Marketing's
Outbound
Prompt Playbook

Six Al prompts for personalized cold outreach
Marketing writes the context block once. Sales runs the prompts per prospect.

Research, messaging, and call prep for one account drops from an hour to a few

minutes.

A person checks every output before it goes out.

6 prompts Built for ABM Marketing owns it

kendalsolutions.com



KENDAL
L< SOLUTIONS THE ARGUMENT

THE SHORT VERSION

Marketing writes one context block describing what you sell. Sales runs six prompts against it, one prospect at a time. Prompt 1 researches the
account. Prompt 2 finds a reason to reach out now. Prompts 3 to 5 draft the email, the follow-up, and the LinkedIn note. Prompt 6 preps the call.
A person checks every output before it goes out.

THE ARGUMENT

Should Marketing or Sales own cold outreach
messaging?

| Marketing owns the context block. Sales runs the prompts.

Outbound messaging is a Marketing job that got handed to Sales. When reply rates drop, the reps get blamed. That is the wrong address. A rep
writing positioning from scratch, forty times a week, will drift. Anyone would.

Marketing owns the message on the site, in the deck, and in every campaign. Outbound is the one place it got dropped. This playbook puts it
back where it belongs.

WHAT MARKETING OWNS SALES OWNS
The context block Writes it, updates it when positioning changes Never has to paste it into a chat
The prompt set Keeps it current in one place Runs it per prospect

Research Carried by prompts 1 and 2 Verifies what comes back

The message Drafted by prompts 3 to 5 Edits it, then sends it

That split is the whole idea. The prompts that follow are just how it gets done.

How it runs

Marketing sets up the context block once, in a Claude Project or in ChatGPT, so the Al already knows what you sell and who you sell to. From
there it is research, then messaging, then call prep.

01 02 03 04 05 06
Prospect brief Reason to reach First cold email Follow-up LinkedIn note Call prep
out
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I_< KENDAL THE CONTEXT BLOCK

SOLUTIONS

SET IT ONCE

The context block

This teaches the Al what you sell, so every prompt after it produces on-message output. Marketing fills it in once and keeps it current. Sales never

has to paste it into a chat.

In Claude In ChatGPT
Create a Project and paste the block into the project instructions. Every Put the block in a Project's instructions, or build a custom GPT with it
chat started inside it already knows the context. baked in and share it with the team.

n The context block

=P Once, before anything else. Update it when positioning changes.

Context: I sell [PRODUCT/SERVICE], a [ONE-LINE DESCRIPTION OF WHAT IT IS AND THE MAIN OUTCOME IT DELIVERS].
How it works: [HOW IT'S DEPLOYED, INTEGRATED, OR ADOPTED: setup, time to value, anything notable].

What it includes: [KEY CAPABILITIES OR MODULES, EACH WITH THE PROBLEM IT SOLVES].

How we're different: [MAIN ALTERNATIVES OR INCUMBENTS AND WHAT THEY MISS].

Proof: [CERTIFICATIONS, COMPLIANCE, NOTABLE CUSTOMERS, OR RESULTS THAT BUILD TRUST].

Who buys: [TARGET ROLES AND SEGMENTS]. Keep this in mind for every prompt that follows.

The prompts run in sequence, each one feeding the next. Research, then messaging, then call prep.
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KENDAL
I‘< SOLUTIONS RESEARCH

PROMPTS 1 AND 2

Research the account

The prospect brief

=) Start here. One prompt covers the company, the person, their situation, and their likely pain.

Research [NAME], [TITLE] at [COMPANY] ([WEBSITE]) and give me one brief I can read in five minutes.

The company: what they do, who they sell to, rough size, and which [REGULATIONS, STANDARDS, OR MARKET FORCES] likely apply.
Their situation: [WHAT TOOLS, SYSTEMS, OR CONDITIONS ARE RELEVANT TO WHAT I SELL]. Do they use [RELEVANT PLATFORM] or a
[RELEVANT INCUMBENT]? Check job postings, LinkedIn profiles, and [OTHER PUBLIC SIGNALS]. Label each finding confirmed or
inferred.

The person: career history, time in role, what they post about, and anything public I could reference naturally.

Their likely pain: the top three [PROBLEM AREA YOUR PRODUCT ADDRESSES] problems someone in this role deals with, in their
words. Cite sources so I can verify.

a Reason to reach out now
= Right after the brief. A recent event beats a cold opener every time.

Search for news about [COMPANY] from the last 90 days that gives me a reason to reach out now: [RELEVANT TRIGGER EVENTS: a
leadership change, funding, M&A, rapid hiring, a public incident, an audit finding, a new initiative, or a technology change
tied to what I sell].

