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Not Having a Data  
Strategy is a Problem
Data can be your nightmare or it can make 

you a hero. Your actions determine which.  

When you work in the data and analytics space 

for years, you start noticing patterns. 

One thing all organizations have in common is 

that as soon as they solve one problem related 

to their data, two more materialize. 

It doesn’t matter whether you’re trying to fix a 

database, build an API, set up some reporting, 

move all your data into one place, or get your 

systems to talk to one another – as soon as 

you’re done fixing one problem, poof, there’s 

another one you have to solve.  

If you’re exhausted from the constant 

demands, don’t worry. There’s a solution.
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This struggle exists because data is a massive, 

living, evolving thing with lots of moving 

parts that need to all come together to give 

you the insights you want. 

Engaging in a series of one-off battles with no 

master plan is similar to collecting data in an 

organization with no plan, no context about 

how it affects other parts of the organization, 

and no understanding of how your current 

activities will impact your future. 

If you’re not paying attention to the whole 

battlefield, it could be disastrous. What you 

need is holistic approach to your data.

So if you want to develop a truly modern 

data and analytics platform, the only way to 

vanquish the Hydra is to attack it holistically 

by developing a data strategy. In that sense, a 

data strategy is no longer a nice-to-have, it’s  

a necessity. 

Data Doesn’t Have to Turn into  
a Monster 
At Onebridge, we understand what you’re 

experiencing. Most of our clients experience the 

same thing. 

We liken your ongoing struggle with data 

to fighting the mythical Hydra , a fearsome 

creature with multiple heads that each pose a 

unique threat. You chop off one head, and two 

suddenly grow back in its place. 

You focus your time, effort, resources, and 

energy on one or two pressing battles, but your 

momentary success will often be short-lived

For example, you might learn that the very 

costly tool you just purchased to solve one data 

problem won’t work with your other platforms. 

And with that news, the Hydra generates yet 

another head. 
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At Onebridge, our knowledge, experience, and 

capabilities arm you with the strategy, know-how, 

and (even) skilled tacticians to help you prevail.

In this paper, we’re going to spell out what 

you need to know about creating a data 

strategy. We’ll:

• Discuss what a data strategy is and dig 

deeper into why it’s so crucial.

• Examine some guiding principles to  

follow as you create your strategy.

• Explore the “how” of actually building  

and implementing a roadmap.

• Talk about the urgency of creating  

a data strategy.

• Show you an example of strategy  

done right.

This paper is not meant to be prescriptive, 

but rather help you start thinking about 

this challenge. We’ll ask a lot of questions 

along the way so that you can begin 

thinking about them in relation to your 

own organization. 

When you’re done reading, you’ll 

understand what’s ahead and what’s 

important, and this exercise will help you 

appreciate the complexity of creating a 

data strategy when you do it the proper 

way. So, let’s get started!
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What is a Data Strategy?
Let’s align on what a data strategy should 

encompass. A simple definition will do.

Definition: Data Strategy

A comprehensive view of your data 

management and analytics plan for 

your organization. A data strategy 

should address technology, process, 

people, organizational, and adoption 

considerations that will ultimately help 

you make better decisions based on 

your data.
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well-intentioned attempts at beautification 

evolved into a landscaping nightmare. If only I 

had anticipated this hideous mess when I  

began planting.

The outcome was inevitable because I didn’t 

have a larger context and plan. 

I broke down and hired an actual landscape 

architect. Had I done it earlier, I’d have saved 

countless hours and insane amounts of money 

wasted on projects and materials that ultimately 

were to be ripped out and burned.  

It wasn’t until I felt the pain of the landscaping 

that I realized where I had gone wrong.

Why Battling One Data Project at a 
Time Doesn’t Work
To add perspective to that definition, we need 

to further explore why tackling one project at a 

time without a data strategy doesn’t work. 

Think of your data as different plants around 

your property. My own experience will shed 

some light on the typical issues you may face. 

For years in the springtime, I used to plant 

random flowers, herbs, and the occasional tree 

or shrub around the house. I’d admire my hard 

work without much thought to the future. The 

yard looked great at that moment in time.

But as time passed and the plants grew, my 
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What’s Landscaping Got to Do 
with Data?
Doing landscaping in a series of one-off 

projects and no master plan is similar to 

amassing data without a strategy. Even with 

your best efforts and intentions, if you are 

working without a data strategy, you’re sowing 

seeds that will create a huge mess in  

your future. 

