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The Small Business
Al Toolkit

50 Al Prompts That Do the Heavy Lifting

for Your Small Business

Lead Follow Up - Proposals - Invoice Recovery
Difficult Clients - Hiring - Onboarding

Reviews - Social Media - Newsletters - Cash Flow

Stop wasting hours on things Al can do in 60 seconds.



How to Use This Toolkit

This toolkit contains 50 carefully crafted Al prompts across 10 of the most painful business tasks small businesses
face every day. Each prompt is designed to give you a professional result you can use in under 60 seconds. No Al
experience required.

Choose your prompt
1 Find the category and situation that matches what you need. Each prompt tells you exactly when to
use it.

Copy the prompt
Select the entire prompt text and copy it to your clipboard.

Fill in the brackets
Replace every [bracketed section] with your specific details. The more specific you are, the better the
result.

Paste into Claude or ChatGPT
Open Claude (claude.ai) or ChatGPT and paste your completed prompt. Hit send.

Review and send
Read the output, make any small adjustments to match your voice, and use it. Most prompts need
less than 2 minutes of editing.

Pro tip: Save your completed prompts with your business details already filled in. Next time you need
them, they take 10 seconds to use instead of 60.
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What's Inside

Lead Follow Up & Enquiry
Proposal & Quote Writing
Chasing Overdue Invoices
Handling Difficult Clients
Writing Job Ads
Onboarding New Staff
Responding to Reviews
Social Media Captions
Email Newsletter Starters

Cash Flow Scripts

Responses
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01

Lead Follow Up & Enquiry
Responses

Most businesses lose leads in the first 24 hours. These prompts write

responses so good people feel like you read their mind.




The Instant Enquiry Response

You are a professional business owner responding to a new enquiry. Wite a warm confident enmi
response using these details:

Busi ness type: [e.g. accounting firm/ |andscapi ng conpany / marketing agency]
Enquiry they sent: [paste their nessage here]

Your key services: [list 2-3 main services]

Your availability: [e.g. next available slot is Thursday]

Your name and business nane: [your details]

Wite a response that:

- Opens by acknow edgi ng exactly what they asked about (not generic)

- Confirms you can help and briefly explains why you are the right fit
- Proposes a specific next step with a date and tine

- Coses warnmy but professionally

- |I's under 150 words

Sounds human, not corporate

Do not use filler phrases like "I hope this email finds you well" or "Please don't hesitate to
reach out".

Copy the prompt above » fill in the [brackets] » paste into Claude or ChatGPT » done.
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The Price Enquiry Handler

Wite a response to a price enquiry that avoids giving a nunber too early while keeping the |ead
war m and novi ng forward.

My business: [type of business]

What they asked: [paste their price question]

My typical price range: [your range e.g. $500-$2000]

What is included at that price: [3-4 key inclusions]

What nmakes my service worth it: [1-2 genuine differentiators]

Wite a response that:

- Acknowl edges their question wi thout deflecting

- Briefly explains that price depends on their specific needs

- Lists 2-3 questions you need answered to give an accurate quote

- Makes them feel excited to answer, not interrogated

- Ends with a soft CTA to book a quick call or fill in a form

- Sounds like a confident professional, not someone avoi ding the question

Copy the prompt above » fill in the [brackets] » paste into Claude or ChatGPT » done.
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The Gone Cold Lead Revival

Wite a follow up nessage to a | ead who showed interest but has gone quiet. This nmust not sound
desperate, pushy or passive aggressive.

Their original enquiry was about: [what they asked about]

How | ong ago: [e.g. 12 days ago]

Last interaction: [what happened, e.g. | sent a quote, we had a call]

My busi ness name: [nane]

One genuinely useful piece of information | can offer them [a tip, stat, or insight relevant to
their situation]

Wite a follow up that:

- Opens with sonething of value, not "just checking in"

- References their specific situation so it feels personal

- Gves theman easy out if timng is wong (this renoves pressure and paradoxically increases
response rate)

- Has ONE clear call to action

- |I's under 100 words

- Coul d believably have been witten by a human who cares, not a CRM autonation

Copy the prompt above » fill in the [brackets] » paste into Claude or ChatGPT » done.
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The Referral Thank You That Gets More Referrals

Wite a thank you nmessage to soneone who referred a client to nmy business. This nessage should
be warm enough to make them feel genuinely appreciated AND subtly reinforce that referring
people to me is a great thing to do.

Referrer's nane: [nane]

What they referred: [type of client or job]

My relationship with them [e.g. past client, colleague, friend]

Sonet hi ng specific and genuine | can say about them [e.g. "your attention to detail is why your
clients trust you"]

My busi ness nane: [nane]

Wite a nessage that:

- Feel s genuinely personal not tenpl ated

- Mentions what they referred specifically

- Makes them feel proud of the referral

- Subtly plants the seed that their network woul d benefit from knowi ng about ne
- Does NOT offer a referral fee or discount (unless | add that nyself)

- Works as an enmil or a voice nessage script

Copy the prompt above » fill in the [brackets] » paste into Claude or ChatGPT » done.
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The Objection Crusher

Wite a professional, non-pushy response to a conmon sal es objection.

The objection they raised: [paste exactly what they said e.g. "It's a bit nore than we budget ed"
or "We're getting a few quotes" or "I need to run it past my partner"]

My service: [what | sell]

My price: [what | quoted]

The real cost of them NOT solving this problem [what happens if they do nothing or go cheap]
One specific result a past client got: [real outconme e.g. "saved 8 hours a week" or "increased
booki ngs by 30% ]

Wite a response that:

- Validates their concern without agreeing with it

- Refranes the price as an investnment with a nmeasurable return

- Uses the real client result as proof without it sounding |ike a brag
- Ends with a | ow pressure next step

- Does not beg, discount, or panic

- Sounds like a confident expert who knows their worth

Copy the prompt above » fill in the [brackets] » paste into Claude or ChatGPT » done.
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Proposal & Quote Writing

A great proposal does not just list prices. It makes the client feel

understood and makes yes the obvious answer.




The Winning Project Proposal

Wite a professional project proposal for a potential client.

