
50 LLM Tricks In 50 Minutes



Ex: Verve Search, the7stars

I went from a big team to no team. 

The dullest tasks seemed to take the longest.

Hereʼs how I found my balance.



0. Better Prompts

console.anthropic.com

Generate new prompts, improve existing 
ones and understand where your prompts 
might be vague.

http://console.anthropic.com


Content



1. Research
Open AI’s Deep Research is market-leading at 
present.

Use it to quickly understand a client’s industry, 
but also throw really hard problems at it. It won’t 
necessarily give you the answer, but will give 
you a good basis to consider them.

https://openai.com/index/introducing-deep-research/


2. Summarise Videos
Watching my BrightonSEO talk is a fantastic 
use of your time, but not all videos are.

Knowing, before you start, whether a video 
is worthwhile spending time on can be hard.



2. Summarise Videos
Read a summary of Youtube videos before 
deciding whether to watch them.

I use the Youtube Summariser extension for 
Raycast.

Raycast ‘Summarize YouTube Videos With AI’ Extension

https://www.raycast.com/


3. Creating Word Lists
Over the years I’ve needed word lists of cities, 
types of pets, medical illnesses, languages, car 
makes, car models etc etc.

Producing these using LLMs can work brilliantly 
if you can get the results to be consistent.

Criteria: cities in England

1. Generate a list of items precisely matching the given criteria.
2. Format the list as follows:

● Remove any descriptions or additional information.
● Remove all brackets, punctuation (except spaces), and special 

characters.
● Place each item on a new line.
● Sort the list into alphabetical order.

3. Process the list:
● Remove any duplicate entries.
● Convert all items to lowercase.
● Where an item has a longer official name but is commonly 

referred to in a shorter form, include all commonly referred to 
ways to refer to that item as separate lines. Examples:

● “newcastle upon tyne” → “newcastle”
● “the united states of america” → “united states”, “usa”, 

‘america”
● “the lord of the rings: the fellowship of the ring” → “lord 

of the rings” , “lotr”, “lotr 1”, “fellowship of the rings”
4. Review:

● Check through the list to make sure that each entry complies 
with all previous steps, removing or fixing any that do not.

● Check through the list again to make sure that no entries are 
missing, adding any in the same format if they are.

5. Output the final list:
● Do not include any introductory text or explanations.
● Do not use any XML tags in the output.
● Ensure each item is on a separate line.
● Do not include any blank lines between items.



I store these in SEOmonitor’s Keyword Vault (free, unlimited, monthly rank tracking) as a way to 
share them across the team.

3. Creating Word Lists

https://www.seomonitor.com/seo-research/


4. Categorisation
by website topic - chrome://topics-internals

by custom topic - seomonitor

by intent - seomonitor

by persona - llm

by searcher need - Refined Query Classifier



by website topic - Chrome Topics Internals

by custom topic - seomonitor

by intent - seomonitor

by persona - llm

by searcher need - Refined Query Classifier

4. Categorisation

https://www.seomonitor.com/


by website topic - Chrome Topics Internals

by custom topic - seomonitor

by intent - seomonitor

by persona - llm

by searcher need - Refined Query Classifier

4. Categorisation

https://www.seomonitor.com/


by website topic - Chrome Topics Internals

by custom topic - seomonitor

by intent - seomonitor

by persona - llm

by searcher need - Refined Query Classifier

4. Categorisation

https://www.seomonitor.com


by website topic - Chrome Topics Internals

by custom topic - seomonitor

by intent - seomonitor - or LLM

by persona - llm

by searcher need - Refined Query Classifier

You will be given a list of URLs. Your task is to visit each URL and 
classify the type of page it is. Here is the list of URLs:
<url_list>
{{URL_LIST}}
</url_list>
For each URL, you should classify it into one of the following categories:
1. Transactional - a product page
2. Commercial - a category page
3. Informational - a page that primarily provides information on a topic
4. Navigational - a page users primarily use to get to other pages (e.g. 
the homepage)
Visit each URL in the list and determine its classification. Keep a count 
of how many URLs fall into each category. Where you’re unable to 
access a page, or the page does not fit into any of these categories at 
all, ignore that page in your calculations.
After classifying all URLs, calculate the percentage of pages that fit each 
classification. The percentage should be accurate to one decimal place.
Present your final output in the following format:
<output>
Informational: A%
Navigational: B%
Commercial: C%
Transactional: D%
</output>
Where A, B, C, and D are the calculated percentages for each category.

