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THE PROBLEM

Trustworthy & actionable data requires significant

Data Silo 1 (eg.
Shopify)

Data Silo 2 (eg.
Amazon)

\

infrastructural investment

Internally Owned Data Infrastructure

Resourcing: Infra. Requirements: Capabilities (ROI)
= Data Leadership - Accuracy i 3
& . . . Source of Truth
=z Data Engineers Integrgted with necess-ary (_::Iatasets Reporting
£a Product + Project Mgmt - Usability (eg. easy to visualize)
+ many data platforms - Freshness + SLA's Human Resourcing:
- Reliabilit Advanced Planning .
y & Forecasting Foundation
‘W' BI Developers
: Storage Refinement . [ Anal}’StS
Extraction . Media Mix :
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BigQuery) consultants) QOSANG

N g J Advanced
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THE SOLUTION

The highest quality data

+standardized schema
+unlimited flexibility

Data Silo 1 (eg.
Shopify)

Data Silo 2 (eg.
Amazon)

\

Source Medium Infrastructure

SM Hosted
Dashboard

Internally Owned Infrastructure

T

P

Brand-owned
Datasets

—

Extraction Storage Refinement »| Consumption

i

The brand gets:

- No data engineers

- Best-in-class data quality + accuracy

- Fully integrated datasets across a wide range of integrations

- Ready for visualizations, analysis, model-training, 3rd party vendors/consultants
- Data Freshness guarantees

- Data Reliability guarantees (definitions and numbers staying consistent)

Customer Data
Warehouse

Ca

-

pabilities (ROI)

Source of Truth
Reporting

Advanced Planning
& Forecasting

Media Mix
Modeling

Customer data
activation

Feed into agencies
and Saas

"b‘

Human Resourcing:

Foundation

‘w BI Developers
K Analysts
£a Product + Project Mgmt

Advanced
% Data Engineers
T Data Scientists




THE DIFFERENCE

How does it differ from the current model?

Brand-owned Data Warehouse
v

Data Vendors
(eg. retail data)

SM Datasets

Unstructured data
(depending on
brand needs)

Starting Dashboard

point for —
most brands

Internally produced
survey and
demographics data

Other key data sources

+ All analytical questions
+ All possible data use cases




USE CASES

Use Case 1: Media Mix Modeling

Make the most informed decision based on outputs from multiple modeling
vendors, internal models, and source of truth data supplied by Source Medium.

Unstructured MMM Vendor 2
+ UTM's Source Data Model Output
+ Zero Party Attribution
+ Platform reported numbers ,|  Transformed MMM Vendor 1
+ Discount Codes Dataset Model Output
+ Landing page, SKUs purchased,
N /
S i
Full visibility across recorded
Customer Data . performance, last click, zero Fully Informed, data-driven
Warehouse party data, and modeled Media Mix Decision
outputs.
' /N A
Brand-owned Internal modeling

Datasets (eg. Meta Robyn)




