Automate to Scale: CHEETSHEAT

Ecommerce Ops & Marketing P1

with Al + Workflows —

Streamline ops and marketing for world-class brands.

3 Core Automation Areas
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1. Monthly Al Competitor Summaries 2. Custom GPTs 3. Marketing Automations

e Track what your competitors are e Your entire SOP library in a ChatGPT bot e Auto-alerts when metrics drop
doing ¢ Instant answers to technical questions ¢ Proactive promotion reminders

« Creatives, offers, landing pages - all e Action plan visibility for your whole team
in one place

Strategy #1:
Monthly Al Competitor Summaries
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Choose 5-10 brands in your niche
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Your competitors’ entire marketing mix
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STEP 2

Let Panoramata Track
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STEP 3
Get condensed report of key changes )
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STEP 4 A

Emails Landing page changes Ads Adjust based off your competitor data
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Get Al to condense into reports where you can pull the high-level angles, offers and
moves in the market weekly.

- Yeaterday
o ] Weetty Emai Volume Report
Here's a summary of the emall marketing trends
“TSummary:** The emalls heavily focus on promotions, especially free gifts with purchase (masks, molsturizers, and trial sizes), discounts (up to SO% off), and Bmited-time mys!

wpency, Nghlighting deals ending soon and limited stock. Several campaigns target specinic demographics, such as singles, or address seasonal needs like winter skincare

""Key Insights and Advices."*
* ""Free Gifts & Bundies™": Highly effective at driving sales, particularly when tied 1o a minkmum purchase threshokd, Test different free gifts to gauge customer preference &

" "Ursency™": "Last dav" and "siocks are fiving out® messaging can boost immediate sales but should be used ludiciouslv to avold desensitizing customerns
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Automate to Scale:
Ecommerce Ops & Marketing
with Al + Workflows

Streamline ops and marketing for world-class brands.

CHEETSHEAT

P2 —
L

The SOP Problem

Document Nightmares

50+ page SOPs buried in Google
Drive

Team scrolls for 10 minutes to find
ERSIES

New hires overwhelmed by
information

Knowledge trapped in senior team
members' heads

Building Your Own

1/ Gather Your SOPs +
Checklist

Step 1: Organize your documentation.

Pull together your SOPs, checklists, and
guides. Clean them up, remove outdated
information, fix formatting issues.

Strategy #2:

Custom GPTs

Writing ad copy + more

2/ Condense and organize
knowledge into Al-ready docs

Shopping Ads and Campaign Structures

Tunsamentsl S uture of every Googhe Ads Account

CONVERSION TRACKING
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Step 2: Convert everything to Al ready

Break your docs into clear categories.
We have separate files for "Product Title
Guidelines," "Bidding Strategy SOPs,"
"Troubleshooting Common Issues." Don't
dump everything into one massive doc.

Helping our marketing
team scale

3/ Upload to your ChatGPT
and refine

Step 3: Set up on ChatGPT

Test with your most common issues and
problems. Program with a system
prompt that forces the Al to create

citations. Adjust, and update over time.
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Automate to Scale: CHEETSHEAT
Ecommerce Ops & Marketing P3
with Al + Workflows S—

U
Streamline ops and marketing for world-class brands.

Strategy #3:
Marketing Automations

Ad Spend Drop Conversion Drop

. Claaio (Head Of Operations) =
Claudio (Head Of Operations) 4+ 1044 424 )

' w =) [\ Narming Comversion Drop at Account Levet
w =) g\ Narming Ad Spend Drop at Account Levet Searsd Nama
Brand Name: - Timezone: Australia/ Sydney
Timezone: America/Phoenix Conversion Drog: 75.00%
Adspend Drop: -66.99% Timedrame: 10-11-2025 vs 11-11-2025
Timeframe: 24-10-2025 vs 25-10-2025

it is your resporsibility to investigate the drop and address the possible issue. Escalate ¥ needed to MB or Tech Specialist. If not

It is mandiatory 1o leave 3 comment within this thread explaining the reason for the Ad Spend Drop addressed, we will assume Bhat the drop is not caune for concern.
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Yesterday Conversion drops X%+ vs  f—=====-" Send Slack alert to: Media buyer
day before +CSM

If yesterday's spend < (previous day Send Slack alert to: Media buyer +
x X%) CSM

Slow Start Protocol Promotion Calendar

{Echelonn Slack Ext v

A Siow Sart At o 'y Friday, November 14th -
Results have not picked up yet for
des No sianificant t-level - Claudio (Head Of Operations) A% 12/ am

cv:l::‘;a;:'uamw.\aun - o significant account-level | . S eas i) teteomming promsa b1 14 cle for Black Fiicey srid Cyber Mxdey Day,
ROAS last 60 Doyx: 39 performance change over last ® GEOs involved: US, EU. AU

- X days with Echelonn A o - - EF

e e o mm‘"::‘;:“ “"',::‘“ If relevant, please coordinate with your clients and media buyers to ensure everything is planned and |
«

30 mies.

1:1 with Filippo - Partner & Head of Google Ads @ Echelonn ﬂ | ﬁ l

e Escalate to strategist + Head of Database of all major sales events ~ |======---1 Escalate to strategist + Head of

Google ads around the globe. Google ads

Check at 7/14 days before to trigger.

Action Plan Canvas

g [T T~ ) Strategic action plans are written manually
T e e e e e e ot e s ek BT R by humans, then Al instantly converts them

Connecting - Action Plas - Timedra.

into structured checklists (tasks, owners,
deadlines), and backend automations auto-
post them as Slack Canvases into the
brand’s channel.

Have ChatGPT process the action
plan into a checklist document
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