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Here are some ways to remove wrinkles
from clothes without an iron:

Dryer

Throw a damp towel or some ice cubes in the
dryer with your clothes and run it on high for
15-20 minutes. The steam will help smooth out
the wrinkles.

Hair dryer

Lay the clothing on a flat surface and blast it
with hot air from a dryer held a couple inches
above the fabric.

Shower

e
Hang your clothes in @thrﬂﬂm while you
take a long, hot shower. The steam will help
smooth out the wrinkles.

Damp towel

Flatten the clothing on a surface and then press
a damp towel into it. Hang the item up to dry.

Wrinkle release spray

spray the clothing, shake it out, and then flatten
it with your hands. Hang the item to dry.

& wikiHow : @ rd.com

\. How to Remove Wrinkles 10 Eurprislg‘d
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Lars Maat ,

:-_.-:;53':1.5- : @lEIl'Sm aat

Everybody keeps talking about Al in our
business. But it seems that hardly

anybody is actually using it a lot. How

about you? How do you use Al in the

#PPC landscape? #ppcchat

10:00 AM - Apr 21, 2024 - Twitter for Web
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‘E' ) Lars Maat ,

@larsmaat

Everybody keeps talking about Al in our
business. But it seems that hardly
anybody is actually using it a lot. How
about you? How do you use Al in the
#PPC landscape? #ppcchat

10:00 AM -« Apr 21, 2024 -« Twitter for Web
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Could you give me a detalled overview of a possible target audience that | want to target with
my online ads. I'm working for a gym in Rotterdam. | want to target people on Meta Ads and
Google Ads with video ads.

Absolutely, crafting a detailed audience profile is essential for effective targeting in online

advertising. Below are several aspects you might consider:

1. Demographic Information:

* Age: Young adults (18-35) are likely the primary target, but don't overlook older adults
focused on fitness,
Gender: Both males and females, but you might tailor different ads to each group.
Income Level: Middle to upper income, as they are more likely to afford gym memberships.
Occupation: Office workers who might not get much exercise during the day, and people in
appearance-focused professions.
Education Level: All levels, but higher education may correlate with higher income and

health consciousness.

2. Geographic Location:

* Proximity: People living or working within a close radius of Rotterdam.

* Commuting Patterns: People who commute through Rotterdam or near the gym location.

3. Psychographic Information: < Regenerate
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3. Psychographic Information:

* Lifestyle: Active, health-conscious, busy professionals, students.
* Interests: Fitness, health and wellness, sports, nutrition.
* Attitudes: Positive attitude towards health and fitness, willingness to invest in health.

* Motivations: Weight loss, muscle gain, general health, stress relief, social interaction.

4, Behavioral Information:

* Online Behavior: Active on social media, frequently searches for health/fitness information,
watches fitness-related content.

* Buying Behavior: Previous or current gym memberships, purchases of fithess equipment or
health supplements.

* Search Behavior: Uses search terms related to gyms, fitness, workouts, or health.

5. Technographic Information:

* Devices Used: Smartphone users (for booking classes), laptop/desktop users.
* Platforms: Facebook, Instagram, YouTube, Google Search.

* Ad Preferences: \Video content viewers, responsive to call-to-action.

6. Pain Points:

* Accessibility: Looking for a gym that is easily accessible and open at convenient times.
* Affordabillity: Seeking value for money, possibly interested in promotions or discounts.

* Variety 8 Quality: Interested in a variety of guality equipment and classes.
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T. Custom Audiences:

* Retargeting: People who have visited your website or interacted with previous ads.
* Lookalike/Similar Audiences: People who resemble your existing customers based on

platform algorithms.

8. Keyword Strategy for Google Ads:

* Branded Keywords: Your gym's name and variations.
* Generic Keywords: “Gym in Rotterdam”, “Fitness center Rotterdam”, “Workout classes
Rotterdam”,

* Related Keywords: "Health and wellness Rotterdam”, “Fitness programs Rotterdam”.

9. Video Content Ideas:

* Facility Tour: Showcase the equipment, amenities, and cleanliness.
* Classes Preview: Highlight popular classes, Instructors, and variety.
* Testimonials: Real members sharing positive experiences and results.