Client name and business: [details]

Proj ect they need: [describe what they want]

My proposed solution: [what | will do]

Key deliverables: [list 3-5 specific things they will receive]
Timeline: [howlong it will take]

Investnment: [price or price range]

Wiy | amthe right choice: [2-3 genuine reasons]

Potential risk if they do not proceed: [what problem stays unsol ved]

Wite a proposal that:

- Opens with a paragraph showi ng | understand their problem (not about ne)

- Presents the solution clearly with deliverables in plain English

- Makes the tinmeline feel nanageabl e

- Presents the investnent with confidence, not apol ogy

- Coses with a clear next step and a deadline for acceptance

- Uses professional but plain | anguage with no jargon

- Feels like it was witten specifically for them not copied froma tenplate

Copy the prompt above » fill in the [brackets] » paste into Claude or ChatGPT » done.
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The Scope of Work That Prevents Scope Creep

Wite a clear, professional scope of work docunent that protects ne from scope creep while
keeping the client relationship positive.

Proj ect type: [what the project is]

What IS included: [list every deliverable and task]

What is NOT included: [list commpbn add-ons or assunptions | want to excl ude]
Nunber of revisions included: [your policy]

How addi ti onal requests will be handled: [e.g. quoted separately at $X hour]
My busi ness nanme: [nane]

Wite a scope of work that:

- States inclusions specifically enough that there is no grey area

- States exclusions clearly but w thout soundi ng defensive or suspicious
- Explains the revision and change request process professionally

- Uses plain English not |egal |anguage

- Could be included in a contract or sent as a standal one docunent

- Makes the client feel secure, not fenced in

Copy the prompt above » fill in the [brackets] » paste into Claude or ChatGPT » done.
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The Quote Follow Up

Wite a follow up enmnil after sending a quote that has not been responded to.

What | quoted for: [project description]

Quot e anount: [$anount]

Wien | sent it: [e.g. 5 days ago]

Cient nanme: [nane]

One thing | can add that nakes saying yes easier: [e.g. flexible paynent, fast start date,
i ncl usi on]

Wite a follow up that:

- Does NOT open with "just follow ng up on ny quote"

- Adds one new piece of value or infornmation they did not have before
- Creates gentle urgency wi thout fake deadlines

- Reconfirms ny availability and ent husiasm wi t hout desperation

- |I's under 100 words

- Ends with one clear yes or no question to get a response either way

Copy the prompt above » fill in the [brackets] » paste into Claude or ChatGPT » done.
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The Premium Price Justifier

Wite a confident explanation of why ny price is what it is, w thout apol ogising or discounting.

My service: [what | provide]
My price: [$anount]
What they were expecting to pay: [if known, e.g. "around half that"]

What is included that they may not have considered: [list hidden value itens]

The cost of getting this done cheaply or badly: [real consequences]

A result | have delivered for a simlar client: [specific outcone]

Wite a price justification that:

Acknow edges the gap between expectation and reality w thout apol ogising
Breaks down what they are actually getting at each doll ar

Refranes the risk of going cheaper

Uses the client result as proof of RO

Does not offer a discount but may offer a paynent plan as an alternative
Cl oses with confidence, not a question

Copy the prompt above » fill in the [brackets] » paste into Claude or ChatGPT » done.
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The Package Comparison Presenter

Wite a clear, persuasive presentation of ny service packages that guides the client toward the
m ddl e or prem um opti on.

Package 1 nane and price: [nane: $price]
Package 1 includes: [list inclusions]
Package 2 nane and price: [nanme: $price]
Package 2 includes: [list inclusions]
Package 3 nane and price: [nane: $price]
Package 3 includes: [list inclusions]

My ideal client usually needs: [which package and why]

Wite a package presentation that:

- Introduces the options w thout overwhel m ng detail

- Uses anchoring so the prem um option nakes the niddle one feel reasonable

- Cently steers toward the recommended option using | anguage |ike "nobst clients in your
situation choose..."

- Makes the lowest tier feel conplete but limted, not cheap

- Ends with a recommendation and a next step

- Sounds like a trusted advi sor guiding a decision, not a sal esperson pushing upsells

Copy the prompt above » fill in the [brackets] » paste into Claude or ChatGPT » done.
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Chasing Overdue Invoices

Getting paid should not require awkward conversations. These prompts recover

money professionally without damaging relationships.




The Friendly First Reminder

Wite a friendly first paynment rem nder for an overdue invoice. Assune good faith. They probably
just forgot.

Client name: [nane]

I nvoi ce nunber: [ nunber]

I nvoi ce anount: [ $anount]

Oiginal due date: [date]

Days overdue: [nunber]

My paynent details or link: [bank details or paynent |ink]
My nanme: [nane]

Wite a rem nder that:

- Assunes it slipped through the cracks, not that they are avoidi ng paynent
- Cearly states the invoice nunber, amount and origi nal due date

- Makes it easy to pay with details right in the email

- Ofers to resend the invoice if they cannot find it

- Is warmand brief, under 80 words

- Does not use guilt | anguage or urgency at this stage

Copy the prompt above » fill in the [brackets] » paste into Claude or ChatGPT » done.
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The Firm Second Notice

Wite a firner second paynent reminder. The friendly approach did not work. This enail

prof essi onal but nmakes clear that paynment is now overdue and expect ed.

Client name: [nane]

I nvoi ce nunber: [ nunber]

I nvoi ce anount: [ $anount]

Oiginal due date: [date]

First rem nder sent: [date]

My paynment ternms: [e.g. paynent within 14 days]

Late fee policy if applicable: [e.g. 2% per nonth or none]
My name and business: [detail s]

Wite a second notice that:

- Opens by referencing the first rem nder was sent

- States clearly that paynent is now [ X] days overdue

- Requests paynment within 48-72 hours specifically

- Mentions any late fee that applies (or that you are considering applying one)
- Provides paynent details again

Cl oses professionally but firmy with no apol ogy and no aggression
- |Is under 120 words

Copy the prompt above » fill in the [brackets] » paste into Claude or ChatGPT » done.
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The Payment Plan Offer

Wite an enmmil offering a paynment plan for an overdue invoice while naking clear the full anmpunt

is still owed.