Similar to landscaping, you may not justify 

the cost of planning your data strategy at this 

point, but if you let things go too far, the pain 

associated with not having your data in a good 

state could lead to much worse outcomes than 

the superficial. 

A house can stand without great landscaping –  

it is purely peripheral – but data is too 

foundational to an organization to NOT have 

a plan to ensure it is properly managed and 

leveraged when making decisions.  

The Road to Decision Intelligence

As an organization, you strive to make good decisions. 

Whenever possible, having data as an input to 

complement your people, process, and technology is 

typically considered a smart way to help make those 

good decisions. This, generically, is the concept of 

“decision intelligence,” and a data strategy is going to 

take you on that path. 

A lack of a holistic data strategy will impact 

productivity, the customer experience, sales, 

your reputation, or even come with  

legal consequences. 

Ensuring you have a proper strategy and plan 

in place for the future is the best way to tip the 

scales in your favor.

http://www.onebridge.tech
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sense, but prescribing the actual architecture 

or technologies to be implemented in your 

strategy does not.

Principle 3: It’s Not Just About 
Data
Your strategy should be more comprehensive 

than just data. Data management, reference 

architectures, and consumption patterns for 

analytics are obviously core, but you also 

need to think about process and adoption 

considerations – which could make your 

strategy sink or swim. 

Consider who you are trying to enable, their 

current capabilities and level of understanding 

in regard to working with data, how they 

will access the data, and where you fall on 

the spectra of true self-service and analytics 

maturity. All these factors should influence your 

thinking as you develop your strategy.

5 Principles to Follow as 
You Build a Strategy
Now that you understand what a data strategy 

entails, it’s time to start building one. A good 

data strategy needs to address the  

following principles:

Principle 1: You Need to Trust, 
Supply, and Consume Your Data
Before you can analyze your data to make good 

decisions, you must be able to trust your data 

and supply it to the right people and channels.  

This means your strategy must cover the 

appropriate amount of data governance, data 

quality management, master data management, 

and metadata curation. Note that all of these 

should be considered in the context of people, 

process, data, and technology, not  

just technology. 

Principle 2: Concentrate on 
Outcomes
A strategy should not be overly prescriptive, 

but should focus on outcomes and outline how 

your organization is thinking about different 

aspects of data management. 

If your strategy defines what your organization 

is trying to achieve, identifying how it gets done 

can be pushed down to the teams doing  

the work. 

For example, defining some guidelines to 

ensure architecture congruence makes a lot of 

http://www.onebridge.tech
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Principle 4: Employ Best Practices  
All Along
While implementing your strategy and roadmap 

will likely occur in phases and focus on an 

iterative approach, look for opportunities to pull 

up best-practice activities early in the rollout so 

they become a habit. 

For instance, don’t wait until the end of your 

roadmap to develop a business glossary 

for the world of data in your organization. 

Plan on building that as you do your other 

implementation work, so it just becomes a part 

of the process. 

As a principle, your strategy should identify 

these often-overlooked activities to ensure they 

are part of the thinking from day one.

Principle 5: Integrate Flexibility
To borrow a word frequently used at a recent 

conference, the principle of “optionality” 

should weigh heavily on your strategy. The 

world of data is evolving quickly, as are the 

technologies and even some of the overall 

architectures and integration patterns we see. 

Your strategy should provide you with flexibility 

in the future. This is the wrong space to commit 

to anything that locks you into a platform or 

a specific architecture that you’re going to be 

stuck with for the next five years. 

With those principals in mind, let’s take a closer 

look at what trusting your data, supplying it, 

and consuming it involves.

http://www.onebridge.tech
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Foster Trust in Your Data
It’s vital that you understand the data assets 

you currently have as you start your strategy 

journey. This is an important exercise. Let’s be 

clear on what data assets are. 

There are more official definitions that you 

can Google, but let’s just stick with this no-

nonsense one.

When you take time to assess your current 

environment, you not only create an inventory 

of known assets that are governed by IT, 

but, if you do it right, you’ll also gain an 

understanding of all of the non-sanctioned 

assets (the data that people generate and store 

without the knowledge of IT) being created and 

used by the business. 

If you understand the sources that the business 

uses or has curated from other sources, 

you’ll have a much better grasp of the actual 

information the organization needs to make 

decisions. 

Non-sanctioned assets should not be “shamed,” 

but instead seen as a way to highlight 

information needs that aren’t currently being 

addressed in a more governed way. 

Once you understand information needs, it 

helps you rationalize those needs against the 

possible sources of that information. 

