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Welcome to a new understanding
of automation and Al

The compounding complexities of digital advertising make
it challenging to stay ahead, let alone remain competitive.

Automation and Artificial Intelligence (Al) are reshaping
digital advertising by helping advertisers streamline
operations and focus on strategy. While often discussed
hand-in-hand, they each play a distinct role in data-
powered advertising.

The following guide will help agency and in-house operational
leaders understand their key differences. You'll also learn

the most effective ways to apply these technologies to drive
overall efficiency, including proven use cases and real results
that agencies have achieved with automation and Al.

Let’s unlock your greatest work yet.
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CHAPTER 1

Automation
in advertising
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Understanding the role of automation in advertising

Successful automation in advertising begins with an understanding of its core purpose.
Automation follows pre-programmed rules and instructions (often set by a human expert)
to complete predictable, repetitive tasks faster than humans. Because so many digital
advertising workflows are pattern-based and repeatable, automation is a transformative
force that eliminates manual efforts (and the errors that follow), allowing teams to focus
on more strategic work.

Of the major types of automation, Robotic Process Automation (RPA), is changing how
advertising operates from the ground up.

Automation can integrate all your data
sources into a single platform, like a Digital
Advertising Operating System (DAOS).
This enables multi-channel tasks to be
executed simultaneously, eliminating the
need for manual updates across platforms.

For example, you can use automation

to launch five campaigns or hundreds of
campaigns with the same amount of effort,
in the same amount of time. Adjusting bids,
updating promotional copy, or setting target
audiences—whatever the change, you only
need to make it once, saving hours on
operational tasks.

By folding Al-identified insights into the mix, automation can rapidly optimize campaign
performance across your entire portfolio with incredible ease, accuracy, and speed.
Some of these Al-identified optimizations include refreshing ad copy, refining targeting,
adjusting bids, and resolving performance anomalies.

Today’s automation tools are sophisticated enough to build campaigns in bulk for multiple
platforms and fast enough to cut manual tasks by 90%, making them a powerful workhorse
for your teams.
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Where does automation make the biggest impact in advertising?

Automation is most effective when applied to workflows that consume the most resources
for today’'s AdOps teams. These critical workflows include:

5

. Account and
Budgeting campaign launching

© o

Campaign

Reportin
management P g

Automation excels in these areas by reducing repetitive and data-intensive tasks.
This is especially beneficial for large-scale campaigns where time, efficiency, and accuracy
are paramount.

By connecting previously disparate data sets—like budgeting data and multi-channel
performance results—into one place, automation also improves cross-team alignment.
This is highly valuable for teams that run multi-channel campaigns as it enables them
to see performance data holistically, enabling more strategic cross-channel work.

As aresult, teams can launch and manage campaigns directly from data sources.
This approach accelerates launch times, improves compliance, and acts as a force
multiplier for strategic thinking.
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Examples of automation within advertising publisher platforms

While RPA has had the most transformative impact on the advertising world, it is
not the only type of automation available. Many publisher-hosted automation tools
can improve campaign performance within a single publishing platform.

For example, Google Ads includes automation features like automated bidding strategies
(e.g. “target CPA” or “maximize conversions”), automated targeting (e.g. Dynamic Search Ads),
and campaign types with embedded automation (e.g. Performance Max campaigns).

Meta also utilizes automation tools within its platform. For instance, Facebook’s
automation rules can pause underperforming ads automatically or increase budgets
(within specific parameters) based on set performance thresholds.

Publisher-specific automation tools can help you improve targeting and campaign
performance within the platform that you use them. However, because you do every
task within each platform, publisher automation tools alone will not enable your
company to recoup a significant amount of execution time.
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The limitations of publisher-native automation tools

Over time, using too many isolated third-
party tools creates disjointed workflows
that slow your teams down.

New data reveals that 80% of strategists
manage three or more ad platforms.

The result? One in four agencies needs
more than a week to launch a new campaign,
indicating major operational inefficiencies.

Relying solely on channel-specific
automation tools means you can’'t
synchronize data at the level you need
to execute cohesive and effective multi-
channel campaigns. You need a better
way to utilize automation at scale across
multiple functions and channels.

