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Artificial intelligence is transforming the advertising industry, with media planning
emerging as one of the functions poised to benefit the most.

From audience research and media-plan creation to campaign setup, reporting,

and optimisation, Al is creating new opportunities to automate manual tasks, improve
decision-making, and enhance campaign performance.

This report explores the role Al is playing in media planning today, the technologies and tools
shaping the market, the challenges and opportunities facing advertisers and agencies,
and what the future of media planning may look like in an increasingly Al-powered world.

What is media planning?

Media planning is the process of determining how, when, and where
advertising budgets should be spent to reach a target audience and
achieve specific business objectives.

The media-planning process

Brief and strategy
« Brief intake
» Market research
 Audience
& segmentation
 Goals, objectives
& KPIs

Brief & strategy

Media planning
& strategy
development

« Channel selection
 Budget allocation

» Reach & frequency
estimations

+ Audience targeting
- Deal types & pricing
models

Campaign setup
& trafficking

« Campaign setup
« Ad trafficking

- Event tracking

- Brand safety

Creative & assets

« Creatives
& messaging

+ Ad creative generation
* DCO

The process typically begins with a campaign brief and strategy.

The brief and strategy outline the advertiser’s:
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L 2

Goals

Target audience and market segments

Budget and bidding strategy (e.g. CPM or CPC)

Flight dates and pacing

KPIs
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Reporting

& measurement

- Performance reporting
« Attribution modelling

* ROI & ROAS analysis

Real-time optimisation

« Campaign monitoring

* Bid & budget
optimisation

« A/B testing & DCO

+ Audience extensiony
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Media planning
Then, a media plan is created.
The media plan recommends the following:

% How the advertising budget should be allocated across different
channels, e.g. display, search, social, CTV, DOOH, etc.

= The targeting strategies, e.g. audience, geographic, contextual, etc.
The campaign’s projected reach and frequency.

% The expected performance outcomes.
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Al Media Planner " " .
by Spyrosoft Adtech Dashboard Campaigns Reporting Settings g

§ Al Media Plan 3% Adjust Manually Compare Scenarios

Optimized for ticket & Demo Value set sales.

Total Budget Estimated Reach Estimated Frequency Estimated CPM
2,500,000 $ 3.2M 3.8x $14.50
100% Zaalokowane +15% vs benchmark Below 4x limit Blended, 6 channels
Recommended Budget Split ¥ Why this split? Audience Split

Programmatic Display _
YouTube/DV360 _ 3.2M
Unique .
Radio (RMF/ZET) | i'
Influencers -
0k 350k 700k 1050k 1400k Deduplicated Reach: 72%

High deduplication via cross-platforms frequency capping.

Campaign setup & trafficking

Once the media plan is approved, the next step is to set up and execute
the campaigns in the various advertising technology platforms.

This phase involves:
% Selecting the audiences to target
% Setting the budget and bidding strategies

2% Configuring the targeting criteria
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Creative & assets

Once the media plan has been approved, the next stage is to create
and prepare the assets that will be used throughout the campaign.

Depending on the channels selected in the media plan, this may involve:

% Designing and creating the ads for the specific channels - e.g. display
banners for websites, image ads for social media, video ads for TV,
and static and digital ads for out-of-home (OOH).

% Developing and publishing landing pages and supporting marketing
materials.

% Undergoing a review process to ensure the ads meet brand, legal,
regulatory, and platform-specific requirements.

Once the creative assets have been created, it's then time to launch
the campaigns.

Q Search creatives. Y Filtry D Kolumny

Creative Format Platforms Impressions CTR CVR Spend ROAS Status
fwm Spring Sale - Video_V1 Video 16:9 Meta, YouTube, TikTok 1250k 1.85% 0.42% 45,000 $ 3.2x active
g B2B Solutions_Static_v3 Static Image LinkedIn 340k 0.75% 115% 28,000 $ 5.4x active
. TikTok_Trends_UGC_01 Video 9:16 TikTok, Meta Reels 2100k 215% 0.28% 52,000 $ 2.8x active
Retargeting_Dynamic_Products Carousel Meta 890k 1.45% 2.35% 18,000 $ 8.1x pause:
. E-com_Promo_Flash_Sale Static Image Meta, Display 450k 112% 1.85% 12,000 $ 4.5x active

Reporting & measurement

The reporting and measurement phase focuses on collecting and analysing
the campaign performance data to determine whether it is delivering
the desired outcomes and objectives.

