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2025 CMO'S GUIDE TO LARGE LANGUAGE MODELS (LLMs) FOR B2B MARKETING

INTRODUCTION

As marketing is perceived as the tip of the spear for customer
engagement and technology innovation, the CMO plays a critical role
in driving Al fluency. This guide serves as an overview and starting
point for applying Al to your team's workflow using LLMs, built
around a simple CMO-led Al charter: Empower the marketing team
with Al to deliver 5x output.

Although CMOs don't need to replace their entire teams with agents,
contrary to Al hype, the reality is that B2B marketing leaders need to
deliver growth while demonstrating that acquisition costs are
trending downward.

Increased ROI can be achieved by combining marketers' creativity
and expertise with Al scalability through human-in-the-loop go-to-
market (GTM) systems. Since Al capabilities improve with training
and tuning over time, the sooner organizations integrate Al agents
as partners within their people, systems, and processes, the sooner
they can build their "intelligence muscle" and stay ahead of the
competition.

This guide was co-written with Claude Sonnet 4, with research
assistance from multiple Al platforms.

P.02
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THE RISE OF LLMs IN B2B MARKETING

To understand the transformative potential of LLMs, we must first examine the challenges
facing modern marketing teams, challenges that traditional solutions simply cannot solve at
scale.

MARKETING DEMAND IS OUTPACING RESOURCES
Modern marketing teams face five critical challenges:

Content Volume Crisis: B2B companies need 5-7 pieces of content per prospect to drive
conversion, creating an exponential content demand that traditional workflows cannot
sustain. Teams struggle with both creating original content and repurposing existing
assets across multiple formats, while global organizations face additional complexity of
localizing content for different markets.

Personalization at Scale: Accounts in your Total Addressable Market (TAM) and buying
groups expect personalized experiences, but manual personalization becomes impossible
when targeting multiple verticals, each with thousands of accounts, each containing
multiple buyer personas.

Speed-to-Market Pressures: Campaign cycles have compressed from months to weeks,
driven by competitive moves and market shifts, with some digital campaigns requiring
same-day turnaround times. These compressed timelines create cascading effects
including approval bottlenecks and coordination challenges across cross-functional
teams.

Data Quality & Insights Gaps: Marketing teams face dual data challenges. Poor data
hygiene across CRM and marketing platforms undermines segmentation accuracy and
campaign execution effectiveness. Meanwhile, vast amounts of performance data remain
trapped in silos, preventing teams from extracting actionable insights quickly enough to
optimize campaigns and strategic decisions.

Resource Constraints: Marketing budgets as a percentage of total revenue decreased in
2024 to 7.7% (Gartner), driven by economic uncertainty and increased competition for
corporate resources. This creates an expectation paradox where marketing teams must
maintain or improve results while operating with reduced budgets and demonstrating
clear ROI.
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THE RISE OF LLMs IN B2B MARKETING
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THE LLM SOLUTION

Large Language Models represent a fundamental shift in how marketing work gets done.
LLMs bring sophisticated language understanding, contextual awareness, and personalized
content generation capabilities that can scale human creativity without sacrificing quality.

These capabilities directly address each of the five marketing challenges: generating
unlimited content variations, enabling personalized messaging at scale, compressing
campaign cycles, transforming data into insights, and multiplying team capacity—all while
reducing costs. The result is measurable value that extends beyond operational efficiency to
drive pipeline acceleration and revenue growth.
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THE RISE OF LLMs IN B2B MARKETING

MARKETING SOLUTION WITH LLMS

LLM integration delivers improvements across every marketing function, creating a direct
path from operational improvements to business growth. The transformation occurs across

five key dimensions that compound to drive pipeline quality and revenue acceleration:

Content Production: While human oversight remains essential, the cost to leverage Al for
content creation has improved dramatically, with inference prices for LLMs decreasing by
200-fold for some models (Epoch Al). This cost reduction enables teams to produce higher
volumes of personalized content that directly improves engagement rates and lead quality.

Inference price across select benchmarks, 2022-24
Source: Epoch Al, 2025; Artificial Analysis, 2025 | Chart: 2025 Al Index report
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Campaign Velocity: Significant reduction in campaign time-to-market enables marketing
teams to respond to market opportunities with unprecedented speed. Faster campaign

deployment means quicker capture of market momentum and competitive advantages that

translate to accelerated pipeline generation.