80~

of strategists
manage 3 or more
ad platforms

1 week*

1in 4 agencies
need more than
aweek to launch
anew campaign
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Expanding capacity with scalable, system-wide automation workflows

Running multi-channel campaigns at scale requires a solution that enables you to build,
launch, manage, and optimize multi-channel campaigns from one place. A Digital Advertising
Operating System (DAOS) utilizes automated workflows so teams can efficiently run multi-
channel campaigns at scale without the risk of human error or oversights.

One of the main benefits of utilizing a DAOS is its ability to handle (and activate)
large amounts of data from various sources.

Think about it: your team needs to collect, analyze, and act upon an overwhelming amount
of data—quickly —for every customer. A DAOS aggregates data from multiple sources into
a centralized platform using bi-directional APIs, enabling cohesive performance visibility
and bulk actions across ad sets, campaigns, and channels.

Automation can execute the most

resource-intensive tasks for your teams,
enabling operational capacity at scale.

Actions taken in the centralized DAOS are automatically pushed to different channels
and platforms via API, eliminating the need for manual updates or managing different logins.
System-wide automation bridges the operational and data gaps between customer data
sources and advertising publishing platforms. For example, rather than building the same
audiences across each channel, you can use a DAOS to build audience profiles once
and then push them out to every channel simultaneously.

Automating key interoperable workflows eliminates the mundane work from your teams.
In turn, you can greatly increase your operational efficiency and strategic effectiveness.
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Where should | deploy automation within my Advertising Operations?

Key operational workflow

Potential results’

@
= Prevent under- or over- 90% reducti
o H i o reduction
Budgetlng spending by automatically

Automation helps manage budgets

more effectively by eliminating errors,

overspend, and risk.

reallocating budgets across
multiple channels, ensuring
all available funds are used.

in pacing tasks.

Read case study ©

Campaign launching

Advertisers can automate the manual
processes that go into launching new
accounts and campaigns, eliminating

errors and saving time.

Use preconfigured campaign
options (targeting, bidding
strategies, etc.) to automatically
launch new campaigns with
optimal settings.

Reduce campaign
launch time from 5-10
days to 10 minutes.

Read case study ©

Campaign management

Streamline the management of all

advertising accounts and campaigns

across channels, reducing the time
needed for manual adjustments.

Automated real-time

alerts notify teams of vital
performance changes across
all channels and accounts,
making it possible to avoid
downtimes and capitalize

on opportunities.

50% reduction in digital
specialists’ time spent on
campaign management.

Read case study ©

2,

Reporting

Automatically generate
reports, charts, and graphs

250+ hours saved
every month by an agency

from multiple data sources,
then deliver these to every
client on a scheduled cadence.

Automate the creation of customizable
reports that provide up-to-the-minute
insights into campaign activities across
channels, for any account.

using an automated
presentation creation tool.

* Results observed by users of Fluency's Operating System.
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What results should | expect with automation?

The compounding results of automation are transformative. You can expect to see
results across a variety of workflows, ranging from tactical work to broader operational
improvements, in just a few days.

Here are some results reported by Fluency users after adopting process automation:

Account launching

91

decrease in time to
launch new accounts

Read case study ©

Time savings

80

reduction in campaign
setup and execution

Read case study ©

Campaign management

50

less time spent on

campaignh management

Read case study ©
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WHAT'S NEXT

Hyperautomation and Al-aided workflows

Advertising automation has come a long way from single-channel task
execution. Advertisers can now incorporate Al and machine learning
into system-wide automated workflows. Blending automated efficiency
with Al-powered intelligence gives advertisers unprecedented precision,
speed, and strategic insight. This powerful tech evolution is known

as hyperautomation.

According to Gartner, hyperautomation “is a business-driven,
disciplined approach that organizations use to rapidly identify,

vet and automate” multiple processes within an organization. It requires
the “orchestrated use of multiple technologies, tools or platforms,”
including (but not limited to) advanced technologies such as Artificial
Intelligence (Al), machine learning, and Robotic Process Automation
(RPA) with traditional business processes.

