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THE Al CREATIVE STRATEGY FRAMEWORK
HOW DTC BRANDS SCALE PAST THE META CEILING
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PREPAJAME DATA, KREATIVU A Al
ABY DTC ZNACKY RASTLI
PREDVIDATELNE A PROFITABILNE.
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in revenue yearly team members ad spend yearly
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SPEND RASTIE. PERFORMANCE KLESA.

A spend + ads launched

MEDZERA SA ROZSIRUJE

RESULTS ¥

reach + revenue

CAS

Spend . Reach . CPA . Ads launched . Performance .

Ak ti to znie povedome — nie je to vina tvojho creative timu. Je to systém pod nim.
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WHAT
CHANGED?




2024-2025:

THE ENGINE UNDER META CHANGED.

Andromeda (2024) — vyber kandidatov. GEM + Sequence Learning (2025) — sekvenovanie.
Zuzi miliony reklam na tisice kandidatov Vybera poradie, v akom sa ti zobrazuju reklamy,
pre kazdu impresiu. nielen to, ktora reklama sa zobrazi.
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THREE RULES THAT BROKE THE OLD PLAYBOOK

* +

Algoritmus +

Podobna

rozhoduje o , , :
) kreativa dostava Objem bez

Ty rozhodujes o notichu

obmedzovanuy.



sixcl

CREATIVE STRATEGY IS
NOT MORE ADS.

Je to schopnost’ vytvarat’ vo velkom objeme psychologicky
odlisne varianty, aby mal algoritmus, Co efektivne zoradit’ a
naservirovat’ pouzivatelovi.

ickz 6c¢lickz : Mergado Fest 2026



Research

Insight Concept
THE CREATIVE

STRATEGY
LOOP

Testing @ e Production
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Atomova

komu to hovoris co hovoris ako to hovoris

Concept =
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Creative Concept Cube
Awareress « Format » Themse. Each call s one COMCEPT
SRONS MM (Dt S S S Hover a cell 1o inspect. Left-click marks a

e winner (green), right-click marks 8 loser (red)
B Show axis tick labalks

B Auste-rotate

¥ . AWAREMESS [8)

B Problem unawans

8 Problem aware

8 Solution unawara

S i S Y - FORMAT
8 Product unaware

8 Product aware

B Purchase ready

8 Post-purchase [ advocacy

¥ . FORMAT (31}
VIDEDQ

® UGC video {unpolished, smartphone]
® Lifestyle video (higher quality realistic)
@ Professional [ studio video

® Founder video

@ Testimonial video

#® Product demonstration

B How-to | tutorial

® Behind-the-scanes

® Try-on | unbaxing

® Talking head

@ Green screen

B Mative QRA

= Flat lay (product showcasa)

® Color-changing | movement gifs

® Beforefafter reveal

STATIC

B UGC stalic (unpolished image)

@ Lifestyls static

8 Professional photography

@ Product photography (white bg)

& Graphic [ text overlay

® Quote cards IJI"EHE
B Data | stats graphics

8 Comparison charls

BILULTI

® image carousel (lifestyle) X - AWAREMESS

® image carousel (product] T —
@ Image carcusal (LGC)

B Iimage caroussl (tastimoniall

8 Video carousel

B Collection ads

B [OPA [ DABA [catalog)

B Shdeshow '

I « THEME |22] r
FOUNDAT PN AL

@ Us vs them X"—"‘z

@ Problem-solution
@ Aesthetic | lifestyle

- W

L=elick winnar - R=click ioser - L-dreg rolate - R-drag pan - Seroll room [into cuba)



JSIma ¥ | d>S1Ima

e/ _ The Problem Was
The problem V- o Never The Moisturizer

MasS nevel = 20 years of moisturizing. _
moisturizer. & One shower changed everything

S l

The headline is the hook that stops the scroll. Testujeme problem-aware
copy, aby sme zistili, ktori message publikum nedokaze ignorovat.
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TESTIMONIALS

Testimonials ¢asto konvertuju lepSie nez
brand voice. Testimonialy buduju okamzitu
dbéveru tym, Ze fudia ako oni uz tvoj produkt
pouzivaju a znovu by si ho vybrali.

& sixclickz

Free

Shilf}pl'ng

>S1Ima gl

This is the one.

“I bought three different towels
before I found SIMA.”