Profiling the sources, understanding 

redundancy, data quality, data sufficiency, and 

the lineage of how data lives and moves in your 

organization by nature will lend itself to data 

management engagements around:

• Master data management (MDM)

• Data quality management (DQM)

• Metadata curation (think business glossary 

as an example)

• Data governance
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Definition: Data Asset

Any source of data that exists in your 

organization that can be leveraged 

for decision making. Data assets can 

take the form of spreadsheets, reports, 

dashboards, databases, data marts, 

data warehouses, or data lakes. 
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All four of these essential tracks of work are 

designed to develop inherent trust of your data 

as an organization, and all four are necessary to 

ensure that trust. As such, your data strategy 

should take a position on what you are going 

to do to address each of these. 

The four all overlap to a degree, but let’s 

consider data governance, as an example. When 

you think about who you are as a business, who 

are you existentially, at your core? 

Your answer will drive the major data subject 

areas and critical data elements within 

those subject areas. It should also drive the 

prioritization of those subject areas when it 

comes to data cleansing, MDM, and metadata 

curation. 

This will, in turn, influence your ownership and 

stewardship strategy, as well as your domain 

definitions and prioritization for MDM. 

Given this heavy overlap, your strategy should 

consider these four areas holistically to help 

proactively harmonize any potential conflicts 

that would naturally arise if each area had been 

taken into account separately.
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UNFORTUNATELY, MORE DATA STRATEGIES 
JUST DIE ON THE VINE BECAUSE THE CREATORS 

DIDN’T GET THE RIGHT PEOPLE INVOLVED IN 
HELPING WITH BUY-IN FROM THE GET-GO.

Key Takeaways

• When it comes to the “trust your data” component of your data strategy, ensure that you 

are thinking holistically about master data management, data governance, data quality 

management, and metadata curation. 

• Do not underestimate the importance of cataloging your current assets, and think about 

how to build in best practices, such as developing your business glossary, early in  

the process.

http://www.onebridge.tech
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Architecture Considerations
You also should discuss architectural principles. 

Integration patterns are evolving, and your 

strategy should articulate your position when it 

comes to the many forks in the road you  

could encounter. 

Your strategy should include perspective and 

guidance on the following types of questions:

• Where do you fit on the spectrum of 

physical data warehouse to logical  

data warehouse? 

• Under what conditions will you leverage 

data virtualization versus physical  

data movement? 

• How are you thinking about data sharing? 

• How important is it to leverage third- 

party data? 

• What about real-time and streaming data? 

• Looking ahead five years, what data sources 

do you anticipate you will also want 

to incorporate? 

Supply Your Data 
the Proper Way
Strategically thinking about meeting the needs 

of the decision makers in the organization as 

a supply chain problem is very helpful. The 

implications of getting the right data to the right 

people at the right time in the right format with 

the right level of quality is a supply  

chain problem. 

Start with the requirements to define what “right” 

means in all of these various dimensions – and 

reflect this in your strategy. 

Again, based on our principles, defining “how” 

would not be something you would define in 

your strategy, but you absolutely should define 

the guidelines for supplying information based 

on the “right” requirements in the strategy.

http://www.onebridge.tech
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data assets work? The ultimate process should 

define intake, review, rationalization, disposition, 

creation, testing, and communication. 

You’ll also need to make decisions on other 

considerations, like:

• What is your strategy for ensuring this 

happens and has the right inclusivity for 

your consumers? 

• What governance and review will be in 

place, and what would the organizational 

structure look like to support that? 

• What about processes to support 

remediation of data quality issues?

Your strategy should identify what standard 

operating procedures should be written and the 

process for their review and approval.

Organizational Readiness 
and Support
While more of an organizational change 

management concern, organizational readiness 

should also be considered. 

• What will your future-state data 

organization look like? 

• What does the leadership structure  

look like? 

• Will there be a Chief Data Officer (CDO), an 

office of the CDO, or will data management 

be more distributed? 

• Where are you currently and what are  

your gaps? 

It’s important to have an organizational 

structure that supports and understands 

the various data-focused initiatives you will 

undertake. That, as much or even more than the 

technologies themselves, can make or break the 

effectiveness of your program. 

Process Concerns
What about processes? Your strategy clearly 

needs to address the various complementary 

and enabling processes in support of the overall 

data management function. 

Again, while not being prescriptive, the strategy 

should at least acknowledge the various 

processes that must be defined in more detail. 