The benefits of hyperautomation justify its place on the list of
must-have digital advertising tools.

For example, integrating advanced Al for digital advertising operations
with Robotic Process Automation (RPA) via hyperautomation amplifies
your teams’ capabilities. Hyperautomation can greatly enhance

digital advertising efforts by automating tedious and time-consuming

tasks, freeing up valuable time for advertisers to focus on strategy
and creativity.

By syncing Al-identified recommendations with automation rules
and workflows, you can transform your AdOps from the ground up.
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Al in advertising
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How is Al defined in advertising?

Artificial intelligence (Al) is designed to simulate human intelligence and decision-making
processes. Unlike automation, which follows pre-defined rules and commands, Al learns from
data inputs to make informed decisions. Al also delivers results in just seconds —or minutes
for highly complex tasks — vastly outpacing any human team's capabilities.

Al can learn from new data,

enabling it to better meet your
needs over time.

Many advertisers use Al as an additional layer of intelligence to workflows without
the overhead of rule systems and if-then decision trees. However, Al can also learn
from new data, enabling it to better meet your needs over time.

In short, Al can enhance your advertising strategies by providing deep insights
and data-driven recommendations that go beyond traditional automated systems
or human-powered workflows.
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What role does Al play in advertising?

First, it's important to understand the difference between general Al and
specialized Al models. Both models utilize machine learning to generate responses.
Key differences influence when to choose one model over the other.

General Al

General Al is designed to handle broad
tasks with incredible versatility. By drawing
from a wide range of knowledge (think
ChatGPT), general Al can perform a variety
of tasks: text translations, simple data
analyses, and generalized content creation
for common formats.

Specialized Al

Specialized Al is purpose-built for a
specific industry, domain, or use case.
These models are honed with detailed
domain-specific knowledge to perform
complex tasks precisely. However, they
can't provide reliable outputs outside
their knowledge base.
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Both general Al and specialized Al models are used for different functions or
“modes of operation.” For advertisers, here are the four most impactful Al functions:

Q

Analytical Al

Analytical Al is a foundational function
that can be used by other functions.
Analytical Al focuses primarily on
understanding and pulling out insights
fromm massive amounts of data,

far beyond what humans are capable
of computing. These analyses can be
used to understand new opportunities,
identify trends, improve targeting,

and inform strategic decision-making.

@

Performance Al

Performance Al gives your team insights
into what's happening (e.g., audience
trends or campaign performance) based
on data patterns. Performance Al can
analyze historical and real-time data

to make predictions and recommended

optimizations based on your specific goals.

These recommendations can include
bid adjustments or refined targeting that
includes or excludes certain audiences.

&

Generative Al

Generative Al, known by most as GenA|,
creates content for your ad campaigns,
including text, images, or videos. This type
of Al is beneficial for both adding variety
to creative assets and generating them

in record time. GenAl is commonplace

in digital advertising, either in specific
publishing platforms (like Google Gemini)
or via external tools like ChatGPT or Claude.

=

Agentic Al

Agentic Al, sometimes referred to

as Al agents, is more action-oriented
than the other Al functions listed.

Rather than simply providing narrative
recommendations about what to do,
agentic Al can manage tasks end-to-end
with minimal human input. Al agents

can make decisions based on desired
outcomes, execute specific workflows,
and autonomously adjust strategies based
on real-time performance and feedback.

THE ULTIMATE GUIDE TO AI AND AUTOMATION IN DIGITAL ADVERTISING
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How do | choose the right Al model and function?

Finding the right combination of model
and functionality is important to get the
most value out of your Al tools. As you
consider these tools, you should balance
costs against specific needs.

General Al models are typically more
cost-effective for small-scale operations
or at the start of your Al journey. As your

Al usage and strategies ramp up, you'll likely
find that Al solutions catered specifically
to advertising's nuances give you greater
precision and efficiency gains.

Al solutions that are custom-built for
advertising’s nuances drive more significant
improvements and ROl in areas like
performance optimization and automated
campaign management than generalized Al
tools. Simply put, with advertising-specific
Al tools, even the smallest improvements
can generate substantial ROI.