L 8. 0 6 & ¢

The solution:

% % % % & | S1ma

"Finally a towel that | can wash my

own back with. Skin feels so clean

and refreshed. No more itchiness

at night or during the day. | have

thrown my backscratcher away.” Ja panese




d>S1Ima ’L b) s?l’nd

F E A T U R E S Finally cleared o Not

his back acne. NOT “JUST ‘“just a tpWél.”

8 B E N E F I I S Dermatologist recommended. A TOWEL.” ﬂﬁ — \ T
4 charcoal fibers =2 recommended

Reaches your

entire back vl i, N R R
. Y el & Antibacterial Hexagonal
o ; 3 LR \/ silverions
Anj:llbac;erlal Bamboo charcoal
sliver ions i
Exfoliates the dead fibers
skin that clogs pores

Uses antibacterial i ; Sima

silver to prevent Hexagonal

bacteria buildup ; ” @ % o 355, weave

Derm
recommended

N>

Japanese
exfoliating
wel

F&B Reklamy robia za zakaznika tu pracu, ktoru by si sam
nespravil.Kazdy detail produktu prekladaju do toho, ¢o realne znamena pre
kupujuceho. Namiesto vagnych fraz ako ,uzasné” ¢i ,najlepsie” pouzivaju
konkrétne argumenty, ktoré buduju doveru.
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FEATURES - ,
& BENEFITS rinay SN Pl ..

- V. .
glaeg;ic:;,?: o i " i ] uSt a tOZ@el. ' ', to your skin?”

DERMATOLOGIST RECOMMENDED. ' ; _
, _THIS EXFOLIATING TOWEL

Bamboo
charcoal fibers

(HER HUSBAND NOTICED BEFORE SHE TOLD HIM)

@ reaches your entire back

reaches your ? = 4

entire back S _ - exfoliates the dead skin
; Antibacterial ; that clogs pores

i ' e ilver ion ' : Pl
exfoliates the dead j i SEverions B uses antibacterial silver to
skin that clogs pores i iy, & prevent bacteria buildup

; Derm g
uses antibacterial recommended . ==
silver to prevent b ‘ sima
bacteria buildup

Hexagonal
weave

F&B Reklamy robia za zakaznika tu pracu, ktoru by si sam
nespravil.Kazdy detail produktu prekladaju do toho, ¢o realne znamena pre
kupujuceho. Namiesto vagnych fraz ako ,uzasné” ¢i ,najlepsie” pouzivaju
konkrétne argumenty, ktoré buduju doveru.

& sixclickz




US VS- THEM 2 S11M A vs. the knockoffs

SHMEl

281IMMaA s km:tgl?offs D Slrrl: others

+ Bamboo charcoal MATERIAL Nylon /plastic X

"  Silverions ANTIBACTERIAL None Material: Material:

v Bamboo charcoal X Nylon / plastic
"  12+months DURABILITY 2-4 weeks X

Antibacterial:

 USs.3-5days SHIPPING China, 2-6 weeks Antibacterial:
v Silver ions X None

SOLUTION AWARE ﬁ Durability: \ Durability:
; - vV 12+ months X 2-4 weeks

.) Slma Others sima S
i i - ¥ : Shipping: Shipping:
Material Bamboo charceal ® Nylon / plastic | : W N e

Antibacterial Silver ions : ' ' - o o
v 30-day money-back X None

Durability 12+ months

Shipping US, 3-5days @ China, 2 - 4 weeks

Guarantee 30 - day money-back (X) None i ’

Comparison ads vyhravaju tym, ze odburavaju pochybnosti. Ked
postavis svoj produkt vedla alternativ, zakaznik, ktory sa uz rozhoduje
medzi moznostami, vidi volbu jasnejSie a rychlejSie sa prikloni k ndkupu
tvojho produktu.
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SOLUTION AWARE

UGC kreativy napodobnuju format organického obsahu -
texty, DMs, neformalne odporucania - takZe tvoj produkt
prichadza vo chvili, ked l'udia veria odporucéaniu, necitia
vyrusenie.

& sixclickz

I -

my back acne is being so dramatic rn
| can't deal with everyone staring

my back acne is being so

dramatic rn | can't deal with S
everyone staring ok don't laugh but | started using this thing
called the Sima exfoliating towel, you just use it

girl SAME | had the same issue in the shower. my back cleared up SO much, like
for months genuinely a huge difference in a few weeks

wait really? your back always
looks flawless

ok don't laugh but | started using
this thing called the Sima
exfoliating towel, you just use it
in the shower, my back cleared
up SO much

_ ' Exfoliating Washcloth
Antibacterial Towel by

Sima
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Dve cisla, na ktorych zalezi.