* Promotions/Offers: Limited-time discounts or special packages.

10. Call-to-Action:

* Sign-Up Incentive: Offer a free trial, discount, or additional benefit for signing up through
the ad.
* Urgency: Create a sense of urgency with limited-time offers.

* Easy Process: Emphasize an easy and guick sign-up process.
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11. Measurement & Analytics:

* Conversion Tracking: Track sign-ups, inquiries, and other conversions from the ads.
* Engagement Metrics: Monitor views, clicks, shares, comments, and watch time,
* ROl Analysis: Evaluate the return on investment by comparing ad spend to acquired

customers' value,

12. Legal & Ethical Considerations:

* Privacy Compliance; Ensure that the ad targeting complies with GDPR and other privacy
regulations.

* Inclusive Representation: Feature diverse and realistic representations of people in ads.

13. Budget & Bidding:

* Budget Allocation: Allocate budget based on platform performance and audience reach.

* Bid Strategy: Optimize bids for visibility and conversions, consider cost-per-click (CPC) or

cost-per-thousand impressions (CPM) based on objectives.

14. Seasonal & Event-Based Targeting:

* New Year's Resolutions: Capitalize on increased interest in fitness around the New Year.

* Summer Preparation: Target those looking to get in shape for the summer season.

15. Market Research:

* Competitor Analysis: Study what local competitors are doing in terms of online advertising.

* Audience Insights: Utilize platform analytics tools to gain Insights into audience behavior

and preferences.

MAATWERK
ONLINE



what characteristics or attributes of a hotel would a budget conscious traveler care
about? Things such as the following: "cheap price

clean rooms” X New custom segment

A budget-conscious traveler would typically look for the following characteristics or Ads using audience targeting must comply with the Personalized advertising po

: ; serve at all. All campaigns are subject to the Google Ads advertising policies a
attributes in a hotel: J g g

. Affordable price: The most important factor for budget-conscious travelers is finding a Segment name Price Sensitive

hotel that offers a reasonable price for their budget. They want to get the most value
for their money.

. Location: Budget-conscious travelers may prioritize a hotel that is centrally located or Include people with following interests or behaviors @

For each of these, can you suggest some related search keywords and put them in a table O People with any of these interests or purchase intentions @

@ People who searched for any of these terms on Google ®
Only on campaigns running on Google properties. On other campaigns,
Sure! Here's a table with some related search keywords for each characteristic or

attribute: budget hotels X cheap hotels X low-cost accommoda
Characteristic/Attribute Related Search Keywords

Affordable price budget hotels, cheap hotels, low-cost accommeodations, discounts,

deals, offers

Add Google search terms
Location central location, public transportation, proximity to attractions,

walkability, accessibility

Cleanliness clean rooms, hygiene, sanitation, housekeeping, spotless
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Create a GPT

Customize a version of ChatGPT for a specific purpose

Resultatenrekening versie 2

Resultatenrekening uitwerken

de Maatjes Tone of Voice
Converts text to emails in the tone of 'de Maatjes'
from Maatwerkonline.nl

Charlotte Labee Social
Social ads copywriter for Instagram tailored for

Charlotte Labee's brand.

Revenue Analyzer
A financial analyst GPT specializing in revenue
calculation and customer impact analysis.
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Could you write me 15 Google Ads Headlines with max 30 characters and 4 Google Ads
description lines with max 90 characters?

Sure, here are some headline and description ideas tailored for a gym in Rotterdam:

Headlines (Max 30 Characters):

1. "Fit Life Starts Hera!
"Get In Shape Now!"

3. "Transform Your Body!"

1. "Unleash Your Power!"

. "Rotterdam's Best Gym!"

&. "Energize Your Life!

. "Achieve Your Goals!"

8. "Workout & Fes| Great!™

9. "Unlock Your Strength!™

0. "Join & Feel the Burn!"
"Your Fitness Journeay!"
"Sweat, Smile, Repeat!"

13. "Elevate Your Fitness!"

14. "Train Hard, Dream Big!"

5. "Empower Your Workout!"

