using nmy reusable Al sales context and public
information, tell me honestly whether this category is commodity enough and ny advant age
real enough for a procurenent-first approach —or whether 1'd just be volunteering to be
flattened into a spreadsheet.

I f the approach holds, draft my procurenent-facing pitch: the incunbent, ny proof of
conpar abl e val ue, and the savings | can credibly claim Then list what | need to |learn from
procurement —quantities, line items, renewal timng, the internal buying path, and which
st akehol ders shoul d be at the first neeting.

Keep the savings claimconservative and defensible. One inflated number and procurenent
stops returning ny calls.

Trigger Words

Act as ny | anguage editor. Review the attached email, script, or proposal for trigger words
—1l anguage that increases perceived risk, sounds adversarial, or nakes the relationship
feel transactional.

Scan for words |ike contract, prospect, |ead, custoner, vendor, pitch, close, deal, |awer,
and “you guys” —and anything else that could set off the wong association in ny client’s
m nd. For each one, explain the trigger and suggest the lower-friction alternative:
agreenent, client, prospective client, team conversation, next step, project, counsel.
Also flag the reverse: places where | should keep the heavier word on purpose, |ike

rem nding a | ate-paying client what the contract stipul ates.

Show nme the full rewite, then the before-and-after Ilist so | can learn the pattern, not
just accept the edits.

<paste text to review
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Use Their Lingo
Act as ny industry translator. |'mselling to <client> in <industry> and | want to speak
closer to the way they already think.

Using their website, job postings, executive interviews, annual report, ny neeting
transcripts, and nmy reusable Al sales context, build nme a working gl ossary: what they call
their custonmers (clients? guests? nenbers? patients?), the words they use for their work,
their netrics, their problens, and their risks. Ten to twenty terns, each with a one-line
expl anation of howit’s actually used.

Then flag the traps: terns I'mlikely to use wong, and ny own sal es vocabulary that wll
mark me as a tourist.

Do not nake me sound like |I'mfaking fluency. Where | should just ask the client to explain
a terminstead of pretending, say so —plain English beats fake expertise.

Does That Make Sense?

Act as ny sales discovery editor. Help nme turn weak or closed-ended di scovery questions
into questions that create useful answers.

Here are ny current discovery questions and what | amtrying to | earn:

<paste questions and di scovery goal s>

For each question:

I dentify whether it can be answered with yes or no.

Expl ai n what kind of shallow or inconplete answer it may produce.

Rewite it as an open-ended question using what, how, why, tell ne about, or wal k ne
t hr ough.

Suggest one followup pronpt if the client gives a short answer.
Suggest one softer version if the topic is sensitive.
Put the questions in a trust-building order fromleast sensitive to npbst sensitive.

Keep the | anguage pl ai nspoken and natural. | should be able to ask the inproved question
out loud w thout sounding Ilike | downl oaded it froma sales training portal.

Reframing

Act as ny sal es objection coach. | amgoing to paste conmon objections | hear fromclients.
For each objection, create three natural responses:

A Feel, Felt, Found version.

An Acknow edge, Associate, Ask version.

A short “Yes, and what else?” follow up version.

Make each response conversational, not scripted. The goal is not to win an argunent. The
goal is to acknow edge the client, uncover the real concern, and keep the conversation
novi ng.

Here are the objections:

<past e objections>

Negotiating

Act as nmy negotiation prep partner. <Person> at <client> is showi ng buying signals and |
want to be ready before the conversation starts.
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First, help me build nmy Big List —every variable ny conpany can adjust besides price:
term paynent schedul e, quantities, onboarding, training, support hours, warranty,
certifications, references, joint nmarketing, executive access. Use ny reusable Al sales
context and ask nme questions to fill the gaps.

Then help ne prepare the Magi c Wand conversation: ny version of the question, and what |
should listen for in the answer. Wen the client’s wish list arrives, help ne map each ask
agai nst the Big List —what to trade, what to package, what to protect, and what to check
internally before agreeing.

Rem nd nme not to say yes too fast, even to a deal | know we can do. Instant agreenent
creates instant buyer’s renorse.

Pricing and Anchoring

Act as my pricing strategi st for <opportunity> at <client>.

Using nmy reusable Al sales context, nmy emails, notes, and transcripts for this pursuit,
find the anchors already in the deal: nunbers or value frames fromny conpetitor, the
client’s budget, a prior vendor, procurenent, or sonething | said too early. For each
anchor, tell me where it cane from and what assunptions are attached to it.

Then hel p nme define the anchor | want: the value frame the client needs to understand
before final pricing —business result, risk reduction, inplenmentation confidence, or cost
of the status quo. G ve ne the ground-beef-versus-rib-eye version of nmy conparison: what is
the client actually conparing, and what do they not yet understand about the difference?
Finally, draft two or three “If we can show you X, would you be willing to do Y?" exchanges
to anchor the next commtnent, not just the price.

Make a Reason

Act as nmy outreach assistant. | have been avoiding reaching out to <client or prospective
client> because | don’t have the perfect nessage. Help ne make a real reason and go.
Using my reusabl e Al sales context, ny calendar, recent client news, industry
announcenents, renewal dates, and anything el se available, find genuine reasons to reach
out this week: a trip, an event, a deadline, a newinitiative they announced, a rel evant
client story, an executive visit, a mlestone.

Rank the candi dates by how true, relevant, and useful each one is to the client —not to
me. Then draft the short nessage using “because.”

Do not invent a reason. A nade-up reason might get one reply and will cost ne the
rel ati onship. If nothing genuinely justifies the outreach right now, tell ne that, and tell
me what to watch for.

© 2026 John Keller - sellingwith.ai Page 23