Client name: [nane]
Total anpunt owed: [$anount]

How overdue: [days/weeks]

Payment plan | amwlling to offer: [e.g. 3 paynments of $X over 6 weeks]
First paynent due: [date]
My name and busi ness: [detail s]

Wite an email that:

Acknowl edges that situations arise w thout being condescending

Presents the paynent plan as a goodwi || gesture, not a standard option

Clearly states the total anmpbunt is not being reduced

CQutlines exactly when each paynent is due

Requires themto confirmagreement in witing by reply

Makes clear that the plan requires follow through or standard recovery steps will follow
Mai ntai ns the business rel ationship while protecting nmy position

Copy the prompt above » fill in the [brackets] » paste into Claude or ChatGPT » done.
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The Final Demand Before Action

Wite a final paynent denmand before escalating to a debt collector or |egal action.

Client name and business: [details]

I nvoi ce nunber and anount: [details]

Dat e i nvoice was issued: [date]

Al'l previous contact attenpts: [|list dates of emmils/calls]

Deadl i ne for paynment: [specific date, give 7 days]

Next steps if unpaid: [e.g. debt collector, small clains, credit |isting]
My name and busi ness: [detail s]

Wite a final demand that:

- States this is the final notice before formal action

- Lists all previous contact attenpts with dates

- States the exact deadline and the exact consequences

- Is factual and professional with zero enotion

- Does not threaten anything you are not actually prepared to do

- Reads like it was witten by sonmeone who neans busi ness

- Coul d be used as evidence of reasonable attenpts to recover the debt

Copy the prompt above » fill in the [brackets] » paste into Claude or ChatGPT » done.
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The Awkward Client Recovery

Wite a paynent request for a valued long termclient who is overdue, where | want to preserve
the relationship but still get paid.

Client name: [nane]

How | ong we have worked together: [e.g. 3 years]

I nvoi ce anbunt and due date: [detail s]

How overdue: [days]

What | val ue about the relationship: [genuine thing]
My name: [nane]

Wite a nessage that:

- Opens by acknow edging the rel ationship genuinely, not as manipul ation
- Rai ses the overdue paynent as a practical matter, not an accusation

- Assunes there may be a reason and opens the door for themto share it
- I's direct about needi ng paynent without being cold

- Ofers to have a quick call if they want to di scuss

- Coses in a way that keeps the door open for continued work

- Could be sent as an enmil or said in a call. Provide both versions

Copy the prompt above » fill in the [brackets] » paste into Claude or ChatGPT » done.
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Handling Difficult Clients

Difficult situations handled badly cost you money and reputation. These

prompts help you respond professionally under pressure.




The Complaint De-escalator

Wite a professional response to a client conplaint that de-escal ates the situation w thout
admtting liability or fault.

What they conpl ai ned about: [describe the conpl aint]

What actual |y happened from ny perspective: [your account]
Whet her the conplaint has nerit: [yes / partly / no]

VWhat | amwilling to do to resolve it: [your offer]

VWhat | am NOT willing to do: [your limts]

My name and busi ness: [detail s]

Wite a response that:

- Opens by acknow edging their frustration (not agreeing with their version of events)

- Uses | anguage like "I understand this has been frustrating" not "lI'mso sorry we failed you"
- Presents ny understandi ng of what happened factually and calmy

- Proposes a specific resolution wthout over-pronising

- I's firmabout what falls outside ny responsibility

- Coses by focusing on noving forward, not relitigating

- Does not get defensive, enptional or sarcastic

- Could be read by a third party and neke ne | ook reasonabl e

Copy the prompt above » fill in the [brackets] » paste into Claude or ChatGPT » done.
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The Scope Creep Stopper

Wite a professional response to a client who is requesting work outside the original scope
wi thout offering to pay for it.

Oiginal scope agreed: [what was agreed]

What they are now requesting: [the new request]

How much extra work this represents: [hours or val ue esti nate]
My additional rate for out of scope work: [$anount]

My name and business: [details]

Wite a response that:

- Acknow edges their request positively w thout agreeing to do it for free

- Cearly references the original scope and what was agreed

- Explains the additional request falls outside that scope

- Provides a quote for the additional work without apol ogy

- Makes it easy for themto say yes to the extra work

- Does not nake them feel bad for asking. It happens. But be clear on the process
- Protects the business relationship while protecting nmy tine

Copy the prompt above » fill in the [brackets] » paste into Claude or ChatGPT » done.
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The Bad Review Response

Wite a professional public response to a negative review that nakes ny business | ook reasonabl e
to everyone reading it, not just the reviewer.

The review they left: [paste the review

What actual |y happened: [nmy account of events]

Whet her | coul d have done sonething differently: [honest reflection]
VWhat | offered to resolve it: [if anything]

My busi ness nane: [nane]

Wite a response that:

- Thanks them for the feedback w thout being sycophantic

- Addresses the specific conplaint factually w thout getting defensive

- Corrects any factual inaccuracies calmy and specifically

- Shows prospective custoners reading this that | take quality seriously

- Invites themto contact ne directly to resolve if not already done

- |'s under 100 words

- Wuld neke a neutral reader think | handled this well, even if the reviewer was unreasonable

Copy the prompt above » fill in the [brackets] » paste into Claude or ChatGPT » done.

The Small Business Al Toolkit - digipixi.com.au - Page 25




The Client Termination Letter

Wite a professional letter ending a client relationship w thout burning bridges or creating
| egal risk.

Client name and business: [details]

Reason for ending the relationship: [honest internal reason e.g. constant scope creep, |late
paynments, toxic conmunication, not a good fit]

What | will tell them [professional version of the reason e.g. "we are refocusing our
services"]

Qut standi ng work to be conpleted: [what | owe themif anything]

Transition period | amoffering: [e.g. 2 weeks, 30 days]

Referral to another provider: [if applicable]

My name and business: [details]

Wite a termnation letter that:

- |Is professional and final, not an invitation to negotiate

- Gves a professional reason wi thout being di shonest

- Cearly states the end date and what happens between now and then
- Thanks them for the work together genuinely if possible

Does not over-explain or justify
- Could not be used against me in a dispute
- Coses all doors wthout slamm ng them

Copy the prompt above » fill in the [brackets] » paste into Claude or ChatGPT » done.
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The Boundary Reset

Wite a firmbut professional comunication resetting boundaries with a client who is
over st eppi ng.