Whatever tools you choose, security and
governance are crucial to nail down from
the very start. Make sure you understand
how your data is being used by any Al
tools you utilize.

For instance, if customer data privacy

is important to your company, use closed
Al systems. Closed systems restrict data
from leaving the system, ensuring that the
data isn't used to inform outside LLMs

or exit the system where you're using Al.

é )

You can learn more about
Al security best practices later
in the report ©
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Where does Al make the biggest impact in advertising?

Al is well suited to assisting with creative development and “value articulation.” This is why
it's best utilized in cognitive workstreams that have historically taken humans a lot of time.
In advertising, this includes tasks like content development, ideation, and data analysis.

Al also shines in the interpretation of poorly structured data. Unlike automation, which requires
rules and structure, Al can work with unstructured data (as long as the data set is “clean,”

or error-free), to parse out commonalities, anomalies, and opportunities. In turn, your human
teams can take these valuable insights and act upon them, moving the needle on a variety
of tasks.

The ability to process and interpret vast amounts of raw data in real time allows for
continuous optimization and improved ROI across any channel, account, or campaign.
The result significantly enhances the ability to tailor campaigns to specific audiences,
leading to higher engagement and conversion rates.

Where is Al less effective?

Tasks that require nuanced judgment and creativity are best left to your human teams,
not Al.

The strategic vision and creative flair that drive truly compelling campaigns still rely
heavily on human expertise. It's the same reason why Al-written cookbooks fall short

when you try making the recipes.

It's worth noting that Al systems can sometimes produce results that, while accurate,
may lack the contextual understanding or emotional resonance that human oversight
can provide. This is why advertisers should make sure they're pairing Al with human
insights to ensure that Al outputs are both intelligent and impactful.
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Examples of Al in advertising publisher platforms

Advertising publishers are heavily investing in Al capabilities that focus on automated
bidding, creative/asset creation, and performance optimization. These Al-enhanced
features can help your teams adapt to changing conditions, hone audience targeting

precision, and improve overall performance.

Let's take a look at how two major publishers are incorporating Al into their platforms.

N

Google Ads

Google expanded the use of Gemini,

its “largest and most capable Al model,”
into its core products in 2025 —including
Google Ads. Some of Google Ads’ Al
features include:

* A conversational Al chatbot
to build better search campaigns,
with recommendations for ad
creative, keywords, and copy

» GenAl capabilities to create
copy and assets for Performance

Max campaigns

+ Smart Bidding, which can optimize
campaigns in real time based
on factors like device, location,
time of day, and demographics

N

Meta

As of early 2025, Meta is also rolling out
new Advantage+ Al features for budgets,
audiences, and placements to streamline
the campaign setup process. Meta also
rolled out GenAl features in late 2024
and they're continuously enhancing them.
A few of Meta's ad GenAl tools include:

» Creating full image variations based
on text prompts or your images

» Al-generated backgrounds for product
images or expanded backgrounds for
different aspect ratios

+ Text generation for ad headlines
and primary copy

THE ULTIMATE GUIDE TO AI AND AUTOMATION IN DIGITAL ADVERTISING
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The limitations of publisher-native Al tools

Publisher-native Al tools, such as those offered by Google or Meta, can help you
with channel-specific optimizations. However, because these tools are inherently
confined to their specific channels, advertisers managing multi-channel campaigns
don't truly reduce manual work.

Publisher-native Al tools can simplify tasks like automated bidding or ad creation
within their respective ecosystems. The problem is that most advertisers don't just
use one channel: you still have to build, launch, and optimize campaigns channel by
channel. Even if workflows become faster within a single platform, repeating similar
processes across multiple platforms drains both time and resources.

You can't make portfolio-wide optimizations with channel-specific tools.
Continued reliance on siloed, channel-specific tools limits your company’s ability
to develop cohesive, multi-platform advertising strategies for your customers.