For each: one sentence on what happened, one on why it makes [YOUR TOPIC] a live issue for them. If you find nothing, say so.
Do not stretch.
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KENDAL
L< SOLUTIONS MESSAGING

PROMPTS 3 AND 4

Turn research into outreach

a First cold email

= Feed it your findings from prompts 1 and 2. That is what makes it personal.

Write a first cold email to [NAME], [TITLE] at [COMPANY]. Use this research: [PASTE 2-3 FINDINGS FROM PROMPTS 1-2].
Rules: under 75 words, plain text. Open with something specific to them or their industry, not "I hope this finds you well."

One idea per email. No buzzwords. End with a real question, not a demo ask. Write three versions with different openers so I
can pick.

° Follow-up

=D  No reply after 3 to 5 business days. It has to add something new.

Write a follow-up to this email I sent [X] days ago with no reply: [PASTE ORIGINAL EMAIL].

It must add something new. A relevant stat, a peer example, or a different angle on the same problem. Never "just circling
back." Under 60 words. Two versions: one lighter, one more direct.
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KENDAL
L< SOLUTIONS MESSAGING & PREP

PROMPTS 5 AND 6

Second channel and the call

a Linkedin connection note
ETTE® Second channel alongside email, same day or the day after.

Write a LinkedIn connection request note to [NAME], [TITLE] at [COMPANY]. Under 40 words (the limit is 300 characters).

Reference: [SOMETHING SPECIFIC: their industry, a post they wrote, a shared interest]. No pitch. The goal is an accepted

connection, nothing more. Three options.

a Call prep

LA A callis booked. Run this an hour before.

I booked a call with [NAME], [TITLE] at [COMPANY]. Here is my research: [PASTE OUTPUTS FROM PROMPTS 1-2]. Current tool, if
known: [INCUMBENT].

Give me a one-page brief: what matters most to this person, the three best discovery questions, the objections they are most
likely to raise (including where they have a point, and how to respond honestly), and the one thing I should not do on this

call. Keep it scannable.
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L< SOLUTIONS WORKED EXAMPLE

WHAT IT LOOKS LIKE IN PRACTICE

A worked example, start to finish

Say you sell a data observability tool. Here is one account run through prompts 1 to 3. The company is invented, the shape is real.

WHAT PROMPT 1 CAME BACK WITH

e Meridian Freight, 340 people, sells logistics software to regional carriers. CONFIRMED

e Hiring two analytics engineers and a data platform lead. conrirMED , from job postings.
® Runs Snowflake and dbt. INFERRED , from those job descriptions.

e Priya Raman, VP Data Engineering, 14 months in role, posts about pipeline reliability.

WHAT PROMPT 2 FOUND

e Shipped a carrier-facing analytics product six weeks ago. That puts new pipelines in front of paying customers, where breakage gets noticed.

WHAT PROMPT 3 WROTE
Priya, you shipped carrier-facing analytics last month. That usually means pipeline problems stop being an internal annoyance and start
being a customer email.

We help data teams catch broken pipelines before the customer does. Two of your three open roles are platform hires, so | am guessing
this is already on your list.

How are you catching bad data today, before or after someone downstream notices?

Why it works. Nothing in that email could be sent to another company. The opener came from prompt 2. The guess about the open roles came from
prompt 1, and it is framed as a guess rather than stated as fact. That is the standard. If your draft would survive a copy-paste to a different account, it is
not personalized.
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L< SOLUTIONS BEFORE YOU SEND

READ THIS BEFORE YOU SEND ANYTHING

What Al gets wrong here, and what you have to check

Treat every output as a draft. These prompts assume a person reads the result and edits it. Five things go wrong often enough to name:
It invents titles and tenure. Check every name and title against LinkedIn before you send.

It states guesses as facts. Prompt 1 asks it to label findings confirmed or inferred. Read those labels.

It reaches for a hook that is not there. Prompt 2 tells it to say so when there is no news. When it says so, believe it.

It sounds like Al when you give it nothing. That is the context block's job. Skip the block and you get brochure copy.

It cannot judge whether the person is worth emailing. That call stays yours.

Who does what, one more time

Marketing owns the context block and the prompt set, and updates them in one place when the product or the positioning changes. Sales runs the

prompts per prospect, verifies the output, and edits every message before it goes out. Marketing carries the research and messaging load so the
rep can focus on the conversation.
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You just personalized outreach to 20
accounts. Three of them already visited your
pricing page twice.

Do you know which three? Most in-market demand never raises a hand. Accounts research you, compare you,
and come back, without filling in a form. Personalization is worth more when you aim it at people already

looking.
Find the accounts already looking Want it set up for you?
The Invisible Demand Diagnostic surfaces the demand already Kendal Solutions helps teams put this playbook to work. Setup,
forming in your market but not yet in your pipeline, so you meet it customization, and automation, plus go-to-market foundations and
early. any other marketing help you need.

kendalsolutions.com