What boundary is being crossed: [e.g. texting at 11pm calling instead of emmiling, naking
denmands out si de our agreenent]

How | ong this has been happening: [tinefrane]

What ny actual agreed terns are: [e.g. response within 24 hours business days, contact via enail
only]

How | want things to work going forward: [your preference]

My nanme: [nane]

Wite a conmunication that:

- I's warm but unm stakably cl ear

- States the boundary being reset without blamng or lecturing

- References the agreed ternms where rel evant

- Explains what | will and will not respond to going forward

- Does not apol ogi se for having professional standards

- Gves thema face-saving reason to conply rather than nmaking them feel attacked

I's brief. Long explanations undermne the firmess of the boundary

Copy the prompt above » fill in the [brackets] » paste into Claude or ChatGPT » done.
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Writing Job Ads

Most job ads attract the wrong people or no one at all. These prompts

write ads that attract exactly who you need.




The Magnetic Job Ad

Wite a conpelling job advertisenent that attracts qualified candidates who are a genui ne
cultural fit.

Role title: [exact title]

Busi ness type and size: [e.g. boutique accounting firm 8 people]

Key responsibilities: [list 5-7 main tasks]

Must - have skills or experience: [non-negotiabl es]

Ni ce-to-have but not essential: [bonus qualities]

Salary or rate range: [be specific. Vague ranges | ose good candi dates]

Why soneone great would want this job: [genuine selling points such as culture, flexibility,
growt h, work type]

What ki nd of person thrives here: [personality and work style fit]

Location and work arrangenent: [in person, hybrid, renote]

Wite a job ad that:

- Opens with a hook that speaks to the right candidate, not a generic conpany introduction
- Makes the role sound interesting and real, not a dry list of duties

- |I's honest about what the role involves including hard parts

- Makes the salary range front and centre, not buried

- Closes with a specific application instruction that filters out |ow effort candidates

- |I's under 400 words

- Sounds like a real human wote it for a real job

Copy the prompt above » fill in the [brackets] » paste into Claude or ChatGPT » done.
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The Culture Fit Interview Questions

Generate a set of interview questions designed to reveal whether a candidate is a genuine fit
for my business culture and val ues, not just technically capable.

My busi ness type: [what we do]

Team si ze and structure: [e.g. 4 person team flat structure, everyone pitches in]

Qur core values or ways of working: [e.g. we nove fast, we over-communi cate, we take ownershi p]
The biggest challenge in this role: [what makes it hard]

The type of person who has struggl ed here before: [if known]

The type of person who has thrived here: [if known]

Generate 8-10 interview questions that:

- Reveal how they actually behave, not how they think they shoul d answer

- Use situational and behavioural formats where possible ("tell nme about a tinme...")
- Uncover their relationship with feedback, accountability and anbiguity

- Surface how they handl e pressure, conflict and unclear instructions

- Are not cliches like "what's your biggest weakness"

- I'nclude one unexpected question that reveals character

- Conme with a note on what a strong versus weak answer | ooks |ike

Copy the prompt above » fill in the [brackets] » paste into Claude or ChatGPT » done.
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The Job Offer Letter

Wite a professional job offer letter that confirns all the key details, excites the candi date
and sets cl ear expectations.

Candi dat e nane: [nane]

Role title: [title]

Start date: [date]

Sal ary or hourly rate: [anpunt and frequency]

Enpl oynment type: [full time / part time / casual / contract]
Hours per week: [nunber]

Location: [where they will work]

Probation period: [duration and what happens at the end]

Key conditions: [e.g. police check required, own transport needed]
Response deadline: [when you need their answer]

My name and busi ness: [detail s]

Wite an offer letter that:

- Opens warmy and confirns you are excited to have them

- States all terns clearly so there is no anbiguity

- Sets expectations for the start and onboardi ng process

- States the probation conditions without nmaking themfeel like they are already on trial
- Requests a witten acceptance by a specific date

- |I's professional enough to be legally referenced

- Sounds human, not like it was copied froman HR textbook

Copy the prompt above » fill in the [brackets] » paste into Claude or ChatGPT » done.
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The Rejection That Keeps Your Reputation Intact

Wite a rejection enail for a job applicant that is kind, specific enough to feel genuine, and
keeps the door open for future opportunities if appropriate.

Candi dat e nane: [nane]

Rol e they applied for: [role]

Wiy they were not selected: [real reason e.g. stronger candidate found, m ssing key experience,
not the right cultural fit]

What to tell them [professional version e.g. "we found a candi date whose experience nore

cl osely matches the role"]

Whet her | woul d consider themfor future roles: [yes / no / maybe]

My name and business: [detail s]

Wite a rejection that:

- Thanks themfor their tinme and application genuinely

- Gves a real but professional reason for the decision

- Does not give false hope if there is none

- Opens the door to future opportunities if that is genuine

- I's under 100 words. Long rejections are not ki nder

- Wuld not |eave the candidate feeling humliated or confused
- Coul d be posted publicly and not enbarrass my business

Copy the prompt above » fill in the [brackets] » paste into Claude or ChatGPT » done.
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The Contractor Brief

Wite a clear, professional project brief for a contractor or freelancer that sets expectations

from day one and prevents m sunderstandi ngs.

Contractor nanme: [nane]

What they have been engaged to do: [specific scope]

Del i verabl es | expect: [list each one]

Deadl i nes for each deliverable: [dates]

How | want to comunicate with them [e.g. weekly update enmil, Slack, phone]
Quality standards | expect: [be specific]

How and when they will be paid: [rate and schedul €]

Wio owns the work when conplete: [intellectual property ownership]

Revi si on process: [how many rounds, how to request]

My name and busi ness: [detail s]

Wite a brief that:

- |Is specific enough that there is no grey area

- Sets up the comunication rhythmfromthe start

- States paynent terns in plain | anguage

- Addresses | P ownership clearly but not aggressively

- Makes the contractor feel clear on expectations w thout feeling m cromanaged
- Could serve as the basis for a sinple contract

Copy the prompt above » fill in the [brackets] » paste into Claude or ChatGPT » done.
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Onboarding New Staff

The first 30 days decide whether a new hire stays or goes. These prompts

create onboarding experiences that set people up to win.