This process typically involves:

% Gathering data from multiple advertising platforms, analytics tools,
ad servers, and measurement providers.

Organising and presenting the data in an easy-to-understand report.

Analysing the key metrics, such as impressions, reach, clicks,
conversions, engagement, return on ad spend (ROAS), cost per
acquisition (CPA), and other performance indicators relevant to
the campaign’s objectives.
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Cross-Campaign Performance n (J Show total platform reach £ This quarter v & Share Report

Summary of results from all active and completed campaigns (this_quarter).

Y Campaigns... v Platforms... v Segments... v Geography... v Devices... v Creatives... v
Ask about your campaigns, e.g. spend by platforms in the last 30 days
$ +12% A +8% 2 " 2% L 5%
Total Spend Total Impressions Total Reach Unikalny Mediuma Frequency Medium CPM
$3.81M 142.5M Unavailable 4.2x $15.20
Spend Trend and Reach © Investment Breakdown per Channel
1000k 6M
Media
750k 4.5M
500k 3M
250k 1.5M
Ok oM
sty Lut Mar Kwi Maj Cze Radio _

o
<

< Reach = Spend 0.35M 0.7M 1.05M 1.4M

Real-time optimisation

Once the campaign has been launched and the performance data has
been analysed, it's then time to make changes to optimise

the performance and get closer to achieving the campaigns’ goals
and objectives.

Today, most advertising platforms provide real-time optimisation,
allowing companies to automate this process.

The real-time optimisation phase involves:

% Analysing campaign performance data across different platforms
and channels.

® Making changes to budgets, bids, audiences, targeting criteria, creative
assets, and channel allocations based on how the campaigns are
performing.

® Identifying opportunities to improve performance while reducing wasted
ad spend and ensuring campaign objectives are achieved.
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The data layer: The role of data in Al-powered
media planning

While Al is often the focus of discussions about the future of media planning,
data remains the foundation upon which every Al system is built.

. . . Campaign setup . Reporting Real-time
Brief & strategy EEE Mediaplanning EB .. --2 Creative &assets --> ‘-- . .
& trafficking & measurement optimisation
E Share objectives, E Use historical E Feed tracking E Feed creative E Consume E Use activation
! audience ! performance, ! information, ! metadata, variants, ! clean data ! signals, alerts
. assumptions, KPIs . audience data . taxonomy, . DCOinputs . forreporting, . &predictive
. &constraints . &forecasting . placements . &performance . insight . insights
E E insights E &event data E signals E & attribution E
v v v v v v
DATA LAYER
1. Data collection and storage 2. Analysis 3. Activation
- First-party data (CRM, website, app) «+ Audience insights & segmentation + Audience segments & lookalikes
+ Ad platform & channel data N Attribution modelling N Retargeting & suppression lists
« Campaign & creative metadata « Forecasting & reach modelling + Bid & budget optimisation signals
« Tracking events & logs « Creative performance analysis » DCO feeds & personalisation
« Consent, taxonomy & data quality * ROI & ROAS analysis » Dashboards, alerts & exports
1T ~ ~
e e e meamaaas b e e me e ;

Insights and data feedback to inform future decisions

Regardless of how advanced an Al model may be, its effectiveness
is ultimately determined by the quality, completeness, and accessibility
of the data it can access.

Throughout the media-planning lifecycle, companies generate and collect
vast amounts of information from a variety of sources.

This includes:

First-party customer data
Campaign performance data
Audience insights

Website and app analytics
Creative metadata

Tracking events

v ¥ ¥ ¥ 3

Measurement data
Information from advertising platforms

Together, these various pieces of data form the data layer that supports
planning, activation, measurement, and optimisation activities.
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The data layer typically consists of three core functions:

@ Collection and storage

@ Analysis
@ Activation

For Al-powered media planning solutions, the data layer acts as both
a source of knowledge and a feedback mechanism.