Dynamic Personalization: Teams can now create personalized messaging at scale for key

accounts and buying groups, moving beyond basic demographic segmentation to behavioral

and contextual personalization. This precision targeting improves lead qualification rates

and shortens sales cycles by delivering more relevant prospect experiences.
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THE RISE OF LLMs IN B2B MARKETING

Data Management & Intelligence: LLMs address both sides of the data challenge through
intelligent automation. They automatically clean and standardize customer data to improve
segmentation accuracy and campaign targeting. Simultaneously, they analyze performance
data across multiple channels to extract actionable insights that guide real-time optimization
and strategic decision-making. This dual capability transforms data from a bottleneck into a
competitive advantage.

Scale Operations: LLMs enable marketing teams to scale operations efficiently, overcoming
traditional resource constraints. From empowering Product Marketing teams to refine
messaging to enabling Marketing Operations teams with advanced data analysis and Al-
powered lead scoring, these tools increase team output while improving customer acquisition
costs. Organizations can achieve sustainable growth without proportional increases in
headcount or budget.

THE BUSINESS VALUE

These improvements create a compound effect that drives measurable pipeline acceleration
and revenue growth. By improving account targeting through Al-powered scoring and
personalization, marketing teams generate higher-converting prospects that move through
sales cycles faster and close at higher rates. Enhanced data management and campaign
optimization reduce customer acquisition costs through more efficient advertising and media
spend allocation. Accelerated campaign development enables rapid response to market
opportunities, capturing revenue that would otherwise be lost to slower competitors. The
result is sustainable competitive advantage—transforming marketing from a cost center into
a revenue driver.
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UNDERSTANDING THE LLM LANDSCAPE

While the enterprise LLM landscape continues to evolve rapidly, three platforms have
emerged as the primary choices for marketing teams. Claude excels at on-brand writing,
ChatGPT-5 offers superior reasoning capabilities, and Gemini provides exceptional data
processing power.

Success depends on understanding these core differentiators and selecting the platform
that best aligns with your marketing priorities and technical environment.

SUMMARY OF FREQUENTLY USED LLMs

OpenAl GPT-5

GPT-5 excels at complex problem-solving and strategic thinking. When you need an
Al that can work through multi-step challenges, analyze scenarios, and provide
logical recommendations, this is your platform.

Applications: Strategic planning, complex problem-solving, and organizations
needing versatile Al capabilities across multiple marketing functions.

Key Strengths: Considerations:

e Superior reasoning capabilities for e Higher cost structure requires
complex marketing strategy and careful ROl management at scale
campaign planning » Requires thoughtful prompt

» Extensive ecosystem of integrations engineering to maintain brand
with existing marketing tools consistency

e Multimodal processing (text, images, « Complex pricing with multiple tiers
audio) in unified workflows based on usage

* Proven track record with enterprise
customers and robust security
frameworks
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Anthropic Claude Sonnet 4

Claude Sonnet 4 produces content that sounds genuinely human. If brand voice
consistency and natural communication are critical to your marketing, Claude
delivers unmatched quality.

Applications: Brand-critical communications, customer-facing content, and
organizations where writing quality and natural tone are paramount.

Key Strengths:

» Exceptional brand voice consistency
across unlimited content volume

e Large context processing (1m

tokens) for comprehensive document

analysis

 Enterprise-grade security and
reliability with Constitutional Al
training

e Superior performance on
conversational content and
customer-facing communications

Google Gemini 2.5 Pro

Considerations:

* Balanced pricing between premium
capabilities and cost efficiency

e Primarily text-focused with limited
multimodal capabilities

« Smaller integration ecosystem
compared to competitors

Gemini 2.5 Pro handles massive amounts of information and integrates seamlessly
with Google's ecosystem. For data-driven marketing operations, it's unmatched in
scale and analytical capability.

Applications: Data-intensive analysis, Google-integrated workflows, and cost-
conscious implementations requiring large-scale processing.

