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Align Cadence with
Speed of Media
Investment Decisions

Data Infrastructure Must
pe Up to the Task

ldentify and Address the
Biggest Lag Factors First

Build & Commit to a Road
Map

Map To-Be Decisioning
Processes First

Don't Try to be Fast
Just to be Fast

Diving into the Deep
End of the Pool is not
Advised

Rushing Without
Mature Data Will Create
Issues (& Possibly Drain
MMM Confidence)

10



Research Conclusions: Key Considerations for Brands

Because OptiMine has been providing high-frequency model refreshes for its clients for more than a decade, OptiMine has observed many less anticipated- but critical-
considerations for brands when moving to more frequent model refreshes. These considerations can stall such initiatives or aspects that must be in place for ultimate

SUCCESS.

: Ensurin
Adapting 9
Leadership
Processes
Support
Brands must get comfortable Changing marketing data- How should brands change the None of this works without
with changing measures. Thisis naming conventions, structures way they make decisions when executive leadership support-
actually one of the reasons to and taxonomies- are all primary getting more frequent insights? support for the investments
move faster- to capture roadblocks to faster model This should be defined first - needed to achieve increased
changes as they occur and refreshes. Brands must investin well before the effort to increase model frequency, support for
adapt more quickly. governance, mature data model cadences. data maturity and support for
infrastructure and agile ETLto changes in the way the brand
adopt and adapt. leverages these faster insights.
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Contact Us

Contact us today to schedule a
demo or meet with OptiMine to
learn how you can leverage our
advanced analytics to lift your
marketing performance.

1400 Van Buren St. NE, Suite 200
Minneapolis, MN 55413

Web & Email

iInfo@optimine.com
www.optimine.com