OWNERS / STRATEGISTS ~ MEDIA BUYERS

HIT RATE o
INCREMENTAL REACH

% otestovanych ads, ktoré skaluju.
Oslovujeme novych l'udi, alebo

Skore creative stratéga. , . n
? bombardujeme tych istych?

Skore media buyera.

Skaluj obe - inak optimalizuje$ jedno a na druhom krvacas.



Z ads, ktoré si tento mesiac otestoval, kol'ko percent zacalo Skalovat?

>15% ~10% <10%

OUTSTANDING GOOD YOU'RE DYING

Absolutna spicka. Tu je vacsina. Testovanie sa ti
nevyplaca.

& sixclickz



The real joG

A
SPEND B ey -

‘/

Zlepsuj Hit Rate, kym spend rastie — aby rastlo rychIeJS|e nez spend
Al je paka, vdaka ktorej Jeden strateg zvladne tuto matiku cez 27+ konceptov tyzdenne.
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Druheée c¢islo — CPMr.

Oslovujeme novych ludi, alebo bombardujeme tych istych?

A

Kazdé dalsie euro oslovi
menej ziskového cloveka — ak
nezacielis novu personu.
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DIVERSITY + VOLUME = AI-LED & sixclickz
CREATIVE GROWTH

& sixclickz
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KOLKO NOVEJ KREATIVY
POTREBUJEM KAZDY MESIAC,
ABY SOM NAPLNIL TARGET SPEND?

ickz

& sixclickz



HOW THE MODEL WORKS

-

01
Pull 90 Days

3 monthly windows +
7-day alive check

.

-

& sixclickz

.

02
Classify Ads

Hit / Performer /
Test tiers

03

Survival
Analysis

Cohort tracking
across windows

04

Compute
Rates

Churn, win rate,

half-life

& sixclickz

4 A
05
Forecast
Scenarios +
spend unlock
o 4




CREATIVE FORECASTING.

Kol'ko kreativy redlne potrebujes na Skalovanie Meta ads — reverse-engineering.

THE RIGOR FORECAST MODEL

(STYRI VSTUPY) [SYNTEZA) VYSLEDOK

VOLUME-DRIVEN RESOURCING PLAN

Volume, ktory udrzi
a zvysi spend

My planujeme na
volume buduceho
kvartalu.

POTREBNY cn#‘m VOLUME

- Riziko shortfallu bez forecastu

NOW o | Q2 Q3

& sixclickz
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SURVIVAL ANALYSIS — AKO RYCHLO TI UMIERAJU WINNERS. & sixclickz

Rozdel poslednych 90 dni reklamy do kohort podla datumu launchu. Sleduj, kolko % winners stale funguje v kaZzdom 30-driovom okne.
Tato krivka poklesu vykonu kreativy je tvoj forecast.

100%

CHURN RATE 40%

winners vyhoria do 30 dni

~ 50% PREZIJE SURVIVAL RATIO 600/
(o)

prenesie sa do dalSieho mesiaca — 12 z 20

. HALF-LIFE 2
= ~27d
0% -

polovica winners precC za ~4 tyzdne

HALF-LIFE ~27d

50%

0d 30d 60d 90d

. DNI OD LAUNCHU
Z KRIVKY = KOLKO SHIPNUT

20 dnes x 60% 25 — 12

+ 10-20% buffer

€100k + €4k priemer

’ ’ ’ 13 + win rate

25 winners treba 12 sa prenesie 13 novych winners = potrebné reklamy SPUSTI N ADS

& sixclickz



KONKRETNY PRIKLAD.

©1 SPEND GOAL

€100k / month

04 NEW WINNERS REQ.

13 winners

25 needed — 12 surviving

02 WINNERS NEEDED

25 winners

€100k = €4k per winner

05 LAUNCH TARGET

87 ads

13 = 15% win rate

& sixclickz

03 SURVIVAL RATIO

12 winners

20 today x (1 — 40% churn)

06 BUFFERED TOTAL

* 104 launches

87 x 1.2 (20% safety buffer)

[ WASTED TESTS: ~74 ads

(Cost of learning: 104 x (1 — 15%))




@ CREATIVE FORECASTING MODEL

= INPUTS (zadaj svoje hodnoty)
Metrika

Spend Goal (mesacne)
Priemerny spend na winning ad
Aktualny pocet winners

Mesacény churn rate (%)

Half-life (dni)

Win rate (%)