4. Categorisation

https://www.seomonitor.com


by website topic - Chrome Topics Internals

By custom topic - seomonitor

by intent - seomonitor

by persona - llm

by searcher need - Refined Query Classifier

You will be given a list of personas and a list of keywords. Your task is to categorise these keywords 
for each persona based on their likelihood to search for them. Follow these steps:
1. First, you will receive a list of personas:
<personas>
{{PERSONAS}}
</personas>
2. Then, you will receive a list of keywords:
<keywords>
{{KEYWORDS}}
</keywords>
3. Process the keywords and personas as follows:
   a. For each persona, filter the list of provided keywords to only include those that personas is highly 
likely to search for.
   b. A keyword can appear in multiple persona lists if appropriate.
   c. Only include a keyword in a persona's list if that persona is highly likely to search for it.
4. Format your output like this:
   [persona name]
   [keyword1]
   [keyword2]
   ...
   [next persona name]
   [keyword1]
   [keyword2]
   ...
5. Apply these formatting and sorting rules:
   a. Sort the personas in alphabetical order.
   b. Sort the keywords under each persona alphabetically.
   c. Convert all text to lowercase.
   d. Remove any duplicate entries within each persona's list.
   e. Place each item (persona name and keywords) on a new line.
   f. Include one blank line between personas, but no blank lines between keywords.
   g. Each persona name should be bold
6. Before finalising your output:
   a. Review the entire list to ensure compliance with all previous steps.
   b. Remove or fix any entries that do not comply.
   c. Do not include any introductory text, explanations, or XML tags in the final output.
Provide your final output without any additional commentary or explanation.

4. Categorisation



by website topic - Chrome Topics Internals

By custom topic - seomonitor

by intent - seomonitor

by persona - llm

by searcher need - Refined Query Classifier

4. Categorisation

https://rqpredictor.streamlit.app/


5. Translation
Automated translation is becoming surprisingly 
good. I wouldn’t recommend it as a permanent 
solution, but for proof-of-concept, tools like 
DeepL can quickly prove-out demand.

https://www.deepl.com/en/translator


6. Trend Forecasting
SEOmonitor has per-keyword, category-level 
and site level forecasting built in by default.



6. Trend Forecasting
LLM’s can and will generate the code to produce 
their own forecasts though. 

Many say that LLMs aren’t good at forecasting 
or other maths-based tasks. It’s true if you just 
get them to guess at an answer, but if you can 
trigger python code creation they’ll use much of 
the same algorithms that dedicated tools will. 

You can then interrogate the data and work it 
into suiting your use case.



7. What-if Scenarios
Because we can quiz this data, adding in ‘what 
if’ scenarios becomes trivial.

Be care to make sure you understand the logic 
(not necessarily code) behind it, though, to 
make sure the assumptions its making our 
sound.



8. Content Gap Analysis
Gemini has a 2m+ context window. That makes 
it possible to feed it all of your page titles, all of 
your competitor’s page titles and leave it to work 
out where the content gaps are using the prompt 
to the right.

You’ll need to use Gemini for this one.