You need a holistic solution that unifies campaigns, optimizes resources across
platforms, and addresses the unique complexities of multi-channel workflows.
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Context-aware Al for multi-channel advertising workflows

To truly get the most out of Al, you need a unified system that brings data from every
publisher into one place for comprehensive analysis. Imagine taking the native Al capabilities
of each publisher and extrapolating them to every platform. Keyword recommendations,
budget reallocations, ad copy or image creation, building localized audiences... all of these
Al-powered optimizations can take place for multiple channels simultaneously.

Doing this enables Al to compare e
the effectiveness of campaigns across
platforms and make channel-crossing Learn more about
recommendations accordingly —instead of Digital Advertising Operating
operating in channel-specific tunnel vision. Systems

For example, if Google Ads drives better

ROI than Meta for a specific campaign, : |

the system's Al may recommend shifting T_ Wemn -
budget from Meta to Google. y

Context-aware Al within a unified system
enables you to optimize campaigns
across platforms, transcending the
limitations of channel-specific tools.
Streamlining AdOps workflows and acting Watch the video ©
on insights instantly means your teams
can achieve greater efficiency, precision, \_

and impactful results without the typical
operational headaches.
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Where should | deploy Al within my Advertising Operations?

Key operational workflow

Ad and image creation
and optimization

Al can quickly generate new and improved ad
creative after analyzing real-time performance
data. These micro-improvement adjustments
can have a major impact on engagement,
conversions, and overall performance.

Provide Al with a list

of desired keywords (and
words to avoid) to instantly
generate hundreds of
compliant ad variants.

Feed real-time performance
results back into Al for

new, optimized ad copy.

Potential results”

40% decrease
in ad creation and
optimization time

Read case study ©

4

Performance data analysis

Al tools can sift through large datasets

to identify patterns and insights that would
be time-consuming and difficult (if not
impossible) for humans to uncover.

Analyze cross-channel
performance data

to summarize key wins
and opportunities across
all channels for data-
powered decisions.

Generate new
performance insights in
seconds instead of hours,
with no human effort.

|l

Personalized report generation

Al can create tailored reports that highlight key
performance metrics and provide actionable
insights for campaign improvements

Instantly create client-
facing reports highlighting
the most relevant, actionable,
or noteworthy findings.

90% reductionin
report generation time

Enhanced reporting
engagement with Al narration

Al-narrated reports make data
easier to understand and more
engaging for stakeholders.

* Results observed by users of Fluency's Operating System.

Turn hours of data compilation
and explanation into narrated
audio or video reports that
bring decision-making data
to life for every location

(or account) in your portfolio.

250+ hours saved
every month (by

an agency using an
automated presentation
creation tool)
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WHAT'S NEXT

Powering human teams with an agentic Al
digital workforce

Unlike other Al functions, agentic Al goes beyond providing broad knowledge
outputs. Agentic Al can find optimizations and then execute specific tasks
end-to-end with minimal human input

Bringing Al agents into advertising workflows means letting Al act on

your behalf, not just making suggestions. This means that, like a traditional
human workforce, it must be trained, overseen and managed. And, also like
a traditional human resource, your Al agents should focus on the type

of work that they are best equipped for.

For advertisers, agentic Al is ideally suited for four key workflows:

d.‘

Creative content generation

Agentic Al can autonomously generate high
volumes of ad assets—from punchy headlines
to detailed persuasive copy—tailored for a
customer’s specific audiences on different
platforms. Copywriting Al agents can interpret
real-time performance data to refine copy
across multi-channel campaigns.

|~

Campaign optimizations

Agentic Al can continuously monitor,
evaluate, and optimize advertising campaigns
for every customer around the clock.

Al agents are also sophisticated enough

to understand and implement changes

like keyword swaps or budget reallocation
based on specific client objectives

(e.g. lower CPC or higher conversions).

o
3

Cross-channel strategic analysis

This Al agent autonomously surfaces
opportunities for optimization, aligns
strategies with predefined client goals,
and then executes any preapproved
steps to put these strategic optimizations
into play.

b

Customized report generation

Al agents completely eliminate the task
of building and sending customer reports.
Agentic Al can compile data from multiple
channels, analyze the data for trends

and key points, and then deliver reports
with high-level, specific takeaways to
every customer in your portfolio.
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WHAT'S NEXT

Building a digital workforce that supports human teams

Using agentic Al in this way makes it a force multiplier for your human teams.
It frees them from the mundane, monotonous tasks that consume their daily
workloads today. It's like providing every employee at your company with
their own specialized team that handles the most labor-intensive parts of
their job. This gives your human teams time to focus on what matters most:
vision, strategy, and creating meaningful customer connections.