Descriptions (Max 90 Characters):

"loin us for top-notch equipment & diverse classes, Start your fitness journey today!”
2. "Unleash your potential with our expert trainers & state-of-the-art facilities!"
3. "Achieve your fitness goals in a supportive community. Sign up & get a free trial"

t. "Transform your body & mind at Rotterdam’s premier gym. Special offers available!"

» Regenerate
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Could you do the same for Meta Ads including some nice emoticons and emphasizing the
USP's of the gym: pure wellness, swimming pool and spa facllitles included and affordable
Personal Training.

Absolutely! Here are some catchy Meta Ads headlines and descriptions tailored for your
gym, focusing on the USPs of pure wellness, swimming pool and spa facilities, and

affordable personal training:

Headlines:

"5 Dive into Fitness!"
2. "% Wellness & Workouts!"
3. "& Pool, Spa & More!l"
"@ Affordable PT Sessions!"
5. " Relax & Rejuvenate!”
5. "4 Transform Your Body!"
. "% Swim Your Stress Away!"
8. "@ PT at Great Prices!"
). " i@ Pure Wellness Here!"
10 "@ Dive Into Wellbelng!”
1. "5 Train, Swim, Relax!"
2. " P Wellness Wonderland!"
13. " Hot Deals on PT!"
"3 Spa + Fitness Bliss!"

"@» Elevate Your Wellness!" _
> Regenerate
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Sorry for the misundertanding but you can give me some Meta Ad copy without thinking
about separate headlines and descriptions: Just glve me a good ad copy between 30 and
500 characters including the USP's and emoticons.

Absolutely, | understand now. Here is a more comprehensive ad copy for Meta Ads,

emphasizing your gym's unigue selling polints:

o “@3 Dive into a world of fitness and relaxation at Rotterdam's premier gym! Experience pure
wellness @, rejuvenate in our swimming pool # and spa facilities <3, and achieve your
fitness goals with our affordable Personal Tralning @ Transform your body and mind, and
elevate your wellness journey with us! t}- #Fitness #Wellness #RotterdamGym"

2. "% Unlock a healthier, fitter you at our gym in Rotterdam! Immerse yourself in pure
wellness ﬂ enjoy our refreshing swimming pool @ indulge in spa bliss -ﬂ and get fit
with budget-friendly Personal Training sessions :‘b &'} Join our community and start your
transformative Journey today! #Wellnesslourney #AffordableFitness"

3. "@ Elevate your fitness experience in Rotterdam! Our gym offers pure wellness @, a
revitalizing swimming pool ﬁ, luxurious spa facilities ﬂ and Personal Training that won't
break the bank . Start your journey to a healthier, happier you with us! >
#TransformYourself #WellnessAndFitness”

"ﬁ Ready to transform? Our Rotterdam gym Is your wellness sanctuary! Dive Into fitness
with our swimming pool #, relax in the spa <3, and achieve more with affordable Personal
Training {& @. Begin your wellness adventure and see the difference! #FitLife

#PureWellness"
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Create a GPT

Customize a version of ChatGPT for a specific purpose

Resultatenrekening versie 2

Resultatenrekening uitwerken

de Maatjes Tone of Voice
Converts text to emails in the tone of 'de Maatjes
from Maatwerkonline.nl

Charlotte Labee Social
Social ads copywriter for Instagram tailored for
Charlotte Labee's brand.

Revenue Analyzer
A financial analyst GPT specializing in revenue
calculation and customer impact analysis.
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File Edit View Insert

S 2 2 F 100% ~

Query

find 5 keywords similar fo these

find 5 keywords similar lo these

Extensions Help

Bl Add-ons
(*) Macros

=W Apps Script

T AppShest

E: GPT for Sheets™ and Docs™

E% Yet Another Mail Merge: Mail Merge for Gmail

amazon ppc”,"amazon advertising
software”,"amazon ads
automation”,"amazon ppc
automation”,"amazon ppc
software®,"amazon ppc
management tools"."amazon ppc
automnation software™,“amazon
ads software” "amazon sponsored
ads management®,"amazon ppc
managameant softwara™