Buffer (%)

ul VYPOCTY — MESACNY LAUNCH TARGET
Krok

1. Potrebny pocet winners

2. Prezivajuci winners (survival)

3. Novi winners potrebni

4. Pocet ads na launch (raw)

5. Pocet ads s bufferom

VYSLEDOK
LAUNCH TARGET (ads / mesiac)

%7 6-MESACNY FORECAST
Mesiac

Mesiac 1

Mesiac 2

Mesiac 3

& sixclickz

Hodnota Popis
100000 € /£ /$ — tvoj cielovy ad spend
4000 € kolko spend unesie 1 winner
20 kolko winners mas dnes
40 % winners, ktoré za 30 dni prestanu fungovat
27 pocet dni, kym 50% winners zafatigue
15 % ads, ktoré sa stanu winner
15 odporucéany buffer navyse (10-20%)

Vzorec Vysledok Popis
Spend Goal / Avg spend per winner
Aktualni winners x (1 - churn rate)
Potrebni - prezivajuci
Novi winners / win rate
Raw launch x (1 + buffer) zaokrahlené nahor

Spend Goal Winners needed Surviving winner Novi winners ne« Ads raw
100000 25 12 13
100000 25 15 10
100000 25 15 10

87
67
67

Ads + buffer

100
77
77

Churn implicitny z half-life
53.71%
53.71%
53.71%




WEEKLY WORKFLOW

Co predtym zabralo senior stratégovi cely tyzder, dnes beZi ako napldnovany task v pondelok rano.
Clovek reviduje — nepise.

------------------------- O BEZi KAZDY PONDELOK------------------------

& sixclickz



STEP 1 — PERFORMANCE PULL + Al TAGGING.

The agent pulls every active ad and tags each one on 4 dimensions.

CLOSED TAXONOMIES — NO "LIFESTYLE." NO "GENERAL."

e static e Resigned KP Veteran
e SF video e Menopausal Awakener @
e LF video e Loofah-Phobic Switcher o
e carousel e Hidden-Bacne Returner O
e DPA o
e founder o
e UGC o)

ONE SIMA AD, TAGGED ACROSS ALL FOUR

e failed-solution
identity
pain-agitation
social-proof
trigger
specificity
comparison
discovery

o fear
curiosity
aspiration
belonging
desire
urgency
relief
pride

& sixclickz




STEP 2 — COMPETITIVE SCAN. & sixclickz

Agent stiahne aktivne ads tvojich top-5 konkurentov z Meta Ad Library, klasifikuje ich na rovnaké
4 dimenzie a vykresli ich vedla tvojho Uctu.

TVOJ UCET TOP 5 KONKURENTOV

identity social pain trigger gifting identity social pain trigger gifting

A S

|

( VOLNA MEDZERA j

Loofah

1
1
|
|
|
|
1
|
|
|
|
1
|
|
|
|
1
|
|
|
[ )

-----l-----

[ Mother-daughter KP gifting lane — Ziadny brand v kategérii to nepusta. Volné. J




TRI POHLADY Z GRIDU. & sixclickz

I N\ A
@ PREPLNENE BUNKY @ PRAZDNE BUNKY @ STRATOVE KOMBINACIE
Kde su vsetci (ty + Kde nikto nepusta Kombinacie, ¢o
konkurencia). creative. Toto je medzera. stabilne padaju.
S ROB TU MENEJ. )\ ROB TU VIAC. ) U PRESTAN VYRABAT. y
failed- pain- social-
solution identity agitation proof trigger specificity comparison discovery

KP Veteran

Menopausal

Loofah-Phobic

Hidden-Bacne

( ~50 ads napriec 7 brandmi klasifikovanych v jednej session. Tri akcné zistenia. ]




STEP 3 — GAP BRIEF, SCORED. & sixclickz

Cross-reference performance + competitive + cultural moments.

Ohodnot kazdy brief na vSetkych 4 — 0-25 kazda, 100 spolu: /

. BRIEF 14
@ Timing .
sezonna / kulturna relevancia MOther-daughter KP glﬂ:lng
@) Angle ROAS Timing 22/25
historicka performance podobnych angles
@ Persona gap
rieSi nedostatocne pokrytu personu? Angle ROAS 21/25
@ Emotion gap
rieSi chybajlicu eméciu?
Persona gap 25/25
Zorad'. Top 5 ide do produkcie tento tyzden.
Emotion gap 24/25
e
> TOP 5 — DO PRODUKCIE




STEP 4 — 5x3x3 CREATIVE MULTIPLICATION. & sixclickz
3 ANGLES x 3 FORMATSx 3 STAGES= 27 CONCEPTS / PERSONA

Vyraba volume, ktoré matematika Creative Forecastingu vyZaduje. Bez toho len hadas, kolko vyrobit.