With an agentic Al “digital workforce” amplifying the work of your human
workforce, you can shift how your team operates at a fundamental level.
Instead of thinking about how the work gets done, you can focus on what
results you want to drive. You can think about how to staff your teams

to meet customer goals rather than tactical execution.

This is a profound shift in how most digital advertisers currently operate.
But it is the future of advertising.

Though agentic Al may be a pipe dream for where your agency is today,
this new digital workforce should be an integral part of your team in the future.
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CHAPTER 3

Better together:
Aligning Al and
automation for
exponential scale
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CHAPTER 3

Jordan and Pippen. Fey and Pohler. Han and Chewbacca.

Dynamic duos are proof that powerful outcomes can be achieved through collaboration.

The same goes for Al and automation. When used in tandem, their synergy delivers
unparalleled value to a wide range of digital advertising workflows.

Here are five powerful ways you can use Al and automation together for exponential outcomes:

@ sStreamlined campaign management from start to infinity

We've already discussed how automation

can take the tedious, repetitive tasks
associated with campaign launching
(and management) off your team's
plate. Ad trafficking and budgeting are
two areas where automation can shine,
allowing campaigns to launch faster
and with fewer errors.

Folding Al into automated campaign
workflows opens up the possibility of
analyzing performance data in real time,
making live adjustments that improve
overall performance.

For example, Fluency’s automation tools
can deploy thousands of localized ads in
seconds. Al can help with your continuous
improvement efforts by highlighting
performance improvement opportunities,
which automated workflows can activate.

You can also ask Al to analyze
top-performing keywords, messaging,

or images and generate recommendations
for new content based on what'’s working.
Automation can put these improvements
into play, helping you make the most of your
campaign content across multiple channels.
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9 Enhanced data analysis and actionable insights

Traditional AdOps data analyses are
riddled with manual steps. First, you must
pull data from different publishers on

a set cadence, aggregate and normalize
these data sets, and then perform
advanced calculations to glean the most
valuable insights for reporting to clients
or leadership.

Automation and Al simplify reporting
and analysis workflows. Automation can
collect and centralize vast amounts

of data from multiple channels. Al excels
at sifting through this data to identify
patterns, trends, and actionable insights.

This synchronized combination of rapid
data collection and sophisticated analysis
ensures that your strategies are always
informed by the latest and most relevant
information. Tools like Fluency can even
provide cross-channel performance
insights and concise campaign summaries,
enabling you to make data-driven
decisions quickly.

Al can also detect data patterns

and anomalies. Once patterns are
identified, you can set up automations
that exponentially scale your team'’s
workload capacity.

e Portfolio-wide localized content creation

Data is crucial for multi-location advertisers

who tailor ads to specific customer needs
and preferences. However, incorporating
the right localized data points into multi-
channel ad sets takes time and increases
the likelihood of errors.

Automation ensures that the right data
feeds into the right parts of the ad
production process efficiently. Al leverages
real-time performance data to generate
personalized ad content that resonates
with specific audiences.

Combining business and account data
with content libraries means you can
create dynamic ads that automatically
adjust based on user behavior and
preferences. This level of personalization
helps ad teams deliver highly relevant
messages that drive better engagement
and conversion rates.
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@ Automated performance optimization

Managing campaigns across multiple
channels requires constant monitoring
and optimization. Figuring out the best
way to move budget or spend across
multiple channels, locations, or campaigns
results in compounding complexity.

Not only is this difficult to manage, but it's
nearly impossible for humans to optimize.
If there’s one thing that tanks efficiency,
it's having to babysit every campaign

to seize opportunities when they arise.

Automation puts strategic optimization
capabilities back in your hands. You can
establish proactive rules to automate
actions based on specific performance
changes: CPC thresholds, positive
engagement results, or reallocating
spend to your best-performing channels.