The Welcome Email That Sets the Tone

Wite a welcone email to a new team nenber that nakes them feel genuinely excited about their
first day while giving themeverything they need to show up prepared.

New t eam nenber nane: [nane]

Rol e they are starting: [title]

Start date and tine: [details]

Location or renote |login details: [where/how to start]

Who they will neet on day one: [nanmes and rol es]

What day one | ooks |ike: [rough schedule or plan]

What to bring or prepare: [practical details]

Dress code or culture norms: [e.g. casual, smart casual]

One genuine thing | want themto know about the teamor culture: [sonething real]
My name: [nane]

Wite an email that:

- I's warm and specific, not a generic HR wel cone tenplate

- Gves all the practical information they need in one place

- Includes one human detail that makes the business feel like a real place with real people
- Sets expectations for their first week w thout overwhel m ng them

Makes them feel |ike they nmade the right decision accepting the offer

- |I's under 200 words

Copy the prompt above » fill in the [brackets] » paste into Claude or ChatGPT » done.
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The 30-60-90 Day Plan

Wite a 30-60-90 day onboarding plan for a new team nenber that gives themclear m|lestones,
bui I ds confidence and sets them up to succeed.

Role: [title]

Key responsibilities of the role: [list nmain duties]

Systens and tools they need to learn: [list]

Key rel ationships they need to build internally: [names and rol es]
Key rel ationships externally if any: [clients, suppliers]

What success | ooks |ike at 30 days: [specific observabl e outcones]
What success | ooks |ike at 60 days: [specific observabl e outcones]
What success | ooks |ike at 90 days: [specific observabl e outcones]
End of probation expectation: [what they need to denonstrate]

Wite a 30-60-90 plan that:

- Is structured by nonth with clear focus areas

- Sets specific observabl e outconmes not vague goal s

- Di stingui shes between | earning phase and doi ng phase
- I's achi evabl e but stretching

Makes the new hire feel set up to win, not set up to fail
- Can be handed to them on day one as a roadmap

Copy the prompt above » fill in the [brackets] » paste into Claude or ChatGPT » done.
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The Training Checklist

Create a conprehensive training checklist for a new team nenber in ny business.

Role: [title]

Busi ness type: [what we do]

Systens they nmust be trained on: [list all software and tool s]

Processes they nust understand: [e.g. how we handle enquiries, how we invoice, how we
comuni cate with clients]

Conpl i ance or legal requirenments: [e.g. food handling, privacy, VWHS]

Who is responsible for each training area: [assign a name or "self directed"]
Tineline for conpleting each item [e.g. week 1, week 2, within 30 days]

Create a checklist that:

- Covers every area a new hire needs to know to do their job properly
- |I's organi sed by category and tineline

- Has a checkbox format they can actually use

- Assigns responsibility so nothing is |eft anmbi guous

- Includes a sign off section so you know training was conpl eted

- Can be printed or sent digitally

Copy the prompt above » fill in the [brackets] » paste into Claude or ChatGPT » done.
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The Performance Check-In Script

Wite a check-in conversation guide for a manager to use with a new hire at the end of their
first week, fortnight or nonth.

New hi re nane: [nane]

How | ong they have been in the role: [e.g. 1 week / 2 weeks / 1 nonth]

What has gone well so far: [your observations]

Any early concerns: [your honest observations]

What you want to understand fromtheir perspective: [what you are trying to | earn]
Tone of your workplace: [e.g. direct and honest / warm and col | aborative]

Wite a check-in guide that:

- Includes specific questions to ask, not just topics to cover

- Creates space for themto share concerns without feeling |like a conplaint session
- Addresses any performance concerns directly but kindly

- Reinforces what they are doing well with specifics

- Ends with clear actions for the next period

- Feels like a genuine conversation, not a performance review

- Includes a note on what to listen for in their answers

Copy the prompt above » fill in the [brackets] » paste into Claude or ChatGPT » done.
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The Workplace Policy Explainer

Rewrite a workplace policy in plain, human | anguage that enployees will actually read and
under st and.

Policy topic: [e.g. leave entitlenments, social nedia use, expense clains, dress code, flexible
wor K]

The key points of the policy: [list the main rules or requirenents]

The reason behind the policy: [why it exists]

What happens if soneone does not follow it: [consequences]

Any exceptions or grey areas: [acknow edge them

Busi ness nane and tone: [formal / casual / sonewhere in between]

Rewrite this policy so it:

- Opens by explaining why the policy exists, not just what it says

- Uses plain |anguage a 16-year-old coul d understand

- Addresses the npst common questions about it upfront

- States the consequences clearly without making it sound threatening

- Acknowl edges any grey areas honestly

- Is formatted with short paragraphs and dot points where it helps clarity
- Sounds like it was witten by a human, not a | awyer

Copy the prompt above » fill in the [brackets] » paste into Claude or ChatGPT » done.
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07

Responding to Reviews

Every review is a marketing opportunity. These prompts help you

respond in a way that turns readers into clients.




The 5-Star Response That Does Marketing Work

Wite a response to a positive review that thanks the reviewer genuinely AND subtly markets ny
busi ness to everyone else reading it.

The review they left: [paste the review

The specific service or product they nentioned: [detail]

A result or outcone they referenced: [what they got fromworking with ne]

My business nane and | ocation: [details]

One keyword a potential client mght search for: [e.g. "bookkeeper Newcastle" or "wedding
florist Sydney"]

Wite a response that:

- Thanks them by nanme and references sonething specific they said

- Reflects the result or outcone back using natural |anguage

- Naturally includes a keyword or two without sounding |ike SEO spam

- Mentions the service they used so other readers know what to ask about

- Invites them back or thanks them for their continued support if a returning client
- |I's under 80 words

- Sounds warm and human, not a corporate tenplate

Copy the prompt above » fill in the [brackets] » paste into Claude or ChatGPT » done.
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The Fake or Malicious Review Response

Wite a professional public response to a review | believe is fake, from sonmeone who was never a
client, or is clearly malicious.