Historical campaign data can help Al systems identify patterns and
generate insights and trends, while real-time performance data enables
them to continuously learn and adapt.

~ Market Insights & Trends ® Live updates

()

Al Market Alert

Detected 2 mins ago « Category: Activation

Predictive model forecasts a 25% increase in McDelivery orders this coming weekend due to
esports finals. Al recommends launching a 'Gamer Combo' campaign with free delivery over $50
and personalized push notifications for Demo Brand app users.

#McDelivery #GamerCombo + Add to Brief

Consumer Trend

Detected 1 hour ago « Category: Behavior

Queries for "veggie options at McDonald's" surged by 150% in the 18-35 age group. Users are
seeking lighter lunch alternatives.

#VeggieMac #HealthyChoices + Add to Brief

As campaigns run, new data is collected and fed back into the system,
creating a cycle of ongoing improvement and optimisation.

AlIN MEDIA PLANNING [2026]
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The use cases of Al in media planning

Although the digital and programmatic advertising industries have
become increasingly data-driven over the past two decades, many parts
of the process still rely on spreadsheets, emails, manual data entry,

and disconnected systems.

This results in media planners spending a significant amount of time
gathering information and data from different sources, building reports,
entering campaign details in different platforms, and coordinating with
internal teams and external partners.

It's these challenges, combined with the rise and evolution of Al, that have
seen a sharp increase in the interest in Al-powered media planning tools
and solutions.

° ai media planning ah

Search term

@ Worldwide ~ () Jan1,2025 - May 30,2026 ~ @ web Search v

Interest over time © g,
Worldwide - Jan 1, 2025 - May 30, 2026

2025 April July October 202 April

Results from Google Trends highlights the recent interest in Al media planning.

The power of Al in media planning is evident in the following processes:

I T

Understanding and making sense of information from various sources GenAl

Converting disparate pieces of information and data into structured media plans GenAl

Extracting insights and identifying trends in large data sets collected

from different sources GenAl

Executing campaigns in different advertising platforms Agentic Al
Collecting and reporting on the performance of campaigns from multiple systems Agentic Al
Optimising the performance of campaigns with limited human involvement Agentic Al
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Al in media planning: Key results

Al has the ability to improve every stage of the media-planning process,
from audience research and budget allocation to campaign setup and
performance analysis.

Even though the technology and its applications are still evolving,
companies that successfully identify the areas of their business that
can be improved via Al can expect to see improvements in:

=

>
>
>

Productivity — doing more with the same or less amount of resources.
Efficiency — getting the most bang for your advertising dollars.
Decision-making — making faster and more informed decisions.

Campaign performance — improving campaign outcomes that better
achieve goals and objectives.

During internal testing of our Al Media Planner solution, Spyrosoft AdTech
noticed a significant and tangible improvement across many areas
of the media-planning process:

Key results from initial tests of the Al Media Planner

30-60% 3-5x

Reduce media planning time by 30-60% Identifying better-performing audiences
and create campaigns in minutes, and channels leads to a 3-5% increase
not hours. in reach efficiency and ROI.

2-3% 10-15%

Plan and create 2-3x more campaigns Automating manual processes can
with the same team. make your team 10-15% more productive.

AlIN MEDIA PLANNING [2026]
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The landscape of Al media-planning tools

Over the past few months, many large advertising agencies and AdTech
companies have released their own Al media-planning tools.

The rise of Al media-planning tools

Azerion Advocates ‘Al for i U )
Everyone’ with New Azerion @blis _ e
tf

mmmmmmmmmmmmmmmmmmmmmmmmmmmmmmmmm

Meet the new Gigi: An Al media
manager for the Amazon DSP

5 3une,2025 © S

o
“ O ze r l O n Seedtag Revolutionises Media
Planning & Activation with the
Medialive® Poet Orctiessgs o B Mpoi Abiewy D acions  togn (@ smmane ] Launch of NeuroX
by ExchangeirePressBox on 22nd Aor 2026 n News
[~]o]<]=]
Compass INTELLIGENT

MEDIA EXECUTION

Basis Releases Agentic Al Solution for Faster
Omnichannel Media Strategy, Planning and
Activation

Spyrosoft AdTech Launches Its Al
Media Planner Solution

¥ Amplified O . by Py

[~ ]=]]=]

ogur Sowors - Pettom - Resoues < Company  Carers= Comestts
80x 0n 11th Jun 2026 in Nows gury

Agentic orchestration
enabling Persono
Inte

spyrosoft

| ADTECH

Some focus on specific advertising channels such as search, social media,
or programmatic advertising, while others provide broader functionality
across multiple channels.