For example, how will demand management for 
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Also then, what about external data from a 

marketplace perspective? These questions 

should also be addressed in your strategy.

• How important is it for internal consumers 

to have access to external datasets? 

• Will access be accomplished via an enabling 

platform through IT? 

• Conversely, will you encourage individuals 

to go pull third-party data as they best see 

fit, with little oversight from IT?

Self-Service Readiness
Lastly, your strategy should have a perspective 

on where your organization sits on the “self-

service” spectrum. This over-used word does 

have real meaning. 

More recently, concepts like the “data 

marketplace” are being embraced by a variety 

of vendors, and it brings up the two aspects of 

this idea. 

The first is really focused on internal assets. 

Your strategy should articulate how you will 

address these kinds of considerations:

• How do you make internal assets 

discoverable? 

• How do you certify or provide crowd-

sourced commentary on the quality and 

usefulness of data assets? 

• Do your consumers understand the different 

certification levels of an asset and the rules 

for when and for what they should be used 

based on the metadata about those assets? 

• How can consumers view the usage and 

lineage of those assets to know where they 

came from and how they are used? 

“HOPE IS NOT A STRATEGY.”
– AUTHOR TED GEE

Key Takeaways

• Supplying your data is truly a 

supply chain problem. It is bigger 

than just an architecture and 

integration issue.

• Your strategy should take into 

consideration architecture, 

organizational readiness and 

support, and the processes that 

need to be in place to ensure the 

supply chain of data is working 

the way you intended.

http://www.onebridge.tech
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make, and as you revisit your strategy, you may 

find that you need to adjust this position based 

on the success the company is having. 

Advanced Analytics
Here’s another key decision that must 

be included in your strategy. How is the 

organization thinking about advanced analytics? 

Specifically, how would a true data science 

function exist? 

Again, there is a spectrum – from a hard-core, 

true data-science team of actual data scientists, 

to completely outsourcing that function to a 

third party, and everything in between. 

• Do you believe in the citizen data scientist, 

and what is your position on enabling  

those individuals? 

• What current skillsets do you  

have internally? 

Strategize How to  
Consume and Analyze 
Your Data
At this point, your strategy is going to help 

ensure you can trust your data and that the 

right people are getting what they need. 

Now we are getting to actually extracting value 

from our data to make better decisions. 

Analytics
Your strategy needs to address how analytics 

will live in your organization. 

Should analytics exist as a center of excellence 

sitting outside of both IT and the business? If 

not, where on the spectrum of centralized to 

de-centralized does your organization fall? 

These principles will influence the technology 

and process decisions your organization will 

http://www.onebridge.tech
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• Who can build on right now versus who can 

you develop? 

• What is your strategy for that development? 

DevOps
Another often-over-looked aspect of your 

advanced analytics strategy is DevOps. What is 

your strategy for deploying machine learning 

models into production? 

Thinking through DevOps fundamentals in the 

context of machine learning around versioning, 

promotion, relegation, performance, and usage 

should at least be considered in your strategy. 

Also, once deployed, you should have thoughts 

around how often models are revisited based 

on the type of model and the risk associated 

with decisions being made from that model.

Reporting vs. Self-Service BI
Note that self-service also comes into 

play in thinking about your strategy from 

a consumption and analytics perspective. 

Thinking about the business intelligence (BI) 

space in particular, what are your guidelines for 

semantic modeling? 

This clearly overlaps with the “supply your data” 

area, but deciding if you are ultimately going 

to live in more of a reporting versus self-service 

analytics paradigm will influence how you think 

about modeling and where business logic and 

calculations should live. 

Your answers will drive your training and 

enablement. Training users to read a report 

or interpret a dashboard is substantially 

different than training them to embrace a data-

interrogation mindset. 

If the thinking is that you want users focused 

more on real-time dashboard and visualization 

creation, altering, or creating hierarchies in real 

time to drill into data to understand outliers, 

then your analytics and consumption strategy 

needs to reflect that.

Key Takeaways

• Your strategy for consumption 

and analytics should be tied to 

your philosophy for enablement. 

• Look honestly at the skills of 

those who are available, think of 

your future state organization, 

and hire or train to meet the 

gaps. Also define an approach 

that lays out your organization’s 

thinking on where you will sit on 

both the BI data interrogation 

versus reporting spectrum, 

and the data science, citizen 

data science, and outsourcing 

spectrum.

http://www.onebridge.tech
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When’s the Right Time 
to Start?
The simple answer is now. Your organization 

should feel a true sense of urgency to begin 

your conversations around a data strategy. 