The review [paste it]

Wiy | believe it is fake or unfair: [your reasoning]

Whet her | have any record of this person as a client: [yes / no / unclear]
My busi ness name: [nane]

Wite a response that:

- Politely states | have no record of this person as a client

- Invites themto contact nme directly if there has been a genuine experience

- Does not accuse themof Iying directly (even if true). This escalates publicly

- Makes future readers question the review s legitinmcy w thout nme saying it outright
- Denpbnstrates that | take all feedback seriously

Is calm factual and professional. Nothing that could be screenshotted and used agai nst me
- |I's under 80 words

Copy the prompt above » fill in the [brackets] » paste into Claude or ChatGPT » done.
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The Review Request That Actually Gets Reviews

Wite a review request nessage to a happy client that nakes it easy and natural to say yes.

Cient name: [nane]

What we did together: [project or service]

A result they nmentioned or experienced: [specific outconge]
Wiere | want the review [e.g. Google, Facebook, Linkedln]
My review |ink: [URL]

My nanme: [nane]

Wite a review request that:

- References their specific experience so it feels personal not mass-sent

- Explains briefly why reviews matter to a small business (creates enpathy without guilt)

- Makes the ask feel easy. One click, 2 minutes

- Provides the exact link so there is zero friction

- Wrks as an email or SM5

- Does not ask themto say anything specific (that is review gating and agai nst Google's terns)
- |I's under 80 words

Copy the prompt above » fill in the [brackets] » paste into Claude or ChatGPT » done.
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The Review Response Template System

Create a set of review response tenplates for nmy business across different review scenari os.

My busi ness type: [what | do]

My busi ness nane: [nane]

My tone: [e.g. warm and personal / professional / friendly and casual]
Location if relevant: [city/area]

Main services: [list 3-4]

Create 5 response tenplates for:

1. A detailed 5-star review nentioning a specific staff nenber
A general 5-star review with no detail

A 4-star review with a mnor conplaint

A 3-star review with a genuine concern

P > @ 9

A 1-2 star review with a serious conpl aint

Each tenpl ate shoul d:

- Have a [ NAVE] pl acehol der to personalise

- Include a [ SPECI FI C DETAI L] pl acehol der to reference their experience
- Be conplete enough to use with mninml editing

- Sound different fromeach other so they do not appear tenplated

- Stay under 100 words each

Copy the prompt above » fill in the [brackets] » paste into Claude or ChatGPT » done.
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The Testimonial Extraction Interview

Wite a set of questions | can ask a happy client in a brief conversation or enmil to extract a
powerful, specific testinonial.

My busi ness type: [what | do]

What this client experienced: [their project or service]

Result they achi eved: [what changed for thenj

What obj ection they had before working with ne: [if known]

Format | want the testinonial in: [witten quote / video script / case study]

Generate 6-8 questions that:

- Start with easy, confortable questions before asking for the good stuff

- Draw out specific nunmbers, timefranmes and results rather than vague praise

- Ask about their situation BEFORE working with ne (for contrast)

- Surface the nonent they knew it was worth it

- Get at what they would say to someone considering working with ne

- Are conversational enough to ask in a 10 minute call

- Come with a note on what follow up questions to ask if they give a vague answer

Copy the prompt above » fill in the [brackets] » paste into Claude or ChatGPT » done.
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08

Social Media Captions

Content that sounds like a real person, not a content calendar. These

prompts write posts that actually get engagement.




The Authority Post

Wite a social nedia post that positions nme as an expert in ny field by sharing genuinely useful
i nsi ght.

My industry: [what | do]

Topic or insight | want to share: [the thing | know that others often get w ong]
Why nost people get this wong: [common m stake or m sconception]

What the right approach is: [nmy actual advice]

Who this is nost useful for: [specific audience]

Platform [Linkedln / Instagram/ Facebook]

My name and busi ness: [detail s]

Wite a post that:

- Opens with a statenent that inmediately challenges a common bel i ef

- Backs it up with nmy actual reasoning or experience

- G ves one specific, actionable takeaway

- Ends with a question or CTA that invites engagenent

- Sounds like a practitioner sharing real know edge, not a content narketer

- Is formatted appropriately for the platform (Linkedln = |onger / |nstagram = punchy)

- Does not use generic phrases like "in today's digital |andscape" or "as a business owner"
- Has a hook in the first Iine that stops the scroll

Copy the prompt above » fill in the [brackets] » paste into Claude or ChatGPT » done.
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The Story Post

Wite a social nedia story post about a client result or business experience that builds

credibility and trust w thout sounding |ike a case study.

The situation: [what the client's problem was before]

What | did: [what we worked on together]

The result: [specific outcome with nunbers if possible]

What this taught ne: [the | esson or insight]

What soneone reading should take fromit: [the nmessage for them
Platform [Linkedln / Instagram/ Facebook]

Wite a story post that:

- Follows a before/after/lesson structure but does not feel fornulaic

- Uses specific details that nake the story feel real

- Focuses on the client's experience, not ny cleverness

- Draws out a clear |esson that someone NOT in that situation can still use
- Ends with a relevant question or soft CTA

- Is witten in first person, conversational and honest

- |Is appropriate length for the platform

Copy the prompt above » fill in the [brackets] » paste into Claude or ChatGPT » done.
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The Myth-Busting Post

Wite a nmyth-busting social nedia post that challenges a wi despread belief in ny industry.

The nyth: [common belief or msconception in ny industry]
Wiy people believe it: [where this idea comes fronj

Wiy it is wong or inconplete: [the truth with reasoning]
What the better approach or belief is: [your take]

My industry and business type: [detail s]

Platform [Linkedln / Instagram/ Facebook]

Wite a post that:

- Opens with the nyth stated boldly (people stop scrolling when they see sonething they believe
chal | enged)

- Unpacks why the myth exists before debunking it (this builds credibility)

- Presents the alternative clearly and specifically

- Backs it up with experience, data or a client exanple

- Ends with a question that invites people to share their experience

- |I's provocative enough to generate comments w thout being inflammatory

- Does not attack other businesses or people who pronote the nyth

Copy the prompt above » fill in the [brackets] » paste into Claude or ChatGPT » done.
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The Promotional Post That Does Not Feel Salesy

Wite a pronpotional social nedia post for a service or product that |leads with value, not with
the sale.