Although the market is evolving rapidly, the vast majority of these solutions
are designed as out-of-the-box products intended to meet the needs
of a broad customer base.

While this approach allows organisations to deploy Al capabilities quickly,
it also means these tools provide:

2 Ridged workflows
2 Predefined features
< Fixed integrations

For companies, such as AdTech companies and agencies, with highly
specialised workflows, proprietary planning methodologies, unique data
assets, or complex integration requirements, an off-the-shelf solution
doesn't provide the level of flexibility or customisation required to meet their
needs and goadls.

As Al becomes more deeply embedded within media-planning operations,
companies are increasingly faced with an important strategic decision:

Should we adopt an existing Al media-planning platform,
orinvest in building a solution tailored to our own business?



Should companies rent or build
an Al media-planning tool?

The decision to rent or build an Al media-planning tool, or any piece
of software for that matter, is one that a lot of companies face.

The answer ultimately depends on a company's objectives, resources,
and long-term strategy.

Typically, out-of-the-box solutions are used by the end users of the software,
such as brands and advertisers.

For companies whose business is developing technology for others to use,
such as AdTech companies, data providers, and agencies, a custom solution
often delivers greater value.

Building a custom Al media-planning solution can provide these companies
with the flexibility, control, and ownership needed to create a product that
supports both their business objectives and those of their customers.

Pros of renting an Al media-planning solution
% Instant, or near-instant, access to a ready-to-use tool.

% No need to maintain the technology.

Best suited for

% The end users of the software — e.g. brands and advertisers that just
require access to the tool to create and activate media plans.

Pros of building an Al media-planning solution

< Full control over the solution’s features, integrations, models,
and algorithms.

9 Ownership of intellectual property (IP).

% Protection of business-sensitive data, workflows, etc.
9 Better integration into existing systems and tools.

% The ability to license the software to clients.

Best suited for

% Advertising technology and data companies.

=% Advertising agencies.
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Challenges & opportunities facing
Al media-planning tools

Although much progress and advancements have been made,
Al in media planning is still in its infancy.

Main challenges

Accuracy and hallucinations

Large-language models (LLMs) can occasionally produce incorrect,
misleading, or entirely fabricated information.

Integration issues

To orchestrate agentic media planning and buying, Al tools need to connect
with multiple systems. Setting up and maintaining these connections can be
complex.

A lack of transparency

Ready-to-use tools provide little to no transparency into how their models
or tech work, leading many companies to question the accuracy

of the recommendations and insights, as well as the validity of the reported
performance and efficiency results.

Data security

Using an existing Al-powered media planning tool means handing over your
valuable customer and business data to an Al model that you have no
control over. These models can learn from your data and weaken your
competitive advantage and expose your business to compliance risks.

This can be mitigated by building your own LLMs, which will limit exposure

to external systems.

Main opportunities

Automating repetitive tasks

One of the biggest opportunities is reducing the amount of time spent
on manual and repetitive work.

Al can automate various processes like extracting information from
campaign briefs, configuring campaigns, and creating reports.
This results in improved productivity, efficiency, and quality of outcomes.

Faster campaign creation

Many companies still rely on spreadsheets, emails, and manual data entry
when creating campaigns.

Al-powered planning tools can help users move from a campaign brief to
an approved media plan and campaign configuration much faster, allowing
them to reduce the time between campaign ideation and activation.



Better use of historical campaign data

Most advertisers and agencies possess years of campaign data that
remains difficult to access and analyse. Al can identify patterns across
historical campaigns and uncover insights that haven't been seen before.