We all know the volume of data is only 

increasing, as is the number of new and 

evolving data technology technologies. 

There’s also pressure across all industries to do 

more with data. The longer you wait, the more 

daunting doing the actual work to create your 

strategy will be. 

So start now, find the right people who are 

vested, who truly care, and (ideally) self-select 

to help ensure the ownership and accountability 

required to stand up a strong data management 

and analytics program.

Example of a Data  
Strategy Done Right
The Challenge: Move Closer to a 
Modern Data Experience
In this example, a state’s Medicaid Agency 

hadn’t gauged their enterprise data warehouse 

(EDW) and BI experience for a few years, so 

they had no real measure of success. Nor did 

they have a method to understand if they 

were accomplishing their goal of delivering 

MAP Framework

When we say your strategy should be comprehensive, this diagram of the Onebridge MAP 

framework explains what we mean by that. MAP is a guideline to help you navigate the 

complexities of building out a mature data strategy.

http://www.onebridge.tech
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information to all their respective consumers.

With many moving parts and layers of complexity, 

they wanted to build a data- and insights 

driven-culture and modernize the Medicaid data 

experience to make it more efficient.

That would mean removing barriers to data 

access so users could easily access data in their 

EDW and build reports that provide the business 

intelligence needed for decision making. 

What they needed was a holistic strategy so they 

could focus on initiatives that furthered their 

progress toward a goal state, rather than working 

on one-off projects that didn’t fit the overall 

vision for the data environment or their  

overall strategy. 

We rolled up our sleeves and partnered with our 

client’s various stakeholders to get the job done.

The Solution
In a nutshell, we helped our client develop an 

actionable data and BI strategy to reach all these 

goals. We accomplished this by assessing the 

Medicaid Agency’s current state, defining the 

capabilities they were looking to deliver, and 

reviewing their needs and gaps. 

With that, we could develop a strong data 

strategy that focused on driving public health and 

operational outcomes, which included technical 

and process improvements. 

Our work could be broken down into a 

combination of assessments, analysis, and 

recommendations. The assessments we 

performed were as follows.

ASSESSMENT VALUE TO THE INITIATIVE

Analytics/BI 
Experience 
Assessment

Understand ease of use or tools, 
as well as ability to access and 
use data for job functions.

Analytics 
Organizational 
Assessment

Evaluate organizational 
challenges with people, 
processes, and technology.

BI Maturity 
Assessment

Measure maturity of the 
organization against a broad 
analytics maturity model.

Training 
Assessment

Evaluate the efficacy of  
existing training.

http://www.onebridge.tech
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Then we conducted an analysis of the 

mandated managed care entity (MCE) 

reporting process, where we supplied several 

recommendations in automation that would 

reduce the need for the massive amount of 

manual data manipulation.  

All of these assessments produced data 

from which we could derive insights to develop 

overall recommendations.

Using the data, we were able to perform a gap 

analysis of the maturity and data experience 

at the agency. That allowed us to identify the 

priority areas of improvement that would 

impact the organization the most.

Building on this body of work, we designed 

a strategic framework to capture the essence 

of how the agency approaches data, which 

included identifying the strategic pillars: data as 

an asset, data quality, and infrastructure  

and tools. 

We then formalized all aspects of the framework 

into the agency’s first data strategy. That 

activity continues to serve as a foundation for 

all activities of the client’s data and  

analytics team. 

To provide another degree of depth, here are 

the critical skillsets we brought to the table in 

this initiative:

• Project management

• Business analysis

• Process analysis

• Process engineering and improvement

• Data analysis

• Data strategy

• Data management

• Business intelligence development

• Data integration

• Organizational change management

The tools and technologies in our client’s data 

landscape included: 

• Tableau (data visualization of survey data)

http://www.onebridge.tech
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• SQL Assistant (build custom queries to answer 

ad hoc questions of the data stored in a 

Teradata data warehouse)

• Qualtrics (survey tool)

Outcomes for Our Client
The client’s new data and BI strategy helped 

improve the overall use, experience, effectiveness, 

and adoption of analytics and EDW data 

throughout the state Medicaid agency. 

The outcomes of this initiative were all focused 

on developing a foundation that could be built 

upon with future efforts. They included:

Final Thoughts  
and Advice 
Going back to our Hydra analogy, the pain 

associated with one-off data projects is that 

as soon as you complete one, another takes 

its place. These problems will not abate if you 

continue to focus on battling the different 

heads of the Hydra one at a time.

