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It’s accurate. It’s also two days late, and that’s the part nobody wants to talk 

about. 

A client emails asking why their CPA has been climbing for four days. The account 

manager pulls up last week’s report to check. The numbers are two days old and already 

wrong. Nobody lied. Nobody missed anything. The report was correct when it was built. It 

went stale before anyone read it. 

This happens at agencies every single week, and most teams have made peace with it. 

They shouldn’t have. It’s not a minor inefficiency. It’s the reason clients quietly start 

shopping for a new agency. 

The Job Nobody Applied For 

Somewhere along the way, account managers became data janitors. They log into Google 

Ads, then Meta, then TikTok. They paste numbers into a spreadsheet that never quite 

agrees with itself. They burn 20 minutes figuring out why Google’s conversion count doesn’t 

match Meta’s, before they’ve done a single minute of actual thinking. 

That’s not strategy. That’s data entry with a marketing degree attached to it. 

Two hours per client, per week, is a conservative estimate for that ritual. Run ten clients 

and an agency is quietly funding an entire unpaid analyst position, just to produce a report 

that’s already out of date the moment it ships. 
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Weekly Was Never the Right Unit of Time 

The weekly cadence exists because building a report takes a week’s worth of patience, not 

because a week is the right pace for marketing decisions. 

Campaigns don’t wait for Friday. A budget can overspend by Wednesday. A creative can 

collapse by Tuesday morning. If the only signal anyone gets is a Friday report, the agency 

spends every week managing the previous week’s problems with this week’s budget. 

The data isn’t wrong. It’s just late enough to be useless. 

 

That gap between when the data exists and when someone actually understands it, is 

where money quietly disappears. Nobody notices the leak because nobody measures it. It 

just shows up later, as a client who sounds a little less confident on the call than they used 

to. 



 AGENCY TIPS 

ensomedia.io 3 

What AI Should Actually Be Doing 

AI doesn’t fix a broken reporting process by making it sound smarter. It fixes it by removing 

the parts that never needed a human in the first place. 

Pulling numbers from multiple platforms doesn’t require judgment. Reconciling those 

numbers doesn’t either. Reading the data and describing what it means, in plain language, 

tied to real benchmarks, is the first job AI should take over completely. 

That’s what enso’s Learnings feature does. It’s built on Claude, from Anthropic. It reads the 

campaign data every morning and writes the kind of plain-English analysis a skilled analyst 

would write: specific, tied to real numbers, benchmarked against targets or industry 

averages, with a concrete recommended action attached. It doesn’t replace the account 

manager’s judgment. It gets the judgment call in front of a person hours earlier than a 

manual process ever could. 

The collect-reconcile-write ritual that ran about eighty minutes per client becomes a fifteen-

minute review of an analysis that is already written, already reconciled, and already 

benchmarked. 
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The Real Competitive Advantage 

The agencies pulling ahead right now aren’t smarter than everyone else. They just know 

what happened yesterday before lunch instead of finding out on Friday. That’s the entire 

edge. It isn’t exotic. It’s just fast. 

enso connects to Google Ads, Meta, TikTok, Spotify, and Snapchat, pulls the data 

automatically, and delivers the analysis before anyone opens a laptop. What used to take 

two hours per client now takes about fifteen minutes. That time goes back to the part of the 

job that actually required a person: the decision, the client conversation, the judgment call 

nobody else can make. 

Every agency has the same choice in front of it. Keep paying skilled people to move 

numbers between spreadsheets, or let them do the job they were actually hired for. 

 


