
Five categories of work comprise a mature organization’s data management 
program. The key to being able to deliver data-driven insights without delay is 
achieving an optimal mix of budget and resources across the five.

Impact Makers' Data ID scoring tool shares common challenges and best 
practices for key data activities.  It's designed to help you assess where you're 
spending time and where you should be to deliver data-driven insights and 
value to your business.

Find the proper balance across key data activities 
to transform your organization’s Data ID

Do you struggle with 
Data Insight Delay (Data ID)?

Sourcing and Gathering Data

Building Data Systems

Data Validation

Reporting 

Diagnostic and Predictive Analytics
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Develop a 
common data 
development 
framework for 
sourcing data. 

have sufficient visibility
into all of their company’s 
data sources and systems 

How much time does your organization spend ... 

The biggest opportunity to improve your score ... 

have an integrated analytical 
environment, whether
centralized or federated...

Build a source 
system data 
catalog where
all sources are 
known and all 
metadata is in
one place.

Optimal percentages are based on industry standards, as well as Impact Makers' deep experience working with companies to focus more time on high value analytics.
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How much time does your organization spend ... 

The biggest opportunity to improve your score ... 

Have you considered 
hybrid strategies to 

leverage the strengths of 
on-premise vs. cloud?

Let’s start simple: Do you 
have a data architecture? 

If so, is it one that will 
grow with your business?

Do you have an execution roadmap, 
one that balances maintaining 

existing data jobs with developing 
new systems and capabilities?

Constructing &

maintaining your data 

platforms is the

backbone of any

data management

effort.

Best-practice firms have a
future-ready architecture and a

development roadmap prioritized
by business needs. 

Within the established 

architecture, firms 

achieve a low Insight Delay 

when they focus on solving 

one need at a time based on 

business priority.

Work in an agile fashion with your 
business partners on the most 

important data elements, making 
data available quickly to understand 

problems and evolve.

To shrink your Insight 

Delay in this category, 

evaluate the types of 

data your business 

customers need to 

analyze.

Unstructured data may be best 
suited for data lakes, and rapid 

analysis turnaround can be 
achieved via internal clusters

or public cloud. 

Optimal percentages are based on industry standards, as well as Impact Makers' deep experience working with companies to focus more time on high value analytics.
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Your data must create value for your company, and you must be able to show and measure this value. If you don’t feel 

comfortable basing major decisions off your current data, it’s important to understand why— and fix it. 

The biggest opportunity to improve your score ... 

How much time does your organization spend ... 

Can you describe how your 
organization uses data today 
to generate business value, 

customer value, and 
revenue? 

How often do people at your 
organization manually 

manipulate the data instead 
of fixing the problem in the 

source system? 

Would you have the confidence to 
make a major business decision 

based on your current data, or would 
you look for other sources of 

information? 

Measuring and 
communicating data 

quality regularly

Building a data
quality rules

engine

Ensuring that your 
data is relevant and 

contextual 

Optimal percentages are based on industry standards, as well as Impact Makers' deep experience working with companies to focus more time on high value analytics.
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data must be
available

& trustworthy &
understood so

that business users
can be efficient. 

How much time does your organization spend ... 

The biggest opportunity to improve your score ... 

How much of reporting 
needs are self-service or 

automated? 

How much time does your 
organization spend reacting 
to unexpected requests that 

deviate from their normal 
workflow?

Are the reports they create truly 
useful when making higher-order 

decisions? 

It’s not about the BI tool. It’s 
about users understanding 
the data from the metadata 

catalog and trusting the data 
thanks to sound data lineage.  

Incorporate data storytelling principles 
when developing dashboards so you’re 

focusing on what your business customers 
need and that the data will be understood, 
remembered and valued. Here are a few 

tips for effective data storytelling.

Optimal percentages are based on industry standards, as well as Impact Makers' deep experience working with companies to focus more time on high value analytics.

WHEN rEPORTING TO  STAKEHOLDERS, THE GOAL OF EVERY ORGANIZATION SHOULD BE ON DEMAND, 
SELF-SERVICE REPORT GENERATION AS MUCH AS POSSIBLE.
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The biggest opportunity to improve your score ... 

Once you’ve freed up time on your
team for analytics: 

How much time does your organization spend ... 

Do you have a 
longitudinal view of 
these interactions? 

How much time does your 
organization spend

extracting insights on
your business and
your customers? 

Do you know the most
profitable—and most costly—

interactions you have with your 
customers? Or who are your most 

profitable customer segments? 

Creating advanced insights is the most important - and most powerful - function of your data. 

Ideally, this is where you’ll spend most of your time dealing with data. 

Start small and focus, 

identifying areas of your 
business where you can 

surface data-driven patterns

Pilot analytics tools in a 
low risk/high value 

environment (e.g., AI for a 
specific functional area) 

Identify data science 
capabilities within or 

outside your 
organization

Expose potentially 
obscure metrics that 

drive KPIs or business 
profitability

Optimal percentages are based on industry standards, as well as Impact Makers' deep experience working with companies to focus more time on high value analytics.
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