The only way to solve all these problems by 

attacking the entire beast holistically. This 

means you create a data strategy that looks at 

the complete picture and forms an approach 

to meeting your data and analytics goals all at 

once, holistically.  

The landscaping analogy explains the 

mechanics of why doing one data project at 

a time doesn’t work. The time and money 

spent on the landscape architect was minimal 

compared to the time and money wasted on 

not having a strategy up front. 

Defined the agency’s first 
data strategy and strategic 
framework, which serves as a 
foundation for how the agency 
prioritizes and views data.

Set the groundwork for a 
self-service data platform and 
training using Tableau. 

Established a data governance 
organization. 

Helped implement a data 
catalog to allow for more 
consistent definition of data 
across systems and divisions.

OUTCOMES
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The same lesson can be applied 

to doing data management at 

the enterprise level, but the sheer 

size and expansiveness of this 

undertaking is so much greater, 

and there’s much more at stake. 

So spend your time and money 

up front to set yourself up for 

success. 

Understand there is no perfect 

strategy. The important thing is 

to have discussions now and think 

about your data strategy now. 

You have to start somewhere, 

and the reality is that your 

strategy will need to evolve. 

Business conditions, technology 

options, regulatory requirements, and unforeseen 

circumstances that disrupt everything (like COVID 

did) may emerge. Just keep measuring results, 

iterating, and adjusting to the changes that  

take place. 

Do Not Forget Executive 
Sponsorship
A 2021 New Vantage Partners survey of senior 

C-suite executives at leading organizations found 

that 92% of the respondents said culture is the 

greatest barrier to success in data initiatives. 

The annual survey defined culture as people, 

process, organization, and change management.

As strategic data and analytics experts who 

work with market leaders across industries, we 

wholeheartedly agree and especially want to 

call attention to executive sponsorship. 

As with any critical enterprise initiative, you 

have to have the right people involved up front 

to help with subsequent buy-in, as well as the 

appropriate executive leadership to sponsor. 

We’ve seen more data strategies go unrealized 

and just die on the vine because the creators 

didn’t get the right people involved in helping 

with buy-in from the get-go. There was 

no executive-level leader sponsoring and 

advocating for the change. Vision must be 

backed with buy-in at the executive level.

http://www.onebridge.tech
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This concept isn’t new. In 2016, a McKinsey 

Global Survey identified senior leadership 

involvement as the “most significant reason for 

organizations’ effectiveness at data  

and analytics.” 

The Bottom Line
At this point, you have the background and 

perspective you need to start your strategy journey 

or to backtrack and correct the steps you’ve 

already taken. Developing a data strategy takes a 

lot of work. Make sure you’ve set yourself up for 

success by embracing the comprehensive nature of 

the task by focusing on data, people, process, and 

technology. 

Onebridge welcomes the opportunity to help 

shepherd you through this process. We’ve 

developed a Modern Analytics Platform (MAP) 

framework to you help avoid common pitfalls 

organizations encounter. See the illustration on 

page 16.

MAP essentially outlines everything you need to 

take into account so you can move from your 

current state to a future, data-driven state. The 

framework encompasses strategy, execution, 

and enablement, and we are happy to answer 

questions and help guide your organization 

through its data journey.

Accelerate Your Data 
Strategy Development  
with MAP

To help accelerate the creation of your 

data strategy, Onebridge developed the 

comprehensive MAP framework based 

on our experiences seeing customers 

trying to reinvent the wheel. The 

framework takes a holistic approach to 

moving your organization to your target 

state, covering everything from people 

to processes to technology and data. 

http://www.onebridge.tech
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Onebridge: Your Superhero  
Support Team
Onebridge is a BI, Data Analytics, and Enterprise Application 

Development consulting firm. We’ve served some of the 

largest healthcare, life sciences, manufacturing, financial 

services, and government entities in the U.S. for the 

past 15 years. 

Our clients rely on having systems that work 

to keep people connected and informed, 

and we take that responsibility seriously. We 

attract the best minds in data analytics and 

enterprise application development, and as 

a 100% employee-owned company, we take 

pride in helping you succeed.

Rather than spending weeks in meetings 

debating the right path forward, give us a 

call. Just as we’ve helped our other clients, 

we’ll help you move forward with confidence 

that your actions are guided by a force far 

more powerful than mere instinct. Contact us 

to learn more.

Visit onebridge.tech or call 317.634.0211

Illustrations throughout this content provided 
by storyset (storyset.com)
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