$eeizcommunimy

Is the ad industry ready for technology-centric media
planning and buying?

MONTREUX, SWITZERLAND: In a survey of 100 media agencies, media owners and brands, conducted by the Festival of
Media Global 2013, many believe media agencies are adapting well and that the media planner's role will change to take on
more of a strategic/advisory capacity; however there is some concern over a lack of industry standards and transparency,
and the disadvantage of a lack of human input.
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Most respondents (66%) say they expect automated media buying to increase next
year, with 26% of the group indicating they feel this increase will be substantial.
Similarly, 63% say they expect an overall increase in automated media planning, with
20% believing this will be substantial. 55% agree automated media on the whole has
increased in the past year - 22% saying substantially.
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63% say that this is the case. Ensuring clients
get the best media value comes next, as
selected by 35%, while 33% say automated
media platforms reduce waste and human
error. 29% say they enable brands to run more

resources when planning and buying media -

click o enlarge campaigns across more media outlets.
T e The lack of human input, which can affect results, is seen to be the biggest

drawback, according to 68% of respondents. A lack of industry standards is also a
concern, as agreed by 35%; followed by a lack of transparency, with 25% believing
s0. One cynical respondent remarks: "Media agencies automate by default in an
effort to wring more profit out of clients."
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There are clear views on how the media
planner's role will change. 55% of respondents
say they think it will change to become that of a
consultant or advisor. 31% think it will merge
with that of others such as strategists or
account managers. Ironically, 18% say it will
become more important yet another 18% feel it
will become less important. One respondent
click to enlarge says: "l don't think the role would change
much, just that the planner would have more
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time to devote to strategic and analytical thinking."

Yet while 38% feel media agencies are embracing automation and looking at ways of working progressively with it, 25%
say they are acting defensively and being slow to embrace it. 14% say media agencies are in a situation where they now
have to work harder to prove their worth. "Innovation is needed in an increasingly digital media world," comments one
respondent.

Despite the attention generated by automated media platforms, the bulk of respondents (43%) say it makes up just 5% or
less of their media strategy. Just 4% say that up to 50% of the media business they handle is currently going through
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e automated media channels. At the high use end
of the spectrum, 5% say it comprises up to

90%, while just 1% say up to 100%.
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comments: "Automated media trading platforms have surely been a significant development in this industry. But while they
have their place in elevating the effectiveness and reach of campaigns, they have yet to show maturity and gain the
complete unquestioned acceptance of all industry peers. | look forward to debating the future of media technology further at
this year's Festival."

T Further debate on the place and impact of algorithms in media buying and planning
will take place during The Festival of Media Global 2013 during the session, 'Algorithm
vs. the Man', which will feature George John, CEO and founder, RocketFuel; Sameer

- Singh, VP and head of global media planning, strategy and buying, GlaxoSmithKline;
I and Ricky Liversidge, CMO, DG MediaMind.

The Festival of Media Global 2013 is taking place in Montreux, Switzerland, from April
28 to 30. It is the only event dedicated to the US$500bn global media industry,

click to enlarge attracting senior level decision makers to its sessions exploring the most pertinent
issues to the global media community.

view the agenda

For more, visit: https://www.bizcommunity.com
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