You are tasked with analysing the content coverage of two websites based on their page titles. Your goal is to identify topics 
that the competitor is covering in detail but are missing from my website. Follow these steps to complete the analysis:
1. You will be provided with two sets of page titles - my page titles and my competitors. Each are the bottom of this prompt.
2. Analyse both sets of titles to identify the main topics covered by each website. Consider keywords, themes, and subject 
areas that appear in the titles.
3. For each identified topic, assess the depth of coverage by considering:
   a. The number of pages dedicated to the topic
   b. The specificity of the titles (e.g., general overviews vs. detailed subtopics)
   c. The use of technical or specialised terms in the titles
4. Identify topics that appear in the competitor's page titles but are absent or minimally covered in the my page titles.
5. Prioritise the missing topics based on:
   a. The depth of coverage by the competitor (more detailed coverage = higher priority)
   b. The potential importance of the topic in the industry or field
   c. The uniqueness of the topic (topics not commonly covered elsewhere = higher priority)
6. Present your findings in the following format:
   <analysis>
   <missing_topics>
   [List the top 3-5 missing topics, ordered by priority]
   1. [Topic 1]
   2. [Topic 2]
   3. [Topic 3]
   ...
   </missing_topics>
   <detailed_analysis>
   [For each missing topic, provide:]
   <topic>[Topic name]</topic>
   <competitor_coverage>
   [Describe how extensively the competitor covers this topic, citing specific page titles as evidence]
   </competitor_coverage>
   <importance>
   [Explain why this topic is important and represents a significant opportunity for the client]
   </importance>
   <recommendation>
   [Suggest how the client could incorporate this topic into their content strategy]
   </recommendation>
   </detailed_analysis>
   </analysis>
7. Ensure that your analysis is objective and based solely on the information provided in the page titles. Do not make 
assumptions about the actual content of the pages beyond what can be reasonably inferred from the titles.
8. If there are no significant missing topics or if the client's coverage appears more comprehensive than the competitor's, 
state this clearly in your analysis.
Remember to focus on identifying the largest opportunities for the client to expand their content coverage based on the 
competitor's strengths.
<my_page_titles>
{{MY_PAGE_TITLES}}
</my_page_titles>
<competitor_page_titles>
{{COMPETITOR_PAGE_TITLES}}
</competitor_page_titles>

https://gemini.google.com/


8. Content Gap Analysis
… or SEOmonitor’s missing pages report



9. Sentiment Analysis 
of User Reviews
LLM’s aren’t good at sentiment analysis. LLMs 
are great at writing the code that can do the 
sentiment analysis.

Scrape reviews, then explicitly ask it to use tools 
like SpaCy to understand what people most love 
and hate about you and your competitors.



10. SERP Quality 
Checking
Not every SERP answers a question well. When 
you find one that doesn’t, it’s an opportunity 
whether there are large sites ranking or not.

Use the prompt on the left to compare the 
SERPs to the QRG and see if there’s 
opportunity.

You are an AI assistant tasked with evaluating the quality of search engine results 
based on Google's Quality Rater Guidelines (QRG). Your goal is to provide a 
single overall score for the top 10 search results for a given query. The quality 
rater guidelines are attached. Make sure you understand them fully.
The search query you will be evaluating is:
<search_query>
{{SEARCH_QUERY}}
</search_query>
Here are the top 10 search results (in order) for this query:
<search_results>
{{SEARCH_RESULTS}}
</search_results>
Please analyse these pages based on the QRG principles outlined above. 
Consider the following factors as set out in the QRG document:
1. Relevance: How well do the results match the user's search intent?
2. Accuracy: Are the results factually correct and up-to-date?
3. E-E-A-T: Do the results demonstrate Experience, Expertise, Authoritativeness, 
and Trustworthiness?
4. Overall usefulness: How well do the results satisfy the user's needs?
Based on your evaluation, assign a single overall score from 1 to 10, where 1 
represents poor quality results and 10 represents excellent quality results. This 
score should reflect the overall quality of the search results in answering the 
query. 
Present your response in XML in the following format
<evaluation>
    <score>[Your score from 1 to 10]</score>
    <justification>[Brief explanation of the score]</justification>
</evaluation>

Do not present your thinking or justifications outside of the XML format.