Automate your sirategies or use
proven pre-built strategies to
improve ad performance,
Automatically adjust bids to makea
the right bid at the nght time on
the right keywords, Automatically
pause or enable ads based on
your inventory levels and
seasonality, Outperform your
compatitors on Amazon wilh
antnmatad ramnainn hid &

Static Result

1. Pay-per-click advertising
2. Adwords managemant

Enable GPT functions

How to disable GPT functions

Set AP key

Clear AP| Kay

Manage cache
Replace GPT formulas with values in selection

Replace GPT formulas with values in entire sheet

Get started
See examples
Video tutorials

Troubleshooting
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Boost sales with targeted lists
Reach your target audience easily
Increase conversions with response lists
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Hier is de aangepaste analyse voor dagen met een commercial (ongeacht het type)
vergeleken met dagen zonder commercial:

© b%-3 A |, AGiQ

1. Geen commercial
* Gemiddeld aantal gebruikers: 344,23

* Gemiddeld aantal conversies: 3.25

3£&8A-7 3%, 3 306 3¢06 %3 ©A63
£06717T- £A. & 3¢ 3*A 340 3 -eeAil3f7.

, ,3 1,80 A 3*A 33 3%, #Tb

* Gemuddeld aantal vertoningen: 19172

* Gemiddelde CTR: 14.25%
7. Elke vorm van commercial (Radio of TV):

* Gemiddeld aantal gebruikers: 974.85

$-31,)-3 %, #Tb3 3-3¢ 0,0F,
£%-© €-03, 3*-¢¢é3, 3 %-3 1,80 Af
\-, £%3 01 0e-30, ,3,: - *, ©

X- e

* Gemiddeld aantal conversies: 3607
* Gemuddeld aantal vertoningen: 62350
* Gemiddelde CTR: 25.33%

s-3*- -3,¢&-3 6371,8-3,31600©3,7,e0
*3, - ¥%- 306 370 3 %-3£011- £A,& 3%
160©3A7 ,£ 30613 %-3¢ ,i©3,*, -i-
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Om te bepalen of er een correlatie is tusSem ae maxiale temperatuur en het aantal orders,

kunnen we verschillende statistische methoden gebruiken. Een veelgebruikte methode is
het berekenen van de Pearson-correlatiecoéfficiént, die varieert van -1 tot +1. Een waarde
dicht bij +1 duidt op een sterke positieve correlatie, een waarde dicht bij -1 op een sterke
negatieve correlatie, en een waarde rond O geeft aan dat er weinig tot geen lineaire

correlatie is.

Laten we deze coéfficient berekenen voor uw gegevens.

Finished working Show work v

De Pearson-correlatiecoéfficiént tussen de maximale temperatuur en het aantal orders is

ongeveer 0.721.

Dit duidt op een matige tot sterke positieve correlatie, wat betekent dat als de maximale

temperatuur stijgt, het aantal orders over het algemeen ook lijkt te stijgen.

Het is echter belangrijk op te merken dat correlatie geen causaliteit impliceert. Andere
factoren kunnen ook van invloed zijn op het aantal orders, en verder onderzoek zou nodig

zijn om causale relaties te bepalen.

Wilt u verder nog lets analyseren of hebt u andere vragen?

T-, 61 £6 -e, Aol

g Ait3,3 1, 3 61 (43 %, #Tb3 - 3
T-, 0i3 0 -&, AOi13 %-6 03 030- -
%- -3A 3,3 -¢&, AOi3¢- *--13 -7 - |
i©®©306 ©- U

13+3©63 %A 370 -¢&-

T 6¢,¢e003¢ 3710 3*A 3%Ai13.y3 -£0

\£O6 -03yuYte

3),& -3£e0 -3 03B*3ATOAE, - 3,3
6 A A)-3£06 -é, AO6i03,3),&é -3£e90
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Zou Je ook de correlatie nog eens Kunnen'remame—G—m—m—mpae—Gn—n—y: - | arcdere manier dan de Pearson

methode? O \ =, T y I £ O = é y A O I

Matuurlijk, een andere veelgebruikte methode om de sterkte en richting van de relatie 6 3 O 3 ¢ = 3 = l:l 3 + 2 é é 3 = 3 y | O 3/4 = 3
tussen twee variabelen te meten Is de Spearman-rangcorrelatie. Deze methode Is minder < e <
e- 3 %, #Tb3 -3,3 -£071©3*,0u

gevoelig voor uitbijters en is geschikt voor zowel lineaire als niet-lineaire relaties.