Key Strengths:

« Massive data processing capacity
(1M+ token context window)

» Native Google Workspace and
Analytics integration

o Real-time web search and market
intelligence capabilities

e« Advanced multimodal processing for
text, images, and video

Considerations:

« Optimal performance requires
Google ecosystem commitment

* Less sophisticated creative writing
compared to specialized platforms

« Newer platform with fewer
established enterprise use cases
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UNDERSTANDING THE LLM LANDSCAPE

CHOOSING THE RIGHT LLM

Successful marketing organizations use multiple LLMs strategically:

For Strategic Thinking: Use ChatGPT-5 when you need logical analysis, complex
reasoning, or multi-step problem solving.

For Brand Communications: Deploy Claude when writing quality, brand consistency, and
natural tone are essential.

For Data Operations: Leverage Gemini for large-scale analysis, Google integration, or
cost-effective high-volume tasks.

While implementation varies by environment, this approach maximizes each platform's
unique strengths while building comprehensive Al capabilities across your marketing
team.
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USE CASES

Understanding platform capabilities is just the first step. The real value comes from
integrating LLMs strategically across each marketing functions. The following use cases
show how to deploy these capabilities to address the five core challenges, maximize each
platform's strengths, and transform Al potential into marketing results.

CONTENT GENERATION

Move beyond basic content creation to comprehensive, multi-channel content ecosystems

that adapt to the target audiences.

Key Applications:

e Multi-channel content adaptation (single
brief generates blog posts, social content,
email campaigns, and video scripts)

e Competitive content gap analysis with
automated response strategies

e Seasonal content planning enhanced with
trend prediction and market timing

o Content repurposing across different buyer

Implementation:

Establish content generation workflows
that create comprehensive content
libraries from single strategic briefs.
These systems should automatically
adapt messaging for different channels
while maintaining brand consistency
and optimizing for specific audience
segments and conversion goals.

journey stages with appropriate messaging
Brand voice consistency is maintained
across all content formats and channels

SALES ENABLEMENT

Provide sales teams with insight-driven support materials that evolve based on opportunity
characteristics, competitive landscape, and prospect behavior throughout the sales cycle.

Key Applications:

Dynamic battle cards with real-time
competitive intelligence updates

Objection handling scripts tailored to specific
prospect personas

Automated proposal customization aligned with
deal characteristics and requirements
Personalized follow-up sequences triggered by
pipeline activity and prospect engagement

ROI calculation tools personalized to prospect
business metrics and industry benchmarks

Implementation:

Create intelligent sales enablement
tools that automatically generate and
update sales materials based on
opportunity stage, competitive threats,
and prospect engagement data. Ensure
sales teams have access to relevant,
current content for every interaction,
while maintaining consistency with
marketing messaging.
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USE CASES

INTEGRATED CONTENT OPTIMIZATION: FROM SEO TO Al CITATIONS

Go beyond basic keyword targeting with semantic search optimization, user intent
alignment, and Al-driven content strategies that capture both traditional search engine

traffic and emerging Al-powered discovery channels.

Understanding the Al Content Optimization Landscape: Three complementary disciplines
now shape how content gets discovered in Al-powered search:

GEO (Generative Engine Optimization) - designing content to be cited or summarized

by LLMs answering user questions

AEO (Answer Engine Optimization) - crafting content for direct answer extraction and

snippet inclusion in Al answers and voice assistants

LLMO (Large Language Model Optimization) - technical structuring to align with
language model prompting, retrieval, and content chunks

Key Applications:

Topic cluster development around pillar
content to strengthen topical authority and
search rankings

User intent mapping across awareness,
consideration, and decision stages to capture
qualified traffic

Featured snippet and "position zero"
optimization to dominate search engine results
pages

Technical SEO and Al visibility enhancements
(schema markup, structured data, alt text,
meta tags)

Content performance prediction using Al
models to forecast click-through rates,
engagement, and ranking potential
Automated optimization recommendations
based on live rankings, LLM mentions, and
traffic sources

Implementation:

Build integrated workflows that
combine SEO, GEO, AEO, and LLMO
strategies. Automate topic cluster
generation from semantic gap
analysis and Al trend data. Create
content briefs tailored for both
human readers and Al discovery.
Implement technical optimizations
that serve traditional search
engines and language models
simultaneously. Establish automated
tracking with real-time adjustments
based on rankings, LLM citations,
and traffic sources across all
discovery channels.
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USE CASES

PREDICTIVE ANALYTICS & REPORTING

Transform marketing data into actionable insights and predictive intelligence that drives
strategic decision-making and campaign optimization with unprecedented speed and

accuracy.