Bringing in Al can level up these

efforts. Al can evaluate performance

and suggest improvements. Pair these Al
recommendations with your predefined
automation rules and campaign or budget
adjustments can be made automatically
(or pass through a checkpoint if want

to approve first).

This data-and-tech-driven approach
ensures that your strategic changes are
implemented across the entire portfolio,
maximizing ROl and campaign performance
across locations.

At Fluency, our tools feed this continuous
improvement loop. Our Al tools can identify
underperforming areas and recommend
budget reallocations or creative adjustments,
ensuring that advertising efforts are always
at their peak performance.

Together, Al and automation drive a powerful
system focused on enhancing efficiency,
improving campaign performance, and giving
teams the tools to bring their strategic ideas
to life.

Al tools can identify
underperforming
areas and recommend
budget reallocations

or creative adjustments,

ensuring that advertising
efforts are always at

their peak performance.
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e Improved compliance and brand safety

Most industries have unique compliance
requirements. But some verticals are
particularly complex—think pharma,
real estate, and medical. Keeping track
of these nuanced requirements using
traditional tools leaves a wide gap

for human error.

Utilizing pre-built rule sets enables

ad teams to codify industry-specific
compliance standards. This ensures
that all campaigns adhere to the most
up-to-date regulations. Plus, it simplifies
[the workload required to implement
any regulatory changes: with automation,
it just takes a few clicks.

Rules can also apply to wider franchise
or multi-location brand guidelines. You can

use automation rules to make sure global
brand requirements are met at the regional
or local level. Without a clear framework

in place, businesses risk fragmented
messaging and visuals that can damage
brand integrity.

Using automation in this way ensures
that you're maintaining a consistent—
and, in some cases, legal—presence

while still catering to the localized needs
of each market. For example, Al can help

you generate ad variants for specific
channels or audiences that adhere to

set compliance requirements. From here,

automation enables you to scale these
Al-generated variants across channels
or ad sets, expanding the benefits of

Al while controlling for risk.
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WHAT'S NEXT

Use Al and automation to improve operational
impact and margins

Whether you're working at an agency or in-house, all of today’s digital advertisers
are tasked with a nearly impossible riddle: increase capacity without increasing
costs or headcount.

Automation and Al are the only answers that improve capacity while also
improving margins. Automating repetitive, time-consuming, and routine tasks
frees up ad teams to focus on strategic planning and creative development.
Al supports this by providing deep insights and recommendations for these
high-level tasks.

The impact these two technologies have on workload capacity cannot
be overstated. Agencies have experienced a 40%+ increase in average spend

managed per analyst or a 10x increase in productivity without hiring new
employees. In-house teams have reduced their paid media operational costs
by 50%, reducing headaches and cumbersome tasks. Most importantly,

these shifts in workloads have resulted in happier employees who find more
joy in their daily tasks.

Agencies have experienced: Agencies have experienced:
4 % 1OX
0 o
increase in average spend increase in productivity
managed per analyst without hiring new employees

In-house teams experienced:

50

reduction in paid media
operational costs
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Thinking about incorporating Al and automation into your
advertising operations? Here are a few important things to consider.

0 Can these tools integrate with your current systems?

One of the primary considerations for advertisers is how well the new solution will integrate
with their existing tools and platforms.

Building custom tech to address siloed problems is resource-draining. In-house solutions
also rarely add the capacity you truly need, particularly if you look at your workflows
comprehensively.

Piling on non-interoperable third-party solutions results in a tech hodgepodge we refer to
as “Frankentech.” Too many tools for overlapping tasks drain your time, results, and budget.
Interoperability is a must: ad teams have more important things to worry about than
keeping track of another login.

Interoperability ensures that ad teams can
Fluency supports data ingestion incorporate solutions without disrupting
through several methods: current workflows. For example, Fluency’s
platform supports a variety of integrations

API (requires developer resources) . o
that enable enhanced interoperability

FTP (we can set this up or you can)

HTTP/HTTPS
AWS S3 These integrations streamline your

between systems.

workflows by allowing you to directly
connect your data sources into
Fluency, ensuring seamless automation
of your advertising campaigns.