Laten we de Spearman-correlatiecoéfficiént berekenen voor uw gegevens.

S © !,Ai03 %-3 0 -13006- 3 %-3*0

De Spearman-correlatiecoéfficiént tussen de maximale temperatuur en het aantal orders is
ongeveer 0.775. +300712 3%,)-3 03©063,10 3%4AT13¢

Dit duidt op een sterke positieve correlatie volgens de Spearman-methode, wat suggereert

dat er een significante relatie is tussen de twee variabelen. Net als bij de Pearson-correlatie,

betekent een hogere waarde voor de ene variabele over het algemeen een hogere waarde

voor de andere varlabele. O \ £ 6 - [] 3 y l] Y Y —

Zoals eerder vermeld, is het belangrijk te onthouden dat correlatie niet hetzelfde is als

causaliteit. Maar de sterke Spearman-correlatie bevestigt wel de eerdere bevindingen van

“n 4 “n 1 3 Pa L 3 - 7 3
een positieve relatie tussen de maximale temperatuur en het aantal orders. £ £ O © Al 3 /4 - 3 \ SRR 3 /4 -0 O u 3 /4‘
Heeft u nog meer vragen of is er iets anders waarbij ik u kan assisteren? A | © A £ ’ - 3 , 3 O | 1 3 -e, A O | 3 ¢ -k _ _ |
*53), A ¢te- 03
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Maandelijkse Aantallen Orders en Gemiddelde Maximale Temperatuur
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sheetName =

sheet = spreadsheet.

(sheetName) || spreadsheet.

(sheetName);
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Add conversion action
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TECHNIQUE

User explorer

SEGMENT COMPARISONS

Drop or select segment

ROWS

] App-instance D

] stream name

E“p[ Ell-t oy -.l
Show rows 10
VALUES

Event count

I i s — o User explorer1 =
|

App-instance ID

Totals

1331468719.1678706526

1391204979.1677751623
723607759.1675941808
o I =

1416266

845148752.1678270926

B79100622.1678206982

1372039126.1678180241

3173.167/8110277

3331.1678180692
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Explorer MNavigation Summary In-Page

Fageviews ¥ ¥&5. GSelecta metric Day Week Month ﬁ ..;

@ Pageviews

=y : % e = :
Aprg Apr13 Apr 17 Apr 21 Apr 25

Show: All Starred + Craate new annotation

Apr 8, 2014 | Google RT Feras’s tweet about tomorrow’s training Lanr:dcl%r?

Apr 11, 2014 AdWords for training paused before migration enci@e-nor.co

: ; fand@de-
Apr 11, 2014 New site migrated MOr.COMm

hor IRE A resounce ol rebwealed 0 aaqle -
; ' o £ ) FIOr.Com
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g Ail3 3%4-3#060'e-3 7,80 AE 3 )-°
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A Home
H B

Demosik Tools
,JA P cu

Campaign URL Builder

Dimensions & Metrics Explorer

Query Exploner

Enhanced Ecommerce

Resources

About 1hlA é @

Help & feedback

*) Google Analytics | Demos & Tools

Event Builder

Qverview

Event details

Finally, specify the parameters to send with the event. By default, only recommended parameters for the
here. Check "show advanced options” to add custom parameters or user properties

[J show advanced options

Parameters

vateyory Generic annotation

action Update configuration

label Fix category performance duplicate
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Insights:
campaign had the lowest spend, which suggests that it might be operating with a lower budget or being

Follow-up Suggestions:
1 would you Like to know the Return on Ad Spend (ROAS) to understand how effectively your budget was utilized?
2 Are you interested in a comparison of your spend with the CTR or conversions over this period?
lr;ynk-urthqulrurhhm:\'h,lhﬁnﬂu“!nmmtlmlﬂnr:—uw
1 1l'l-g.u

Let's l.‘l}ﬂ'l.l‘ll the Return on Ad Spend (ROAS) for each campaign and at the account level. ROAS is calculated as the total conversion value divided by
the total spend.