It’s set up to give a JSON style output, so you 
can easily add it into internal tooling to compare 
a lot of keywords quickly.

<evaluation>
    <score>5</score>
    <justification>Some results are 
relevant and authoritative, such as 
WebMD and The Washington Post, 
but others lack credibility or do not 
fully answer the query. The 
presence of an unrelated forum 
post and a YouTube video with 
unclear content lowers the overall 
usefulness.</justification>
</evaluation>

10. SERP Quality 
Checking



11. Synthetic Users
Better understand your user needs, journeys 
and insights without spending tens of thousands 
on surveys.

Synthetic Users isn’t cheap, but blends real data 
with LLMs to deliver some remarkably accurate 
feedback.

https://www.syntheticusers.com/


12. Content Briefs
If I asked you to write a page on topic X, without 
any other context, it’d probably just as bad as 
what most AI’s produce. 

Build systems that feed it the context of:

1. R: resonance
2. A: awareness
3. R: reputation
4. E: edge

More on this in my BrightonSEO talk. 
Alternatively, SEOmonitor does it by default.



13. Writing Blog Posts
This is even more important when generating 
whole pages of content.

I’d go as far as to say not to use Claude, Gemini 
or ChatGPT to produce content. There are too 
many considerations at this point.

Even if not SEOmonitor, use a specialist tool for 
it.



14. Page Relevancy 
Checker
Use sentence transformers, embeddings and 
cosine similarity to calculate page similarity. This 
is useful to algorithmically prove that the 
changes the brand team have made have hurt a 
page.

Code released soon - follow me on LinkedIn :)



15. Factual Accuracy 
Checker
With content accuracy being ever more 
important to Google - and there being a real-life 
reputation penalty to inaccurate content, running 
an ‘accuracy audit’ on site’s semi-regularly is 
worth considering.

Loki can either be run locally, at very little cost, 
or in the cloud, and pulls out anything on the site 
that, algorithmically, seems wrong.

https://loki.librai.tech/


16. Transcreation
Quickly convert your blog posts into what you 
need to promote them on social media.

You will be given a piece of text and your task is to create content for three 
social media platforms based on this text: an image prompt for Instagram, a 
tweet for X (formerly Twitter), and a post for Facebook. The text is at the 
bottom of this prompt:
First, create a prompt for an image to be used on Instagram. This prompt 
should describe a visually appealing image that captures the essence of the 
text. The image should be eye-catching and suitable for Instagram's visual-first 
platform. Keep in mind that the image should be able to stand alone without 
the original text, but still convey its main message or mood.
Next, craft a tweet for X (Twitter). This tweet should be concise and engaging, 
capturing the key point of the text in 280 characters or less. Include relevant 
hashtags if appropriate, and try to phrase it in a way that encourages 
engagement (retweets, likes, or replies).
Finally, write a Facebook post based on the text. This can be longer than the 
tweet but should still be concise. You may include a brief quote from the 
original text if relevant. The tone should be conversational and encourage 
interaction from Facebook users.
Present your results in the following format:
<instagram_prompt>
[Your image prompt for Instagram here]
</instagram_prompt>
<tweet>
[Your tweet for X (Twitter) here]
</tweet>
<facebook_post>
[Your Facebook post here]
</facebook_post>
Remember to tailor each piece of content to its specific platform while 
maintaining the core message or theme of the original text.
<text>
{{TEXT}}
</text>



17. Newsjacking
Set up ChatGPT tasks to bring the stories to 
you.



17. Newsjacking



18. Persona Generation
Personas are dependant on the information you 
feed into it. So pair the prompt on the right with 
some GA data and perhaps some Sparktoro 
data, to get some robust personas to work from.