Key Applications: Implementation:

e Account scoring and prioritization to drive Ensure a robust systems foundation
Account-Based Marketing (ABM) is in place to capture performance

» Performance narrative creation that translates data across all GTM channels.
data into strategic insights and Develop automated reporting
recommendations systems that synthesize data from

e Predictive analysis for campaign performance multiple marketing channels into
forecasting and budget allocation coherent strategic narratives,

e Multi-touch attribution and customer journey providing predictive insights and
mapping across all touchpoints specific optimization

recommendations with clear
implementation roadmaps. Having
the right foundation in place will
enable better budgeting, planning,
and performance optimization.

DYNAMIC EMAIL & COMMUNICATION PERSONALIZATION

Create adaptive email experiences that respond to recipient behavior, preferences, and
real-time context for maximum engagement and conversion rates.

Implementation:

Ensure proper data hygiene in CRM
systems. Build personalized email
solutions that generate unique content
for each recipient based on available
data points, creating high volumes of
personalized variations from single
campaigns while optimizing send times
and content based on engagement
patterns.

Key Applications:

e Behavioral trigger automation based on
website actions and email engagement
patterns

e« Firmographic data integration considering
company size, industry, growth stage, and
technology stack

e Contextual adaptation for time zones,
geography, budget cycles, and industry-
specific business calendarsEngagement
history optimization leveraging campaign
responses and content preferences

e A/B testing automation with dynamic winner
selection and continuous optimization
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USE CASES

CAMPAIGN OPERATIONS & DATA HYGIENE

Transform through intelligent data management, campaign process optimization, and
automated quality control that scales with organizational growth.

Key Applications:

Automated data quality management with
duplicate detection, record standardization,
and formatting consistency across CRM and
marketing automation platforms

Campaign launch acceleration through
automated asset generation, template
optimization, and streamlined approval
workflows that reduce time-to-market
Real-time performance monitoring with
anomaly detection and optimization alerts for
campaign metrics and technical issues
Operational reporting that synthesizes data
quality metrics, campaign performance, and
team productivity insights into comprehensive
health dashboards

Implementation:

Establish automated workflows that
continuously clean marketing
databases and accelerate campaign
development through intelligent
asset creation. Implement
streamlined execution processes
that automatically generate assets,
optimize templates, and expedite
approvals. Create reporting
frameworks that provide actionable
insights for continuous process
improvement and scalability.

COMPETITIVE INTELLIGENCE & MARKET ANALYSIS

Transform raw market data into actionable competitive insights that inform strategic
positioning, product development, and campaign optimization.

Key Applications:

Sentiment analysis across customer reviews,
surveys, and social media mentions
Positioning gap analysis to identify
unexploited market opportunities

Content strategy reverse engineering of
competitor approaches and messaging
Trend prediction through multi-source data
synthesis and pattern recognition

Win/loss analysis integration for continuous
positioning refinement

Implementation:

Establish automated competitive
intelligence workflows that generate
weekly briefings analyzing
competitor content, pricing changes,
feature announcements, and market.
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USE CASES

HYPER-PERSONALIZED DIGITAL CAMPAIGN

Go beyond simple name replacement to deep behavioral, demographic, and
firmographic personalization that adapts to real-time prospect engagement and
lifecycle stages.

Key Applications: Implementation:

e Behavioral personalization based on page Develop persona-specific messaging
visits, engagement history, and content libraries that adapt based on real-time
preferences data inputs. These systems should

e Firmographic context integration including generate a high volume of campaign
industry trends, company news, and variations while maintaining brand
seasonal relevance consistency and optimizing for

e Persona-based customization addressing conversion.

communication preferences and decision-
making styles

e B2B Lifecycle stage optimization for
prospects, pre-opportunity, post-
opportunity, customers, expansion
opportunities, and retention campaigns

* Real-time campaign adaptation triggered
by performance metrics and engagement
data
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PROMPTING BEST PRACTICES

Important: Each organization's risk position varies based on customer data sensitivity,
industry regulations, and contractual obligations. Consider both your compliance
requirements and those of your customer base when implementing Al tools. As with any
other cloud business application, consult with your IT security, legal, and compliance
teams before processing data through LLMs.