Google Drive
Dropbox
Smartsheets

Fluency Ul (manual upload)
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9 Do your partners provide long-term support and training?

Implementing new technology can be daunting. Training is necessary, but your teams
can't always teach themselves new tools while focusing on their daily work.

Look for technology partners that emphasize support and training—both during
implementation and long term. Getting up and running is just as important as knowing
someone has your back when bugs and questions arise.

When considering support and training for Al and automation,
agencies should account for:

On-demand, Immediate support Long-term account
self-guided training when issues arise. management to help
to keep up with identify emerging
ever changing opportunities.

technology updates.
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e What Al and data security governance do you have in place?
Data security is a top concern for advertisers, particularly where Al is involved.
When selecting third-party Al and/or automation tools, make sure there are stringent
security protocols and compliance standards in place. You want to look for a responsible,
forward-thinking partner who can help your teams reap the benefits of using Al without
compromising client data privacy or security.
Here are key considerations that you should account for to ensure you know
exactly what is happening with your data:

8 ®
Data stays within platform infrastructure Al features are opt-in only
Fluency works with Amazon Bedrock as our Fluency's Al features are opt-in at both
Al integration solution. This secure, AWS-hosted the customer and user levels, meaning that
environment guarantees that no client data or no data is shared with Al models without
interactions leave our infrastructure (for instance, clear, intentional consent from users.
to train outside Al models).
User-authorized data transfers
Data egress (where data exits our systems and
AWS infrastructure) is only permitted if explicitly
authorized. This ensures that data is only shared
with external systems like Facebook Ads Manager,
Google Ads, and AWS under supervision
and approval.
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Take the next step toward greater efficiency and results

Like any technology, Al and automation implementation is a process. Identifying the
right initial use cases, aligning organizational stakeholders around your ideal outcomes

and goals, and implementing adequate change management practices are important

steps for long-term success with these technologies.

Before getting started, take a hard look at your most time-consuming or manual-

task-heavy processes. A few questions you could ask include:

C] %

Where does your How much are
team spend most manual workflows
of their time? costing your team,

both financially
and in terms of the
energy they demand?

e

How is data
organized and how
are you activating
data today?

Documenting answers to these questions helps you understand where there are

opportunities for improvement. Going through these steps also prepares you for vetting

the right partner when you are ready to take the leap.

Remember: the cost of not adopting these tools is far greater than the cost of
adopting them. Operational costs, including hiring new staff, are continuously on the

rise. Your organization will have limited responsiveness to market changes and higher

risks related to compliance and regulatory issues if you continue relying on “the way

it's always been done.”

In short, the longer you wait, the longer you delay your growth.
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The time is now.

Talk to one of our experts to learn how you can
scale your advertising operations with transformational
speed, flexibility, and precision.

BOOK A DEMO —
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Additional resources

As you continue learning about how automation and Al could fit into your organization,
these resources can help.

-

-

Leader Perspectives: Automation & Al in Advertising

Understanding the core differences between Al and automation is
key to maximizing their potential in your ad strategies. Our CPO and
President, Eric Mayhew, succinctly breaks it down in this short video.

WATCH NOW —

N\

~

Al and automation: practical use cases and benefits

Al is set to revolutionize every aspect of digital advertising,

from strategy implementation and campaign optimization to data
analysis and reporting. This article explores the future of Al in digital
advertising and examines how automation enhances its effectiveness.

READ NOW —

J

-

The benefits of ad campaign automation

Centralizing critical workflows across all major channels enables you
to accelerate account launches, streamline workflow management,
and address issues at scale. Learn more about best practices and

applicable use cases for campaign automation in this overview article.

READ NOW —

N\

~

See automation in action: Fluency Blueprints

Tailored for multi-location needs, Fluency Blueprints seamlessly
connects your unique ad data, assets, and strategies across major
platforms in a single interface. Watch this short video to learn how
Blueprints enables advertisers to launch integrated campaigns up
to 90% faster and manage them easily at any scale.

WATCH NOW —

J
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