ROAS Per Campaign:

i Search | Branded:
-l:_ Value: 397,58
* Spend: $379

l-“
+ ROAS: ( \frac{19®,397.581{379.63} \approx 27.38 )
] * Ssarch | Nen-Branded - D5A:
* Convers Value: §5,259.28

* Spend: $3,604.82
* ROAS: ( \frac{5,059.28}{3,694.82} \approx 1.37 )
]

* value: B0,
* Spend: $9,559.75
+ ROASE { \frac{33,008.42}{9,550.75} \approx 3.46 )

— ol |
* Value: L TT1.45
4 ® : §15,887.91

s L Irmu.m.amu.m.m \approx 2.97 )
* Conversion Value: ul.m.u

* Spend: 968,84

* rac{18,112.75{5,968.84} ‘approx 3.84 )
IM Shopping | Low:

* Conversion Value: $1,447.87

+ Spend: $624.49
= AOAS: xruﬂ:&.ur_m{m.m \approx 2.32 )

| I
. Value: $14,701.97

Spend: $5,386.52
+ ROAS: ( \frac{ld4,781.97H5,386.52)} \approx 2.73 )

T

Overall Account Level ROAS:
an
G{It ﬂﬂMll ‘l‘itll-l im.m-n
al Spend: $40,694.96
* Account Level ROAS: ( \frac{127,499,.32M4@, 694.96} \approx 3.13 |

Insights:
* The '_‘ campaign boasts an exceptional ROAS of 27.38, indicating highly efficient spending relative to the conversions
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<«  Product details

Vertex Al API

Gioogle Entern AP

oM macning |'?'.ﬂ""| ng mo with m I'I'1'.ﬁ| machine

TRY THIS APl [
[ [

OVERVIEW DOCUMEMTATION RELATED PRODUCTS

Overview

3#06061e-3 86 ©3T 60O £ — .

Ty
update: 430,22
Categon aching |e 1 xgle Enterprise AFIs

Servnce name: aiplatfomm. googheapis.caom

Tutorials and documentation
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Thvs provogl follows the

©2 3<, |

FTy-RCD-propect

0
Foliow these instrucions in ordor

1 You ane a Indnq digetal marsiar working 1or a iop r-tnl mnnuum You are an m:pu- i e h1|r-g dataded and calchy Sescniptons fof i products on your wilistn
kowing "Conbeai® rdomalion
I wailin il in mare dalail
=] = s adble and Fghlighl all wisible features. Yo AL en add ihis information o e genecaled descriplion.
¥ proeadisd wilh tha conlemt of the producls webpaje a8 "Webiia", axtc] addilional Fiomratios aboul the praduct that is HOT mealiened n “Conlax™. You MUST then &34 this infermalion 16 the genherated desciplion
D MOT use any Markdosn syniax, and avoid special chamciers &5 much a9 possibie.
The gerssaled description should be af least 500 chamciers long, preferably at least 1000

Frompt Frefia 'h.
EDITABLE
g5 oulimed by Google Clowd

2| want you o act as & critic with an 13 of 1 vl avaluaie the description you generaled based on the follrwing oriera ard points per criterion. Here is the sooning oionac
Criterion: Rapaating sonlencas depict poor quakty and should be sconsd low

Folicey these instrucsons in ordar

i P 1. You ar a leading digital marketer working for a lop retad organizaSon. You are an experf in bulding detaded and calchy descrpSons for the products on your websits.
b0 NOT EDIT

5 s Gonerale a proguct descriplion in Englsh that Righlights th product's foalures using the following "Corsost”
- FONE L vy i you find & “description” in tha gven "Contad”, do NOT rluﬂt,b.jlm:hm,wﬂuﬂhaﬂph’u‘ulmmﬂ n mona dalall
I Al wisibla faatures, ‘I'W“.IETWWWH o