What | am pronoting: [service or product nane]
What problemit solves: [the specific pain point]
Wio it is for: [specific person or situation]
Price or key detail: [what they need to know]
One result or outconme: [what they get]

Link or CTA: [what | want themto do]

Platform [Linkedln / Instagram/ Facebook]

Wite a post that:

- Opens with the problemor situation the reader is in (not the product)

- Builds to the solution naturally rather than announcing it

- Mentions the product or service in context, not as the star of the show
- Makes the CTA feel |ike a helpful next step, not a hard sell

- |I's honest about who it is and is not right for

- Does not use countdown tiners, false urgency or ALL CAPS

- Could be read by a stranger and not feel |ike an ad

Copy the prompt above » fill in the [brackets] » paste into Claude or ChatGPT » done.
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The Engagement Prompt Post

Wite a social nedia post designed specifically to generate comments and engagenent from ny
target audience.

My industry: [what | do]

My target audience: [who | want to reach]

A genuinely interesting or debated question in nmy space: [sonething people have opini ons on]
My opinion on it: [what | actually think]

Platform [Linkedln / Instagram/ Facebook]

Wite a post that:

- Stakes out a clear position rather than sitting on the fence

- Invites disagreement as nuch as agreenent (controversy drives reach)
- I's short enough that people read to the end before commenting

- Ends with a specific question that is easy to answer in one |line

- Does not bait engagement with tricks |ike "coment YES if you agree"
- Feels like a real person sharing a real opinion

- Woul d nmake soneone in ny audience tag another person in their field

Copy the prompt above » fill in the [brackets] » paste into Claude or ChatGPT » done.
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Email Newsletter Starters

Most business newsletters are deleted unread. These prompts write

emails people actually open, read and act on.




The Story Newsletter

Wite a business newsletter that leads with a story and ends with a relevant insight or offer.

Story | want to share: [describe a real situation such as a client story, business nonent, or
personal experience relevant to nmy business]

The |l esson or insight fromthe story: [what it taught me or what readers should take fromit]
How t hi s connects to ny business or service: [the rel evance]

Soft call to action: [what | want themto do e.g. reply, book a call, downl oad sonet hing]

My name and business: [details]

Newsl etter nane if any: [e.g. The Wekly Updat e]

Wite a newsletter that:

- Opens with the story imedi ately. No preanble or "welcone to this week's issue"
- Tells the story with specific detail that nakes it feel real

- Draws out the insight naturally fromthe story

- Connects to ny business w thout nmaking the insight feel like a pitch setup

- Ends with a CTA that feels |like a natural next step, not a hard sell

- |I's 300-400 words

- Has a subject line that nakes soneone curious enough to open

Copy the prompt above » fill in the [brackets] » paste into Claude or ChatGPT » done.
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The Practical Tips Newsletter

Wite a practical, value-packed newsletter giving ny audi ence actionable tips on a topic
rel evant to ny business.

Topic: [specific topic relevant to my industry]

My audi ence: [who subscribes to ny list]

3-5 specific tips | want to include: [list them

Wiy these tips matter right now [the context or urgency]
My business and how | can help further: [what | do]

CTA: [what | want themto do next]

My nanme: [nane]

Wite a newsletter that:

- Opens with why this topic matters RIGHT NOW (not "in today's fast-paced world")

- Delivers each tip with enough explanation to be genuinely useful, not a heading and one
sent ence

- Uses real exanples or scenarios where possible

- Connects the tips to a problemthe reader is |ikely experiencing

- Ends with a CTA that feels earned after the val ue delivered

- |I's 300-500 words

- Has a subject line with a specific nunber or outcone that drives opens

Copy the prompt above » fill in the [brackets] » paste into Claude or ChatGPT » done.
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The Re-Engagement Email

Wite a re-engagenent enmil for subscribers who have not opened or interacted with ny enmails in
60- 90 days.

What ny newsletter is about: [topic/purpose]

What val ue | provide: [what subscribers get frombeing on ny |ist]

Sonet hi ng new or changed since they |ast engaged: [new service, content, offer, direction]
VWhat | want themto do: [stay subscribed / update preferences / take an action]

My name and business: [details]

Wite a re-engagenent enmil that:

- Has a subject line that acknow edges the silence honestly (e.g. "W' ve missed you" or "Is this
still useful?")

- Opens with honesty about why you are sending it

- Rem nds them why they subscribed in the first place

- Gves thema reason to stay that feels relevant and new

G ves them an easy and dignified way to unsubscribe if they want to
- |I's under 150 words. Re-engagenent enmils that are too |ong get ignored
- Has warnth w t hout being cloying

Copy the prompt above » fill in the [brackets] » paste into Claude or ChatGPT » done.
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The Offer Announcement Email

Wite a launch emai|l announcing a new product, service or offer to nmy existing email

What | am | aunching: [name and description]

Who it is for: [specific person or situation]
The main problemit solves: [pain point]

Key details: [price, what is included, tineline]
Way now. [genuine reason for the |launch or offer]
Deadline or availability: [if limted]

Link to buy or learn nore: [URL]

My name and busi ness: [detail s]

Wite a launch email that:

- Opens by addressing the problem before revealing the solution

- Builds anticipation before nam ng the product

- States the price and key details clearly. Do not bury them

- Creates genuine urgency if there is a real deadline (do not fake it)
- Makes the CTA obvious and repeats it tw ce

- Sounds |ike an announcenent froma real person, not a launch funnel
- I's under 250 words. People decide quickly whether to click or delete

Copy the prompt above » fill in the [brackets] » paste into Claude or ChatGPT » done.
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The Welcome Email Sequence Starter

Wite a 3-enmmil wel cone sequence for new subscribers that builds trust, delivers value and noves
them toward beconing a client.

What they signed up for: [freebie / newsletter / offer]

My busi ness and what | do: [details]

The main problem | solve: [pain point]

My signature approach or philosophy: [what nakes ne different]

What | want themto do eventually: [buy a product / book a call / join a comunity]
My name and busi ness: [detail s]

Wite three enmails:

Email 1 (send imediately): Deliver what they signed up for, introduce yourself as a real human,
set expectations for what is com ng. Under 150 words.