Improved media plan recommendations

Al can analyse multiple variables simultaneously, e.g. campaign
objectives, budget constraints, and channel performance, and create
better performing media plans.

More accurate forecasting

Forecasting the performance of an ad campaign is often based on historical
benchmarks. Al models can incorporate significantly more data points

and variables than traditional forecasting approaches, leading to better
forecasting of key metrics

What's next for Al in media planning?

The use of Al in media planning is very much in its infancy.

However, the foundations are set and we are already witnessing
the capabilities from generative Al and agentic workflows.

But in addition to the technological advancements, the future of Al

also requires making strategic business decisions, such as how to properly
utilise Al for growth while maintaining control and ownership of proprietary
tech and data.

An increased use of conversational Al
in media planning

One of the most significant changes likely to occur in media planning is
the shift towards conversational interfaces powered by artificial intelligence.

Al Media Planner

Dashboard Campaigns Reportin Settings
by Spyrosoft Adtech paig P 9 9

What are we communicating
today?

Enter a campaign topic or upload a brief document, and Al will prepare a Campaign Brief
for you.

Q I 'want to create a media plan for a native advertising
campaign. The budget is $500,000 and | want to reach
.
people on travel and lifestyle websites.| S Generate

® Paste Brief @ Upload file © From history
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For example, media planners may be able to ask questions such as:

% ’Create a media plan for a $500,000 native ad campaign targeting
people interested in travelling.”

% "Which audiences delivered the highest return on ad spend last
quarter?”

% "Show me the best-performing video creatives from the past six months".

Al systems will then analyse the available data and provide
recommendations, forecasts, and actionable insights in real time.

Better agentic workflows and more
autonomous decision-making

Despite all the advancements in agentic Al workflows, we're not living
in a fully agentic world just yet.

Challenges, obstacles, and limitations still exist, including:

% Fragmented data

2 The reliability of Al models

» Governance

% Technical standards.

But the potential is there. And with time, these issues will be resolved.

Although human oversight will remain essential, particularly for strategy,
governance, and budget approvals, Al agents are expected to take
on a growing share of operational responsibilities.
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How agentic Al works

v

Godals &
objectives
N
Perceive - Plan - Act -- e -y DSP --  Ad server
Understand Plan the actions Execute :
the goal. to take the actions. e CDP .- Creative
Evaluate - Plan - Act  ----- ' Action layer

v
Data from AdTech platforms
- Delivery rates
Ad spend
Metrics, e.g. CPM, CPC, CPA

e e 0 """"""""""""" +  Viewability

Continuous feedback loop
and human observation
Performance data

This will enable media planners to spend less time managing processes
and more time focusing on business objectives, audience analysis, insights,
and campaign strategy.

Media plans will become living documents

Historically, media plans have been static documents created before
a new campaign launches.

As Al gains access to real-time performance data, media plans will likely
become dynamic and continuously updated based on changing market
conditions, audience behaviour, insights, and campaign performance.

This will not only reduce the need to create a new media plan for each
campaign, but it'll also result in better performing campaigns.

® AlIN MEDIA PLANNING [2026]
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Proprietary data will become
a competitive advantage

As Al capabilities become widely available, competitive differentiation
will increasingly come from the quality of the data used to train and inform
Al systems.

Companies with strong first-party data assets, historical campaign data,
and robust measurement frameworks will gain an advantage over those
relying solely on generic Al tools.

This will also lead companies to adopt proprietary tools and software
to ensure their data isn’t used to train publicly available Al models,
which would therefore heavily reduce the competitiveness of their data.

About Spyrosoft AdTech

spyrosoft

| ADTECH

Spyrosoft AdTech is a software engineering and technical consulting
company.

We help AdTech companies, agencies, media companies, and retailers
design and build custom advertising technology to drive growth through
new revenue opportunities, cost efficiency, and innovation.

We are part of Spyrosoft Group, a global software engineering and Al
consultancy company with 1,900+ employees and offices in 9 countries.

Looking at building an Al
media-planning solution?

Get in contact with our team and find out how we can help you design
and build a custom Al media-planning solution tailored to your business needs
and requirements.

® spyro-soft-adtech.com 8 adtech@spyro-soft.com
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