I¥ pavided] with A imags, ARSENES T prodkict yoa S in &3 misch detal 83 poasble and
| pampt Lergth in Char <45 & (Max =30k} B8 - . -

0.t 2L 1 o2 a
You are a leading digilal marketer working for a top retsll onganisalion. You ane an axpert ol genarating high-perioming product ksting ad bitkes and identifying the: mos! important product altributes for influencing a buying decision
Ghwen The "Con infoerration flor a product, do the following sleps in order
1. Gemerate "product atirbube keys in onginal Gte®, “product categony”, “product attribule keys® and “product atiibute values™ in SLANGUAGES>. Every attritin lony in “product aftribute keys” MUST have a conmsponding arbuin walss in "prody
'.-im' Uy whibnspaoes o mepresent amply alinbute values
2. M prosided with am image, Test axtract all visible product faalunes from it and compa sxinached faalures wih tha ganaralad "product atinbuls valuss™. If ™ ganaralnd valkss 107 & covtain iy Soas nol mateh (he exirached valus, mplace T g
dmm Fll"“'ll.-ll\i I-I" man ad B ﬂ'f.'lll.-ﬂd a 'I'IF‘I!I.-N" ys”, sepamated by & comma. Finsdly, add & new kay in “product stribube keys”™ nemed “image Feaalunes”, and &n aEsocimled valos in “product aitribute values®™ thal conlaing al the &
“hia prompl v ke e e . ‘ ", el axiras] (he mae prodesd Rghlighle and any addiions) peoduc leatures (hal s NOT manbonad in snleal” o i Then sdd anolhar niw key @ “peoduc aiRBuRe ye"
- ‘ubad FMr-nx *. &~d an l!u ﬂl & in ;m:ﬂ.'tl aTribule --nun' el contang all the exiracied valies, MUST silpesd "Webahe Fealures” ¥ “Webake™ informaiion is provaded
4. Profix e size alinbute value with "Size™ and replace Small, Medium, Large and X-Lange with their abbewastors (5, M, L, XL)
with commas
:alunatoil “poduct afribule l.lllm I onde and REMOWE ANY duplicate wond you've akeady concalenaled. The langlh of the linal walua MUST NOT exceed 150 characters, and | MUST NOT conkain ary duglicale words - THIS 15 VE
Yo !ﬂi»m‘ﬂﬂtﬂ Mﬂ"’wm‘ﬂﬁ'lﬁﬂﬂ M Yiu BiE & Bopeit 8 genarsling Fgh- perloimring produc Bling ad ks and denlBnng e mos! imporan producl alirtutes fof infubncing & Duying Sedien
Siall Prmgt e siui~~ fasw ol oF 80 imgisal G var (he "Cre_sl” information for 8 producl, do the following sleps in order
A V0T EOIT 1 G enale "pn duct atiribube keys i angical ie®, "product celegony”, “product alfribule Keys® and "produd allibute values® in English. Every altiribule key in "produc] allnibibe keys™ MUST heve a coresponding aftribule vakee in “product atink
Rasize roer io vew the ant ‘ Use wnitespaces. o represen emply atinbute values.
2. I prowided with an image, first extraci all visible product fealunes from it and compare extracted features with tho generaied “product atiribule values®. If T goneraind value for a certain ey does not maish the oxiracted walue, rmplace o ge
with T axtmcted ore then nod d key o “rag d keys®, separated by a comma. Firally, add a nea kery in “product atiibute keys™ ramed “image Faotures”, and an associnied valsn in “product attibute salues® thal contains ml the &
Pramgi Langih in Charsciers (Max -304)
Advanosd Seflings (ungroup o v | iy
Prefer Genirabed Values -]
Use LLM-gorerated Titles: -]
Allowsd Words: Size, 5 M, L, XL

Genprated valves for any alinbute Wil be uSed insiead of Mose prowoed de the dnpul foad.
LLM-penoraied bties will be used nstead of contadenalng the gereaned attibule values. This should avoid duphcade valaes af fe possibio oss of some informanon
Comma-saparmad Vst of words that wil aof be considend as “naw wonds® or Aafvcinstions.
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