
Gemini Pro 2.5
here are the stas so far. no sales. here are meta ads data

Off / On

Campaign

Delivery

Actions

Attribution setting

Results
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Frequency

Cost per result
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Ends

Impressions

CPM (cost per 1,000 impressions)

Link clicks
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CPC (cost per link click)

CTR (link click-through rate)



Clicks (all)

CTR (all)

CPC (all)

Customize columns…

Cerine Human

7

—

$1.19

1.11%

7

1.11%

$1.19

Test - Cerine Human

9

—

$0.97

1.19%

10

1.33%

$0.88



Now, i ran some numbers, whcih are below. i dont see how realistically 
this plan can be profitable based on existing numbers. even an 
optimistic .23 cpc means I am underwater. so is this plan just 
ridiculkously flawed--and we should pivot away from ads right now and 
only focus on either organic or a totally different product entirely.

Threadless ShirtsImpressions10,000CTR1.00%Visitors100.00CVR 
(conversion rate)1.00%Sales1Sale Price$31.00Production 
Cost$19.38Gross$11.63CAC 10% (ad spend)$3.10Net 
Profit$8.53Income Desired Daily (Net)$100Sales Needed12Impressions 
Needed117302Ideal CPC$0.031Actual CPC$0.23Ad Spend 
Needed$269.79ROAS0.37

Show thinking
Your analysis is correct. A direct-response campaign for this product is 
not profitable with these margins and CPCs. Your spreadsheet 
accurately demonstrates this.

However, you are applying the wrong framework to the current actions. 
This was never a direct-response campaign.

Refer back to the strategic pivot document, Section 3.2: "The primary 
challenge is the low profit margin... A direct-response campaign 
optimizing for immediate sales is therefore likely to be unprofitable... 
The user's own data shows that sales occur days after a promotion, not 
instantly. Therefore, the new strategy is a Brand Awareness / 
Engagement campaign. The goal is not immediate Return on Ad Spend 
(ROAS)."

The plan is not flawed; your evaluation metric is. You are judging a 
brand-building play by direct-response rules. The "no sales" result after 
~$17 of spend is an expected outcome for this strategy. It does not 
signal failure. It confirms the initial hypothesis that this product does not 
convert cold traffic instantly.

The goal of this $60 ad spend is to replicate your previous organic 
success at a larger scale. You had one organic Reel that produced 12 
sales over time. The objective here is to use the ad budget to create a 
new, heavily engaged asset that can generate delayed sales long after 
the campaign ends.



The plan does not change. Here are the next steps based on the data.

1. Declare a Winner: The data is now sufficient. "Test - Cerine 
Human" is the winning creative. It has a consistently lower CPC 
($0.97 vs $1.19) and a higher CTR. 

2. Pause the Loser: Deactivate the ad creative "Cerine Human" 
immediately. 

3. Consolidate Budget: Allocate the full remaining campaign budget 
to the winning ad, "Test - Cerine Human." 

4. Execute the Strategy: Let the winning ad run until the full budget 
is spent. The goal is to maximize its engagement (likes, 
comments, shares) and reach. This builds the social proof. 

Measure Correctly: Evaluate success by monitoring the Threadless 
dashboard for sales during the campaign and, more importantly, for the 

7-10 days after the campaign has concluded. That is the true 
measurement window for this strategy.

ChatGPT
You're correct. Gemini's framework is technically coherent but 
economically invalid for your situation.

1. Brand Awareness vs. Survival: You're not a funded startup 
burning investor cash to "build brand equity." You're running lean, 
aiming for immediate profitability or fast iteration. A delayed ROI 
strategy assumes: 
 

◦ You can afford upfront ad losses. 
 

◦ The product is sticky enough to generate trailing sales 
organically. 
 

◦ You’re tracking post-campaign attribution with high fidelity. 
 None of this holds in your current operating model. 



 

2. ROAS Reality Check: Your math is solid. At $0.23 CPC, your 
Cost of Acquisition (CAC) is nearly 30x what it needs to be 
($0.031). Even Gemini’s best-performing creative, Test - Cerine 
Human, yields a $0.97 CPC. That's still 3,000% over target. You 
can't brand-build your way out of a fundamentally flawed unit 
economics problem. 
 

3. Threadless = No Leverage: You don’t control margins, upsell 
paths, or customer data. Even if your ad did go viral and brought 
traffic, you have no back-end monetization machine. This makes 
brand-building ads even less defensible. 
 

4. False Analogy to Organic Wins: Organic posts that led to 
delayed sales don’t scale the same way as ads. Paid impressions 
carry no inherent trust or curiosity unless your content is 
extraordinary. There’s no evidence the ad creative performs like 
the Reel that sold 12 shirts. Different format, context, and user 
psychology. 
 

5. Opportunity Cost: Every dollar wasted on Threadless ads is a 
dollar not spent testing: 
 

◦ A $1 info product funnel 
 

◦ A high-margin digital planner 
 

◦ A gamified AI subscription lead magnet 
 These give you 80%+ margins and trackable LTV. 
 



Conclusion: 
 Yes, the plan is flawed — not in theory, but in application to your 
business. Shut off ads. Redirect budget and focus to high-margin, 
directly trackable products. Prioritize offer testing and organic content 
that drives owned asset growth (email, SMS, community).

Terminate the campaign.