You are a UK-based marketing expert working on marketing {item}. Respond with at most 5 personas for {item}'s customer
audience. Each persona should have a name, as a header, and then details about that audience including their age range,
gender split, NRS social grade, interests/hobbies, publications they read, jobs to be done, motivations, frustrations
etc. For each persona you should estimate what percent of the product or brands' total audience is made up by that
personas. Be concise and do not use words that imply lack of certainty, such as 'likely'. Example: 
Brand: Nike 
**Persona 1: Gym Rats** 
Age: 25-40 
Gender: 20% Female, 80% male 
NRS Social Grade: C2DE 
Interests: Gym; fitness; health; sports 
Publications: Fitness monthly, Gym weekly 
Jobs to be done: Performance enhancement; durability and quality; comfort and fit; technology integration; belonging;
reward and achievement
Motivations: fitness goals; inspirational role models; brand prestige; confidence; health and wellness; lifestyle
 alignment 
Frustrations: Not being able to find the right gym gear; moisture wicking; poor fit; limited sizing options; high cost;
 availability; lack of expert guidance 
Percent of total audience: 30% 
**Persona 2: Fashionistas** 
Age: 18-20 
Gender: 80% Female, 20% male 
NRS Social Grade: ABC1 
Interests: fashion; instagram; entertaining 
Publications: Vogue, Elle 
Jobs to be done: Be seen, be a fashion thought-leader; keep up to date with fashion; feel confident; feel empowered;
a sense of belonging; signal status  
Motivations: Brand prestige and reputation; innovative design; crossover appeal; iconic collaborations;
 cultural significance
Frustrations: Bland fashion; not being able to find the right outfit; difficulty of obtaining limited editions;
sustainability concerns; logo prominence; ethical and labour practices 
Percent of total audience: 70% 
Please now complete the analysis, as explained above, for {item}, but return the results in CSV format. The CSV should:
- Have a header row
- Have a column for each of the following: Persona Name, Age Range, Gender, NRS Social Grade, Interests, Publications,
Jobs to be done, Motivations, Frustrations, Percent of total audience
- Have a row for each persona
- Have the persona name as the first column
- Have the percent of total audience as a number between 0 and 100
- Have the rest of the columns as text
- Don't include any commas in the text columns
- Encapsulate text columns in double quotes
- Don't start or end the file with a blank line or anything to signify that it's a csv



Ideas



21. Idea Generation
Prompt generates 50 ideas, over a range of 
topics, in a single shot.

You are a creative media planner working on a pitch deck for a company in the UK. Your task 
is to generate a 'big idea' for their campaign. Here's the context and information you need to 
work with:
<company>{COMPANY}</company>
This company sells: <product>{STUFF}</product>
They want to be seen as: <attitude>{ATTITUDE}</attitude>
Their main goal is to: <goal>{DO_SOMETHING}</goal>
The main topic for generating big ideas is: <topic>{topic}</topic>
First, generate a list of 10 subtopics that are likely to create buzz, engagement, and sales 
around the brand under the main topic provided. These subtopics should be relevant to the 
company's products, attitude, and goals.
Next, for each of those 10 subtopics, come up with 5 big ideas. Remember, a 'big idea' is a 
hook or theme that you want potential customers to recall, share, and act upon. It should be 
an overarching concept that can stretch across all media channels.
When describing each big idea:
1. Provide a concise yet concrete description.
2. Explain exactly what you would do across which channels.
3. Limit your explanation to a maximum of three sentences.
Present your final output in the following format:
<bold><Topic 1></bold>
* <bold>Idea 1</bold> - [Your explanation here]
* <bold>Idea 2</bold> - [Your explanation here]
* <bold>Idea 3</bold> - [Your explanation here]
* <bold>Idea 4</bold> - [Your explanation here]
* <bold>Idea 5</bold> - [Your explanation here]
<bold><Topic 2></bold>
* <bold>Idea 1</bold> - [Your explanation here]
* <bold>Idea 2</bold> - [Your explanation here]
* <bold>Idea 3</bold> - [Your explanation here]
* <bold>Idea 4</bold> - [Your explanation here]
* <bold>Idea 5</bold> - [Your explanation here]
Continue this format for all 10 topics.
Ensure that each big idea is:
- Rooted in a piercing insight
- Linked to the campaign's objectives
- Capable of maximum impact and relevance
- Applicable across multiple media channels
Be creative, innovative, and think outside the box while keeping the company's goals and 
target audience in mind.