Effective use of LLM requires understanding the art and science of prompt engineering.
The most successful implementations follow key best practices: be specific rather than
vague, provide relevant context and examples, define clear constraints and success
criteria, and iterate based on output quality. While numerous frameworks exist, we
present the CRISPY framework for its broad applicability across use cases. This
framework and the following examples will help you achieve consistent, high-quality
results from your LLM tools.

THE CRISPY FRAMEWORK FOR MARKETING PROMPTS

C - Context:
Provide comprehensive background information about your company, market, and
specific situation

R - Role:
Define the Al's role and expertise level to ensure appropriate perspective and
knowledge application

| - Instructions or Information:
Give clear, specific directions with actionable steps and desired outcomes or key
data, insights, research, and supporting details to incorporate

S - Style or Scope:
Specify tone, voice, and format requirements that align with your brand guidelines
or project boundaries, scale, and extent of work

P - Parameters:
Set constraints and success criteria to ensure deliverable quality and relevance

Y - Yield:
Define the specific output format and deliverable structure you expect
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PROMPTING BEST PRACTICES

EXAMPLE: BLOG POST OUTLINE PROMPT

CONTEXT: We're a B2B SaaS company selling project management software to mid-market
companies (50-500 employees). Our target audience consists of operations managers who are
frustrated with current tools that don't scale with their growing teams. Our main competitor is
Monday.com, and our key differentiator is advanced automation capabilities that eliminate manual
workflow management.

ROLE: You are a senior content strategist with 10+ years of B2B SaaS marketing experience,
specializing in operations management solutions. You understand the pain points of scaling teams
and have deep expertise in positioning automation as a competitive advantage.

INSTRUCTIONS: Create a comprehensive blog post outline for "The Hidden Costs of Project
Management Tool Sprawl" that accomplishes the following objectives:

1.Addresses the pain point of using multiple disconnected tools and quantifies the hidden costs
2.Positions our automation features as the primary solution to tool sprawl

3.Includes relevant data points and statistics to support all arguments

4.Incorporates SEO keywords naturally throughout the content structure

5.Concludes with a soft call-to-action for a product demo

STYLE: Professional but conversational tone, similar to Harvard Business Review articles. Use short

paragraphs and bullet points for enhanced readability. Include relevant analogies to help explain
complex concepts and make the content more engaging for busy operations managers.

PARAMETERS:

e Target length: 1,500-2,000 words

e Include 3-5 compelling subheadings that address different aspects of tool sprawl

e Incorporate at least 2 case study examples from similar companies

e SEO keywords to include: "project management efficiency," "tool consolidation,
automation”

e Include 2-3 compelling statistics per section to support key points

e Maintain focus on mid-market audience throughout

workflow

YIELD: Deliver a structured blog post outline with the following format:

e Title

e Introduction (brief summary of the problem and importance of the topic)

e Main Sections (3-5 subheadings with brief explanations and bullet points for key arguments or
examples)

e Conclusion (summary of takeaways and soft CTA for a product demo)
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PROMPTING BEST PRACTICES

EXAMPLE: ADVANCED PERSONALIZATION PROMPT

CONTEXT: We're a cybersecurity software company targeting IT directors at mid-market financial
services firms (100-1,000 employees). The prospect [PROSPECT_NAME] at [COMPANY_NAME] works
in [INDUSTRY] with [SIZE] employees. Recent company news: [RECENT_COMPANY_NEWS]. Their
previous engagement includes [ENGAGEMENT_HISTORY]. Key pain points identified:
[IDENTIFIED_CHALLENGES]. Our main value proposition is reducing security incidents by 75%
through Al-powered threat detection.

ROLE: You are a senior account executive with 8+ years of experience selling cybersecurity solutions
to financial services companies. You understand compliance requirements, risk management
priorities, and the unique security challenges facing this industry.

INSTRUCTIONS: Create a personalized outreach email that accomplishes these objectives:

1.References their specific industry compliance requirements in a natural, consultative way

2.Connects to their recent company news or achievements in a meaningful, non-generic manner

3.Addresses their demonstrated pain points with specific examples relevant to their situation

4.Ends with a specific, low-pressure call-to-action offering a complimentary compliance
assessment

STYLE: Professional but consultative tone, similar to a trusted advisor approach. Avoid sales-heavy
language and focus on providing value. Use industry-specific terminology appropriately. Structure
with short paragraphs optimized for mobile readability.