Email 2 (send day 3): Share one genuinely useful insight or tip that denonstrates your expertise
and builds trust. No pitch. Under 200 words.

Emai|l 3 (send day 5-7): Share a client story or result, connect it to their situation, make a
soft offer or CTA. Under 200 words.

Each ermi| shoul d:

- Have a subject line that gets it opened

- Sound like it was witten to one person, not a |ist

- Build naturally on the previous enuil

- Move the relationship forward w t hout rushing the sale

Copy the prompt above » fill in the [brackets] » paste into Claude or ChatGPT » done.
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Cash Flow Scripts

Cash flow is the number one killer of profitable businesses. These

prompts give you the words to protect yours.




The Cash Flow Crisis Message to Suppliers

Wite a professional nmessage to a supplier requesting extended paynment terns or a tenporary
deferral due to cash flow pressure.

Suppl i er nanme: [nane]

What | owe and when it was due: [$anpunt, date]

Reason for cash flow pressure: [brief, honest explanation e.g. |arge invoice outstanding,
seasonal sl owdown]

What | amrequesting: [e.g. 30 day extension / pay half now and half in 30 days]

My paynent history with them [e.g. always paid on tine for 3 years]

When | expect ny cash position to inprove: [be specific]

My name and business: [detail s]

Wite a nessage that:

- Leads with ny track record before asking for anything

- |I's honest about the situation w thout oversharing or being dramatic

- Makes a specific request, not a vague "can we work sonething out"

- Proposes a concrete paynent plan

- Commts to specific dates

- Does not nake ne sound |like a business in crisis. Tenmporary pressure, not coll apse
- Thanks themfor the relationship and their flexibility

Copy the prompt above » fill in the [brackets] » paste into Claude or ChatGPT » done.
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The Price Increase Announcement

Wite a price increase announcenent to existing clients that keeps them and nanages their
reaction professionally.

Current price: [$anpunt for what service]

New price: [$anount]

Ef fective date: [when the new price starts]

Reason for increase: [genuine reason e.g. costs increased, rates not reviewed in X years,
expanded servi ce]

What they still get for the new price: [confirmval ue]

Whet her existing clients get a grace period: [e.g. current rate | ocked until X date if they book
before then]

My name and business: [details]

Wite an announcenent that:

- Is direct. Do not bury the price change in paragraph three

- Gves a genuine reason w thout over-explaining or apol ogi sing excessively

- Focuses on value rather than justification

- Creates urgency to act before the newrate if you are offering a grace period
- Thanks them for their loyalty

- Is confident. Apologetic price increases invite negotiation

- Wrks as an enmil to existing clients

Copy the prompt above » fill in the [brackets] » paste into Claude or ChatGPT » done.
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The Cash Flow 90-Day Review Script

Hel p me conduct a 90-day cash flow review and pl anni ng session for ny business

My busi ness type: [what | do]

Current nonthly revenue (approximate): [$anount]
Current monthly fixed costs: [$anmpount, |ist nmin ones]
Current nonthly variable costs: [$anount]

Qut st anding i nvoices owed to nme: [$anount, how ol d]
Qutstanding bills | owe: [$anpbunt, when due]

Upcomi ng | arge expenses in next 90 days: [list]
Upcomi ng confirmed revenue in next 90 days: [list]
Current cash in the bank: [$anopunt]

Using this information

1. Calculate ny current cash position and runway

2. ldentify ny biggest cash flow risks in the next 90 days

3. ldentify the 3 fastest ways | can inprove cash flow i medi ately

4. Suggest what to pay first if | need to prioritise

5. Recommend one thing | should stop spendi ng noney on

6. Gve ne a sinple weekly cash flow habit to inplenment fromtonorrow

Present this as an action plan, not a lecture. Be direct about what the nunbers nean.

Copy the prompt above » fill in the [brackets] » paste into Claude or ChatGPT » done.
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The Invoice Payment Terms Upgrade

Wite updated paynent terms for ny business that inprove ny cash flow while renaining acceptabl e
to clients.

My current paynment terns: [e.g. 30 days frominvoice]

What | want to nove to: [e.g. deposit upfront, 7 day terns, paynent on conpl etion]
My busi ness type: [what | do]

Average project or job value: [$anpunt]

My client type: [e.g. small businesses, individuals, corporates]

Wite new paynent terns that:

- Shift nore noney to upfront or on delivery

- Are standard enough not to scare off good clients

- Include a clear |late paynent clause with specific consequences

- State the ternms in plain English a client can understand

- Work for both one-off projects and ongoi ng work

- Come with a brief script | can use to explain the newterns to existing clients who are used
to nmy old terms

- Are firmenough to be enforceable

Copy the prompt above » fill in the [brackets] » paste into Claude or ChatGPT » done.
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The Emergency Revenue Generator

Hel p ne generate i medi ate revenue for ny business in the next 30 days without spending nbney on
adverti si ng.

My busi ness type and main services: [detail s]

My current client base: [rough nunber and type]

My email list size if any: [nunber]

My social nmedia following if any: [rough nunber and platforni

Skills or services | have but do not usually pronote: [list anything]

Assets | have: [e.g. unused products, courses, content, equi pnent]

My target: [how nmuch cash | need and by when]

VWhat | amwlling to do: [e.g. offer a special rate / bundle services / create a limted offer]

Generate a 30-day energency revenue plan that:

- Prioritises existing clients and warm contacts before cold outreach
- ldentifies the fastest cash-generating actions in order of speed

- Suggests at |least one offer | probably have not thought of

- Is realistic given ny capacity and situation

- Does not require nme to discount so heavily | damage my positioning
- Gves ne a day by day or week by week sequence of actions

- |I's honest about what will and will not work in 30 days

Copy the prompt above » fill in the [brackets] » paste into Claude or ChatGPT » done.
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DigiPixi

You just saved yourself hours.

These 50 prompts are just the beginning.
DigiPixi builds business systems, SOP packs and operational frameworks
for small businesses that are ready to stop running on guesswork.

If your business is making money but drowning in admin or missing systems,

we have a product for that.

digipixi.com.au

hello@digipixi.com.au
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