Once you have completed this, get your boss - a creative visionary - to look through and 
improve the ideas. Make amends following their recommendations.



21. Idea Generation



Testing



24. Splitting Pages Into 
Buckets
Feed in GA data with the prompt on the right to 
split pages into buckets that you’d expect to 
behave identically, ready for your a/b tests.

You will be given Google Analytics (GA) data for various web pages. Your task is to 
analyze this data and split the pages into two buckets that you'd expect to behave 
identically over the next 3 months.

Here is the GA data:
<ga_data>
{{GA_DATA}}
</ga_data>

To complete this task, follow these steps:

1. Carefully review the GA data provided. Pay attention to metrics such as page 
views, bounce rate, average time on page, and any other relevant information.

2. Identify patterns and similarities among the pages. Look for pages that have 
similar:
   - Traffic levels
   - User engagement metrics
   - Content types or themes
   - Seasonal trends (if applicable)

3. Based on your analysis, create two buckets of pages that you believe will 
perform similarly over the next 3 months. Consider factors such as:
   - Historical performance
   - Current trends
   - Potential for growth or decline
   - Seasonal influences

4. Provide a justification for your bucketing decision. Explain why you believe these 
two groups of pages will behave identically over the next 3 months.

5. Present your final answer in the following format:

<answer>
<justification>
[Provide your reasoning for the bucketing decision here. Explain the key factors that 
influenced your decision and why you believe these two groups will perform 
similarly over the next 3 months.]
</justification>

<bucket_1>
[List the pages in the first bucket here, one per line]
</bucket_1>

<bucket_2>
[List the pages in the second bucket here, one per line]
</bucket_2>
</answer>

Remember to base your decision solely on the GA data provided and your analysis 
of potential future performance. Do not introduce external information or 
assumptions not supported by the given data.



25. Producing ‘good 
enough’ content for 
indicative results
I previously said not to use Claude etc for 
content product - this is the exception. Getting 
content up quickly, knowing that this is the worst 
it’s ever going to be, can sometimes be useful to 
prove a point. Have a plan to take it down 
though.



26. Generating 
Variations of Content
Perhaps the sole good use for Apple Intelligence 
- its ability to change text to fit a certain mood 
allows you to prove out whether the tone is 
harming content goals.



27. Benchmark Pages 
Against QRG
The Search Quality Evaluator Custom GPT can 
be quite useful to get a quick look at the 
problems a page might have.



27. Benchmark Pages 
Against QRG



Tech SEO



28. Better Tickets To 
Devs



30. Complex Page 
Matches



31. Redirect Maps
Screaming Frog can now use OpenAI to 
calculate embeddings.

Following this guide you can easily turn 
embeddings into a method to match pages.

https://www.screamingfrog.co.uk/blog/map-related-pages-at-scale/


I personally have had more success with BERT 
etc - a more fuzzy match.

Dentsu created a really simple tool (which you 
can run locally if you’re paranoid) here.

31. Redirect Maps

https://ai-redirect-mapper.streamlit.app


32. Alt Text for Images

There’s an incredible blog post on how different 
LLMs stack up for alt-text creation here.

A vibrant city intersection with 
crowds crossing, surrounded by 
illuminated billboards and towering 
buildings, likely Shibuya, Tokyo.

https://dri.es/comparing-local-llms-for-alt-text-generation


This is a good case for using something like 
Make to build a process to push through all of 
the alt text.

Also available through Screaming Frog, but with 
slightly less control.