PARAMETERS:

e Length: 125-175 words maximum to respect recipient time

e Include one specific statistic related to their industry's security challenges

e Reference one compliance framework relevant to their business (SOX, PCI DSS, etc.)
e Mention case study company by industry and size only (no names)

e Call-to-action should offer specific value (free assessment, industry report, etc.)

e Subject line should be industry-specific and reference recent news when possible

YIELD: Deliver a complete cold outreach email including:

e A subject line tailored to the recipient's industry and company news
e A short, personalized introduction

e A body paragraph addressing pain points and compliance

e One statistic to support urgency

e A closing paragraph with a clear, soft call-to-action

e Total word count must fall within the defined range
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PROMPTING BEST PRACTICES

EXAMPLE: COMPETITIVE ANALYSIS PROMPT

CONTEXT: We're analyzing [COMPETITOR_NAME] as part of our quarterly competitive intelligence
review. We operate in the marketing automation space, targeting mid-market B2B companies. Our key
differentiators are advanced Al personalization and superior customer success support. This analysis
will inform our Q2 product roadmap and competitive positioning strategy. Recent market changes
include increased focus on privacy compliance and cross-channel attribution.

ROLE: You are a competitive intelligence analyst with 10+ years of experience in the martech industry.
You have deep expertise in marketing automation platforms, understand buyer evaluation criteria, and
can identify strategic market opportunities and threats before they become widely recognized.

INSTRUCTIONS: Analyze [COMPETITOR_NAME] using the following data sources and provide a
comprehensive assessment.

Data Sources to Analyze:

e Website messaging, positioning, and feature descriptions

e Recent blog posts, thought leadership, and content marketing strategy

e Social media activity, engagement patterns, and community building efforts
e Customer review sites (G2, Capterra) for satisfaction and complaint patterns
e Recent funding announcements, partnerships, and strategic initiatives

e Pricing structure and packaging strategies

Analysis Framework:
1.Current market positioning and unique value propositions
2.Content strategy effectiveness and thought leadership themes
3.Product strengths and identified weaknesses or gaps
4.Customer sentiment analysis and satisfaction trends
5.Strategic opportunities for competitive advantage
6.Potential threats and recommended defensive strategies

STYLE: Executive briefing format suitable for C-level review. Use data-driven insights with specific
examples and avoid emotional language. Include actionable recommendations with clear rationale and
supporting evidence.

PARAMETERS:

e Format as a structured executive brief with clear sections and headers

e Lead with a 2-sentence executive summary highlighting the most critical insights
e Include 4-6 key findings with supporting evidence and specific examples

e Provide 3 specific strategic recommendations with implementation difficulty rating (low/medium/high)

e Risk assessment: categorize threat level (low/medium/high) with detailed justification

e Include recommended monitoring frequency and key metrics to track ongoing competitive activity

e Total length: 500-750 words maximum for executive consumption

e Include at least 2 quantitative insights (market share, growth rate, pricing, customer satisfaction
scores, etc.)
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PROMPTING BEST PRACTICES

YIELD: Provide a final deliverable structured as a Markdown-formatted executive brief with the

following sections:

e Executive Summary (2 sentences)

e Key Findings (4-6 bullets with supporting data or examples)

e Strategic Recommendations (3 actions with implementation difficulty)

e Risk Assessment (threat level with justification)

e Ongoing Monitoring Plan (suggested frequency and key metrics)

e Ensure the content is clear, scannable, and ready to paste into a slide deck. Use bullet points
where appropriate and bold key takeaways.

EXAMPLE: BASIC ACCOUNT SCORING PROMPT

CONTEXT: We are a [INSERT PRODUCT/SERVICE TYPE] company targeting [INSERT TARGET
CUSTOMER PROFILE - company size, industry, etc.]. Our ideal customer profile includes companies
with [INSERT IDEAL FIRMOGRAPHIC CHARACTERISTICS - e.g., 100-500 employees, $10M-100M
revenue, specific industries]. We need to score accounts from our Salesforce firmographic data to
help our sales team prioritize prospecting efforts based on account fit and potential value.

