CASE STUDY / MEDIA BUYING x Al

Automating media buying
operations

Al agents to speed up operations.

Media buyers stay in control.
Google Ads - Meta Ads - AppLovin
SOLUTION DELIVERED AND IN PRODUCTION A 5

REDUCTION IN MANUAL WORK TIME

40-60% 50-75% 20-35%"

Media & audience planning Campaign setup Routine optimizations

EPICFLARE’S ROLE

Translate trading methods into workflows, develop agents
and their connections, then integrate the solution into operations.

A connected workflow with media buyer oversight

Brief and budgets - reporting - historical conversions - existing setups

01/AGENT v 02/MEDIA BUYER 03 / AGENT
@ Planning @ Plan approval Creation

Line items, budgets,

Inventory and whitelists

Audiences, themes, Plan selection creatives
contexts Revisions before writeback Bids, structure
CPM / CPA estimates Business rules retained and buyer naming
Multiple proposed plans conventions

~~\) 06/AGENT Q 05 / MEDIA BUYER 04 / AGENT

K.~ Update v Action approval Optimization
Writing approved changes “—— Review of key actions “— Performance and CPA
to the tools Revisions allowed Budget reallocation

before implementation Remove low-performing

line items and creatives

| ]

New results feed subsequent optimization cycles

Planning: manual work time vs. time spent revising Al outputs. Ranges vary by scenario.
* Optimization: approximate gain, also linked to other process changes.

Let’s discuss your media buying operations

@ EPICFLARE epicflare.io
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