32. Alt Text for Images

https://www.make.com/en


35. Better Change Alerts



35. Better Change Alerts



36. Run a Local LLM
Security policies holding you back? Running an 
LLM locally used to be really hard, but isn’t 
anymore. 

LM Studio can be setup in minutes, can run fully 
locally and so keep all your data safe.

https://lmstudio.ai/


Automation



39. Proof Of Concept 
Interactive Elements

Claude, especially with 3.7 Sonnet, can now 
produce widgets that are ready to use in a single 
prompt.

https://claude.ai/


If you need something more complex, though, 
Cursor is remarkable.

39. Proof Of Concept 
Interactive Elements

https://www.cursor.com/


40. Questions for Clients
Quickly dump the brief into this prompt to get 
considered clarifying questions to ask the client.

You are an AI assistant tasked with helping to interrogate and improve a project brief. Your job is to 
generate up to 20 insightful questions that would be asked in a meeting with the person who 
created the brief. These questions should help clarify the project, uncover potential issues, and 
gather additional information needed to create an effective response to the brief. The brief to 
analyse is at the bottom of this prompt.
To complete this task, follow these steps:
1. Carefully read and analyse the brief, paying attention to the project goals, target audience, key 
requirements, and any potential ambiguities or missing information.
2. Generate up to 20 questions that would help clarify the brief and gather additional information. 
Consider the following areas:
   - Project goals and objectives
   - Target audience and their needs
   - Timeline and budget constraints
   - Technical requirements and limitations
   - Success metrics and evaluation criteria
   - Potential challenges or risks
   - Stakeholder involvement and approval process
   - Competitive landscape and market positioning
   - Brand guidelines and tone of voice
   - Distribution channels and marketing strategy
3. Ensure that each question is:
   - Relevant to the brief
   - Specific and focused
   - Open-ended to encourage detailed responses
   - Not redundant with information already provided in the brief (unless seeking further clarification)
4. Number the questions in order of importance, with the most critical questions first.
5. Present each question on a new line.
6. Do not include any additional commentary or explanations beyond the numbered questions.
Here are some examples of good questions:
- What specific metrics will be used to measure the success of this project?
- How does this project align with the company's long-term strategic goals?
- What are the top three features or aspects that absolutely must be included in the final 
deliverable?
Remember to prioritise the questions based on their importance to the project's success and 
clarity. The most crucial questions should be listed first.
<brief>
{{BRIEF}}
</brief>



43. Re-Writing Emails 
to Different Audiences You will be rewriting an email for three different audiences. The original email is provided below at the 

bottom of this message.
Your task is to rewrite this email for the following audiences:
1. The marketing generalist client (a brief tl;dr version)
2. The developer who needs to make the change
3. The account manager at the agency
For each audience, consider the appropriate tone and level of detail needed. Rewrite the email 
accordingly, keeping in mind the following guidelines:
1. For the marketing generalist client:
   - Keep it brief and to the point (tl;dr version)
   - Provide an overview of what's happening
   - Mention that they'll be CCd on other emails
   - Use a friendly, informative tone
2. For the developer:
   - Provide more technical details about the change required
   - Be clear and specific about what needs to be done
   - Use a professional, straightforward tone
3. For the account manager:
   - Inform them that the task has been assigned
   - Provide a summary of the situation
   - Use a collegial, internal communication tone
Present your rewritten emails in the following order, using the specified XML tags:
<client_email>
[Rewritten email for the marketing generalist client]
</client_email>
<developer_email>
[Rewritten email for the developer]
</developer_email>
<account_manager_email>
[Rewritten email for the account manager]
</account_manager_email>
Ensure that each rewritten email maintains the core message of the original while adapting the tone, 
level of detail, and focus to suit the specific audience.
<original_email>
{{ORIGINAL_EMAIL}}
</original_email>