ROLE: You are a senior Marketing Operations analyst with 10+ years of experience in account-
based marketing and firmographic analysis. You have deep expertise in identifying ideal customer
profiles and understanding how company characteristics correlate with sales success and deal
value.

INSTRUCTIONS: Analyze the provided Salesforce firmographic data and create a scoring system
that accomplishes the following:

1.Score each account from 1-100 based on firmographic fit and potential deal value
2.Weight the scoring based on these firmographic factors:
o Company size/employee count: [INSERT WEIGHT %]
o Annual revenue: [INSERT WEIGHT %]
o Industry vertical: [INSERT WEIGHT %]
o Geographic location: [INSERT WEIGHT %]
o Company growth indicators: [INSERT WEIGHT %]
3.Apply automatic high scores (90+) for companies that match [INSERT IDEAL PROFILE CRITERIA]
4. Apply automatic low scores (20 or below) for [INSERT DISQUALIFYING FIRMOGRAPHICS - e.g.,
too small/large, wrong industry, restricted geographies]
5.Consider company maturity and growth stage as indicators of budget and buying authority

Available firmographic fields include: [INSERT AVAILABLE FIRMOGRAPHIC FIELDS - e.g., employee
count, annual revenue, industry, headquarters location, founding year, growth rate, funding status,
technology stack]
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PROMPTING BEST PRACTICES

SCOPE: This analysis should cover the provided CRM account database with focus on firmographic
scoring only (exclude behavioral or engagement data). Process accounts within our target market

segments and prioritize accounts that align with our ideal customer profile benchmarks.

PARAMETERS:

Scores 90-100: Perfect fit prospects (highest priority outreach)

Scores 70-89: Strong fit prospects (prioritize in territory planning)

Scores 50-69: Moderate fit prospects (include in broader campaigns)

Scores 30-49: Weak fit prospects (low priority, nurture only)

Scores 1-29: Poor fit or disqualified (exclude from active prospecting)

Include brief explanation of firmographic scoring criteria

Use publicly available data to complete accounts with incomplete firmographic data
Process maximum [INSERT NUMBER] accounts per analysis

Ideal customer profile benchmark: [INSERT IDEAL CUSTOMER CHARACTERISTICS]

YIELD:

Generate a structured spreadsheet-ready output with three columns: Company Name, Score (1-
100), and Firmographic Fit Reason. Include a summary section at the top with total accounts
processed, score distribution breakdown, and key insights about the account portfolio quality.

Provide the scoring methodology as a separate section for sales team reference and future use.
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CONCLUSION:
STRATEGIC PLAN TO SYSTEMS EXECUTION

The integration of Large Language Models into B2B marketing represents more than just
a martech upgrade — it's a fundamental transformation in how marketing value is created
and delivered. Organizations that master this transition gain sustainable competitive
advantages in efficiency, personalization, and market responsiveness that compound
over time as they integrate LLMs into their go-to-market systems.

THE PATH FORWARD

Success with LLMs requires a balanced approach that combines rapid experimentation
with well-architected solutions. Marketing leaders must maintain brand integrity while
embracing Al capabilities, build team competencies while preserving institutional
knowledge, and scale operations while preserving the human elements that drive
authentic customer connections.

Like the promise of marketing automation before it, Al solutions are only as effective as
the systems and data foundations on which they are built. These foundations are

essential to deliver the personalized and engaging customer experiences that drive
business growth.

THE TIME TO ACT IS NOW

The marketing organizations that will thrive in the Al era understand that LLMs are not
replacements for marketing teams' creativity and strategic thinking, but powerful
multipliers of their output and impact. By embracing the CMO-led Al charter: Empower
the marketing team with Al to deliver 5x output, these organizations combine the scale
and efficiency of Al with the expertise, creativity, and strategic insight of marketers.

This approach will set new standards for B2B marketing effectiveness and customer
engagement.

The question is not whether to adopt LLMs, but how quickly you can implement them
effectively. Companies that delay risk falling behind competitors who are already
building their intelligence advantage and delivering 5x marketing impact.
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Archstone Digital combines deep expertise in Growth
Marketing & Marketing Operations to build B2B GTM
systems and Al solutions that accelerate revenue growth
through full-funnel optimization. To learn more, set up a
strategy session with us.
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