STATIC SF VIDEO CAROUSEL

TOF MOF BOF TOF MOF BOF TOF MOF BOF
e .--.---n-
e . n - . - n n -
. aurhoritg ) - n - - n - n -

Jedna persona 2> 27 naozaj rozdielnych ads. Pusti 2-3 paralelne = forecast volume.




STEP 5 — SCHEDULE THE LOOP.

Bezi ako /schedule recurring task.

Cela ta sekvencia vyssie, zautomatizovana.

Kazdeé pondelkové rano sa to spusti.

Skor nez je niekto pri stole.

Review za 90-120 min — nie 2 dni.

Stratég schval'uje briefy, nepise ich.

Kontext sa nabal'uje.
Week 3 > Week 2 > Week 1.

& sixclickz

000 Cowork * scheduled-task

/schedule creative-loop --every "Mon 06:00"

® ACTIVE

v Performance pull + Al tagging
v Competitive scan — Meta Ad Library
v/ Gap briefs generated + scored
v/ 3x3X3 creative multiplication

— Top 5 briefs delivered to inbox

NEXT RUN -> MONDAY 06:00




Loop nepostavis za den. & sixclickz
Vysplhas sa k nemu.

I 05 Automatic O

Naplanujes skill. Spusti sa kazdy pondelok. Kontext sa nabaluje.
I 04 Skill

Process + context + tools v jednej opakovatelnej jednotke. Agent bezi, ty kontrolujes.

Zachytis brand + domain kontext. Al uvazuje ako tvoj najlepsi stratég.

Context docs
[[05 o

Process

Spises si kroky. Recurring — ale stale to tahas ty.

Manual

Rucne, kazdy ucet, kazdy tyzden. Neskaluje, nenabal'uje sa.

Vacsina timov skonci na priecke 2 — Notion SOP, co nikto nedodrziava. Leverage Zije v prieckach 3 az 5.



CO REALNE OBSAHUJE SKILL. & sixclickz

THE PROCESS kroky a ich poradie

Pull > Tag - Scan - Brief > Multiply = Schedule

THE CONTEXT usudok — toto z toho robi tvoje

Brand docs + domain docs + closed taxonomies

Jedina vrstva, ktora sa nabal'uje, tyzden Co tyzden.

THE TOOLS ruky
ADMANAGE MCP - tvoje data sources — zapojene raz

Process vie skopirovat hocikto. Context je vyhoda — jedina vrstva, ktora sa nabaluje.



Skills, ktore realne pust’ame. & sixclickz

Ziadna tedria — toto je Zivy stack za Sima loopom.

BUILD CONTEXT [(raz na brand] RUN WEEKLY (fleet])
/customer-research analyst
tazi redlny jazyk zakaznikov z vlastného webu, Redditu, Amazonu, stiahne + otaguje kazdu aktivhu ad cez Meta / Google / TikTok via
Trustpilotu, a roznych for. Admanage.
- Sima: 92 citacii, 12 zdrojov. - Step 1.

/persona-builder intel

spravi z toho behavioralne persony + anti-personu. skenuje konkurenciu cez AdScan + Ad Library, piSe counter-angles.

- Sima: 4 persony + 1. - Step 2.

spravi z person testovatelné angles. piSe oskdrované briefy, hooky a copy.

- Sima: 6 angles. - Steps 3-4.

/full-pipeline cmo + reporter

pusti vsetky tri end-to-end jednym prikazom. riadia tyzden a dorucia report.

| /angle-generator | creative

- Step 5 + readout.
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.
PRE FOUNDEROV & DTC OPERATOROV PRE MEDIA BUYEROV & STRATEGOV
Trapite sa s vykonom a kreativou? Chcete sa to naucit’?
Dajte si discovery call. Subscribe do waitlistu.
Na calle prejdeme vasich poslednych 90 dni Al Playbook: Hit Rate + CPMr matematika,
+ top 5 konkurentov cez tento framework. weekly loop a brand-context layer.
SCAN - REZERVUJTE DISCOVERY CALL SCAN - SUBSCRIBE DO WAITLISTU

Chcete to rozbehnut sami? Skiste Admanage.ai ich MCP — kupon MILAN = 20 % OFF.

Vdaka, Ze ste tu.

Milan Cidilo & siXclickz
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