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Executive Summary: 



Introduction
With the industry evolving rapidly and enormous shifts occurring in markets around the world, 
Media Buyers have to balance a huge amount of information from different sources to make 
their decisions. As a result, setting up Campaigns can be as much a matter of instinct as it is of 
science and data. Juggling all the information streams to optimize processes once a Campaign 
is up and running is a challenging task in an increasingly fragmented media landscape. 

Additionally, much of the job is resource-hungry. Significant work hours can be lost on 
repetitive processes that are ripe for automation, making the work of the Media Buyer an 
unusual mix of repetitive labor on the one hand, and deep-level insight on the other. 

It frees up significant time for employees to spend on more creative tasks and provides 
organizations with multiple opportunities for maximizing revenue through many stages of the 
process.  

Here are the 5 steps such a process entails. 

There is a better way, though, and that is  
Automated Media Buying, a solution that 
automates many of the key processes in a Campaign 
and allows for continual optimization and granular 
control once that Campaign is up and running. 
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The Campaign Briefing has to serve a wide range of details based on the target objectives of 
your advertiser, including target groups, brand information, budget allocation, flight periods, 
and much more. 

There are a large number of different parameters that can be included here. Indeed, the 
more that can be included at this point the better, as this will help fulfill the targets of your 
advertisers in as efficient a manner as possible.  

Accuracy here brings multiple benefits further into the process and you can go into granular 
detail on the numbers, precisely splitting up your budget and GRPs on different flights, 
channels, time bands, ad formats, spot lengths, and more. Furthermore, you can specify your 
spot placement rules. For example, you can define placement preferences, including whitelists 
or blacklists of certain genres, programs, and inventory. Also, channel splits, time band splits, 
spot lengths splits, etc can be determined.  

The broadcast inventory including program information, commercial break structure, rate 
cards, and rating predictions needs to be available. Most likely, this information is provided 
electronically via a direct interface to the individual broadcasters, market partners or your 
inhouse prediction tools. In many markets, EDI-standards or market portals exist in order to 
get this information.  

There is a degree of latitude and adaptability here, as this information can also include special 
rules covering events such as cancellation periods or periods when bonus spots are allowed to 
be placed. It can also be set up to consider and act upon new information that arrives once the 
Campaign is underway, such as new and innovative offerings from sales houses. 

Step 1: Setup of the Campaign Briefing 

Step 2: Load the Broadcast Inventory 
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There are two important facets to this step: 

•  Assure customer satisfaction by configuring your ruleset to achieve the best possible 
customer goals. 

•  Protect your profitability by defining additional rules to achieve agency goals to optimize 
and increase your margins.  

For both of these it should be possible to individually adjust your rules at any time while the 
Campaign is underway; to prioritize them and save them as templates so that they can be run 
fully automatically by the Automated Media Buying solution. 

The rules in question should always be divided into hard constraints and best efforts. Hard 
constraints are always fulfilled, ie never book a spot outside of the campaign periods. Best 
effort rules are also considered when it comes to the decision-making process, yet can be 
prioritized and aren’t handled in the same cut and dried manner as hard constraints. Good 
examples of the sort of best effort rules that can be implemented by the system cover front-
loading, channel mix, horizontal and vertical spot distribution, and more. 

After the rules have been fully set up and all the inputs entered, the Media Buy Sheet will be 
automatically generated.  

Since this process is automated, it is capable of generating results in only a few minutes that 
previously took many hours, if not days beforehand. This gives organizations the valuable 
opportunity to iterate and refine the process, running different scenarios to find and validate 
the best results. 

A KPI dashboard provides users with the final check before the Buy Sheet is distributed to 
the media sales houses. These dashboards provide complete transparency of your campaign 
performance based on the actual simulation scenario; providing a detailed spot placement 
overview and giving you the option to manually adjust certain settings or, after verifying, to 
move forward with distribution. The Buy Sheet can be sent out in a predefined format which 
can be EDI, XML, or simply via email. 

Step 3: Configure the Buy 

Step 4: AUTO-Generating the Media Buy Sheet 
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Additionally, even without any change of impacting data or parameters, the engine 
continuously operates to further increase the KPIs for the media agencies and increase the 
profitability of the buy. 

This is where all the hard work in setting up a detailed Campaign pays off. KPI dashboards 
begin to present information regarding the current state of the campaigns. This is where 
adjustments can be made as the Campaign evolves or changes take place. Possible changes 
compared to the initial Buy Sheet, for example, could be that the requested inventory is not 
available anymore, program changes take place, the ratings change, or the rate gets adjusted. 

Depending on the type of changes that it encounters, the automated media buying engine will 
automatically start reoptimizing the Campaign and fulfill the objectives as determined in Step 
3.  

During all this process, KPI Dashboards provide perfect visibility of the Campaign performance. 
At any time, you can manually impact the optimization. This means you stay in full control 
of the highly configurable rule engine, while you can also make manual adjustments of the 
concrete spot bookings at any time if needed. 

Step 5: Continuous Campaign Optimization   
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The power of Automated Media Buying lies in the degree of flexibility and the level of 
automation it brings to the overall process. Once the initial parameters are defined and the 
model starts running, there are then myriad tweaks and performance nudges that can be 
undertaken to further optimize the process. Some of these are self-referential and take place 
without human intervention; others utilize the instincts of the professionals.  

Put simply, Automated Media Buying is a tool that enables the media buyer to do more in less 
time and with more efficiency and effectiveness.  

If you want to know more details about how this process works in practice, please contact us 
under xxxx and we will be delighted to give you a demonstration of how our Automated Media 
Buying solution based on the 5 steps outlined above can help you optimize your media buying.   

Conclusion

hello@vidispine.com

Get in touch to find out how we 
can set up an Automated Media 
Buying Solution for you
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