45. Predictive Churn 
Analysis



47. AI Time Tracking
You are an AI assistant tasked with creating a timesheet for an SEO professional based on screenshots 
of their work. The screenshots of their work are attached.
The current time in London is:
<current_time>
{{CURRENT_TIME}}
</current_time>
Your task is to create a detailed timesheet of the SEO professional's work based on the provided 
screenshots. The timesheet should list the length of time spent on each activity, the client, and a 
description of the activity.
The SEO professional has the following clients, though they may not have worked on all of them today:
{CLIENTS}
Instructions for analysing the screenshots:
1. Examine each screenshot carefully to identify the activities being performed.
2. Note the timestamps or any other time-related information in the screenshots.
3. Identify which client each activity is associated with.
Directions for creating timesheet entries:
1. Assume an activity starts at the first moment you have evidence (through screenshots) that it began.
2. Assume an activity ends at the moment you have evidence that it is no longer continuing.
3. For the last screenshot, assume the activity has finished at the exact time that it is now in London (as 
provided in the <current_time> tag).
4. Round all activities up to the closest half an hour.
5. If it's not clear which client an activity is for, assume it's for the previous client that was being worked 
on.
6. Create a relatively generic description for each activity so that different parts of the same activity can 
be included within the same task.
Format the final timesheet as a series of tables with the following formatting:
<bold>[Client Name]</bold>
<table>
[Start Time] [End Time] [Duration] [Activity Description] 
</table>
<bold>[Client Name]</bold>
<table>
[Start Time] [End Time] [Duration] [Activity Description] 
</table>
...
Ensure that the timesheet entries are sorted chronologically and grouped by client. Use 24-hour time 
format for consistency.
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48. Newsletter 
Summarisation
Sign up to a bunch of newsletters that you never 
read?

Dread that monthly ‘industry update’ you send to 
clients?

There’s another way…



Select the newsletters and forward as 
attachment to get a zip you can download

48. Newsletter 
Summarisation



…ask AI to summarise them as a new 
newsletter

You are tasked with creating a 'super' newsletter based on the content of several 
newsletters received via email. Your goal is to analyse these newsletters, identify the most 
common and exciting topics, and compile them into a single, well-formatted newsletter. 
Follow these steps carefully:
First, review the content of the newsletters attached. Now, follow these steps to create your 
'super' newsletter:
1. Analyse the content:
   - Identify the topics that appear most frequently across the newsletters.
   - Note which topics seem to generate the most excitement or emphasis.
   - Keep track of any interesting links or resources mentioned.
2. Prioritise topics:
   - Rank the topics based on their frequency and perceived importance.
   - Aim to cover a broad range of subjects while focusing on the most prevalent ones.
3. Structure your 'super' newsletter:
   - Begin with a brief introduction summarising the key themes.
   - Organise the content into clear sections, each focusing on a major topic.
   - Use subheadings to break up the text and make it easily scannable.
4. Write the content:
   - For each topic, provide a concise summary of the key points from across the 
newsletters.
   - Include specific details, facts, or quotes to make the content concrete and informative.
   - Incorporate relevant links from the original newsletters where appropriate.
5. Format and length:
   - Ensure the total length does not exceed 700 words.
   - Use bullet points, short paragraphs, and white space to enhance readability.
   - Bold important information or key takeaways.
6. Final review:
   - Check that you've covered a broad range of topics while maintaining focus on the most 
important ones.
   - Ensure all included links are properly formatted and functional.
   - Verify that the content is specific, concrete, and informative.
Remember to maintain a well-formatted structure that allows for quick browsing, and 
include relevant links from the original newsletters.
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Let the LLM pull out the most important stories 
for you to read.

48. Newsletter 
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49. Internal 
Knowledge Base 
Creation
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50. Maintaining 
Knowledge
Transfer the inbox of long-time employees, 
when they leave or go on holiday, to a RAG.

AnythingLLM runs locally and doesn’t require 
any programming knowledge - just select a 
model, drag and drop in the export of their inbox 
and wait for it to process.

https://anythingllm.com/


Freebie!



Q&A


