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Every Monday morning, somewhere at a digital agency, an account manager 

opens their laptop and starts the same ritual. 

Log into Google Ads. Pull last week’s numbers. Open Meta Business Suite. Pull those 

numbers. Open TikTok Ads Manager. Pull those. Open the spreadsheet. Paste everything 

in. Realize the platform numbers don’t reconcile. Google counts a conversion one way, 

Meta counts it another. Spend 20 minutes figuring out which number to report. Write the 

summary. Format the deck. Send it. 

It’s 11 a.m. The week is three hours old, and the insight just landed. 

That gap, between raw data existing in a platform and a human understanding what it 

means, is one of the most expensive problems in agency life. It just doesn’t get talked about 

as a cost. 

The Hidden Cost of the Reporting Ritual 

Most agencies account for time in billable hours. Reporting time often gets absorbed into 

account management overhead, treated as a fixed cost of running client relationships. It’s 

the water in the fish tank. It’s always there, so nobody notices it. 

But the hours are real. If an account manager spends two hours per week per client 

assembling performance data, and they manage ten clients, that’s 20 hours a week, half a 

working week, spent moving numbers from one place to another. Not analyzing. Not 

strategizing. Moving. 

At a small agency, that’s one person’s job. Except it’s also everyone’s job, stacked on top of 

their actual job. 

The cost compounds in a second way: by the time the insight arrives, the moment to act on 

it has sometimes passed. A campaign that started overspending on Wednesday doesn’t 
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need a report on Monday. It needed a flag on Wednesday. But the Wednesday flag only 

exists if someone is watching the numbers on Wednesday, which requires time nobody 

has. 

The reporting ritual solves for documentation. It does not solve for speed. 

 

Why Speed Matters More Than Completeness 

There’s an assumption baked into most agency reporting processes: that a thorough report 

is a good report. The 12-slide deck with every metric, every platform, every trend line. 

Comprehensive. Complete. Delayed. 

But the campaigns keep running while the report is being built. Budget is being spent. 

Decisions are being deferred. The gap between what the data shows and what the team 

knows about the data is costing real money. The client’s money. 

A faster, simpler signal delivered Tuesday morning is more valuable 

than a complete report delivered Friday afternoon. 
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Not because completeness doesn’t matter, but because action requires timing. Insight 

without timing is history. 

The agencies performing well right now tend to have one thing in common: they know what 

happened yesterday. They know it before lunch. They act on it the same day. That’s not a 

function of more staff. It’s a function of how the data moves. 

 

What the Gap Actually Looks Like 

To be specific about the problem: the time between raw data and actionable insight typically 

includes several distinct steps, each of which takes time and introduces friction. 

First, collection. Someone has to log into each platform and export or manually record the 

numbers. If you’re running campaigns across Google, Meta, and TikTok, that’s three 

separate logins, three separate interfaces, three different data structures. 

Second, reconciliation. The platforms don’t agree. Google Ads might show 240 conversions 

last week. Meta shows 180. A universal tracking setup might show 310. All three numbers 
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are technically correct, and none of them is the same. Explaining the discrepancy takes 

time. Getting to a number the client will understand and trust takes more. 

Third, interpretation. What does it mean? Is the CPA trend good or bad relative to the 

client’s targets? Is the ROAS decline a creative problem or a bidding problem or a seasonal 

effect? The account manager applies judgment here, and that judgment is valuable. But it 

only happens after the first two steps are complete. 

Fourth, communication. The analysis has to become a report, and the report has to go to 

the client in a format they can read. That means formatting, sometimes a branded PDF, 

sometimes a slide deck, usually a written summary. 

Each of those steps is a place where time accumulates and information ages. By the time 

the client reads the insight, the data behind it might be 48 to 72 hours old. 

Closing the Gap 

The shift that matters is not about working faster. It’s about restructuring which steps 

require human time. 

Data collection should not require a human. Every platform has an API. The data can move 

automatically, on a schedule, without anyone logging in. Reconciliation at the platform level 

should not require a human either. The logic for normalizing cross-platform data is 

consistent and can be automated. 

That leaves interpretation and communication. Those are the steps where human judgment 

adds genuine value. The account manager who understands a client’s business, their 

seasonality, their risk tolerance, their competitive environment: that person’s judgment 

cannot be automated. It should not be. 

But they should be applying that judgment to the data, not building toward the data. The 

difference between those two things is the difference between a reactive team and a 

strategic one. 
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enso is built around that distinction. It connects to Google Ads, Meta, and TikTok, pulls 

performance data automatically, and delivers it normalized and visualized in a single 

dashboard. The AI-generated Learnings feature, built on Claude by Anthropic, reads the 

campaign data and produces the kind of plain-English analysis a skilled analyst would write: 

specific observations, tied to real numbers, benchmarked against industry averages or the 

client’s own targets, with a concrete recommended action. That analysis is ready before the 

account manager opens their laptop. They read it, apply their judgment, and act. 

The data collection step is eliminated. The reconciliation step is automated. The 

interpretation step is handled and waiting. 
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What Faster Looks Like in Practice 

Consider a specific scenario. A mid-size agency manages 12 clients across Google and 

Meta. Every client gets a weekly performance report. Under a manual process, that’s 

roughly 20 to 25 hours of reporting work per week across the team. 

With a connected reporting platform, that same output takes a fraction of the time because 

the collection and initial analysis happen automatically. The account manager reviews the 

insight, adjusts it with their own context and client knowledge, and sends it. What took two 

hours takes 20 minutes. 

Across 12 clients, across 52 weeks, that’s not a productivity gain. It’s a structural change in 

what the team can do with its time. It’s the difference between an agency that reports on 

performance and one that actively manages it. 

The data was always there. The question was always how long it took to become useful. 

The agencies winning on performance right now have answered that question. They’re not 

waiting until Monday morning. 

 


