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C A R E E R  H I G H L I G H T S
Operat ional iz ing a quantitat ive opt imizat ion framework with dynamic goal ‑recal ibrat ion,  rules ‑based bid governance,  and cross ‑market

diagnost ics while leveraging AI-automated analyses to produce weekly executive-facing performance readouts for  non-technical

stakeholders (Dentsu)

Scaled sustainable AI  workflow adoption across the team by publ ishing green Al  conf igurat ion templates for checkpoint usage,  and

enabl ing l ight-weight,  on-device inference for rout ine diagnost ics;  paired with enablement sessions and QA checkl ist .  (Dentsu)

Leveraged LLMs to compress t ime ‑to ‑ f i rst ‑contr ibut ion from 24 weeks to 5 weeks – bui l t  reusable AI ‑generated checkl ists ,  “ASK” blocks,

and report ing scaffolds;  increased compliant AI  usage 60% QoQ while decreasing unnecessary compute (Dentsu)

Implemented and trained colleagues in new measurement and attr ibut ion processes to def init ively l ink in-house target ing solut ions to

post-cl ick conversions while el iminat ing dependency on third-party measurement partners (Fundamental Media)

Produced an average of 3 tra ining videos or documents per quarter to provide junior employees up-to-date instruct ions on internal  tech

stack (Fundamental Media)

Collaborated with Analyt ics team to opt imize mult iple campaigns while generat ing audience segmentat ion insights and Nielsen

measurement reports on front-end and back-end KPIs to present in cl ient-facing meetings  (Publicis Health Media)

Evaluated partnership opportunit ies based on inventory pr ic ing across the marketplace to provide strategy and act ivat ion

recommendations for budget adjustments as well  as for  the upcoming FY during the planning periods (PHM)

Led weekly campaign performance checks by opt imizing bidding and inventory qual i ty to maintain prof i tabi l i ty  (Xaxis)

Collaborated with Programmatic Analyt ics & Research teams to ensure f iscal  accountabi l i ty ,  monitor and proact ively opt imize towards

performance goals,  provide competit ive insights through brand l i f t  studies via publ ishers and external  tools such as Kantar  (Xaxis)

Led experimental  design efforts by analyzing histor ical  LTV data on non-prof i t  investment to inform A/B test  for  audiences,  copy as well  as

landing page placement (Bashpole Software Inc.)

Analyzed l i fet ime value funnels to advise current and prospect ive cl ients by tai lor ing recommendations and proposals so as to improve

their  ROI and MI (Bashpole Software Inc.)

      IMPACT:

Drove 45% CPM reduction in evergreen performance campaign and 15% QoQ sales unit  l i f t  for  subscr ipt ion service (Dentsu)

Increased compliant Al  usage by 60% across team QoQ while decreasing unnecessary compute by developing a market ing analyt ics

upski l l ing curr iculum which encompassed advanced funct ioning,  green Copilot  debugging protocols and rank-based analysis used to

adjust campaign opt imizat ion levers (Dentsu)  

Doubled cl ient ’s  on s i te conversion rate over two quarters while dr iv ing down cost per metr ics,  thus securing cl ient contract renewal

with an incremental  media budget of  $5MM (Fundamental Media)

Optimized onboarding stages for 5 new hires to 3 .5 months as opposed to the company average of 6 months (Fundamental Media)

Successful ly launched three 1P Retarget ing and two 3P Pr ivate Marketplace campaigns in the span of year  (Publicis Health Media)

Derived opt imizat ions for 3P campaign which yielded a 23% decrease in CACs QoQ  (PHM)

Increased 5 segments audience qual i ty by 2 .2 % QOQ as a result  of  a geo- fence used to ident i fy high propensity populat ions (PHM)

Developed and implemented $1 .2MM reinvestment plan to improve omnichannel eff ic iencies for automotive brand (Xaxis)

Drove 12% incremental  reach on Amazon DSP retarget ing campaign for CPG wellness brand (Xaxis)

Achieved 85% cl ient renewal rate (compared to 60% median)  and negotiated investment increases from 3 cl ients (Bashpole Software)

Market ing Data Scient ist  with 6+ years of  experience in biddable media,  cross ‑channel strategy,  and analyt ics ‑driven opt imizat ion.  Currently

leading programmatic workflows & act ivat ion planning for a $15MM global gaming account at  Dentsu,  where I  manage a team of direct reports

across NAMER & APAC. I  special ize in combining data science,  LLM tool ing,  and quantitat ive opt imizat ion to dr ive omnichannel eff ic iency,  while

translat ing complex data into digest ible storytel l ing and visual izat ions for executive stakeholders .

P E R S O N A L  S T A T E M E N T

P R O F E S S I O N A L  T O O L K I T
PROGRAMMATIC AND MARTECH PLATFORMS: 

DSPs:  The Trade Desk,  Walmart  Connect,  Google DV360, Amazon DSP, Yahoo DSP,

Freewheel & Viant

SSPs & Deal Vendors:  GumGum, Connat ix ,  Wunderkind,  Magnite,  OpenX, Capti fy ,

Verve,  Kargo

Campaign Management & Social :  Campaign Manager 360 (DCM),  L inkedIn Business

Manager

Measurement & Veri f icat ion:  Nielsen DAR, Kantar ,  DoubleVerify Pinnacle,  MOAT

CRM & Attr ibut ion:  Salesforce Datorama, Google Tag Manager,  Mediaocean Pr isma

ANALYTICS & BI  TOOLS:

SQL (PostgreSQL, MS SQL Server,  BigQuery)  ,  Python (Data Science appl icat ions) ,

Tableau,  Power BI ,  Advanced Excel ( t ime ser ies model ing,  data visual izat ion) ,  HTML

(debugging)

AI AUTOMATION TOOLS :  Copi lot ,  Gemini ,  Claude,  NotebookLM, AdCP Agentic Media

Buying

PYTHON FOR DATA SCIENCE PROFESSIONAL

CERTIFICATE 

HARVARD UNIVERSITY CONTINUING EDUCATION |

SPRING 2025

DATABASE DESIGN AND SQL |  DATA 202 |  99%

GRADE AVG

TUFTS UNIVERSITY SCHOOL OF ENGINEERING |

SPRING 2024

ACTIVATING RETAIL DATA

THE TRADE DESK EDGE ACADEMY |  SPRING 2026

THE FUTURE OF DIGITAL IDENTITY

THE TRADE DESK EDGE ACADEMY |  SPRING 2026

ADCP AGENTIC MEDIA BUY SPECIALIST

AGENTICADVERTISING.ORG ADCP |  SPRING 2026

https://www.theirnameislimi.com/portfolio
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MANAGER, PROGRAMMATIC
PUBLICIS HEALTH MEDIA |   OCT 2022 -  SEP 2023 |  REMOTE

SENIOR ASSOCIATE,  PROGRAMMATIC
XAXIS -  GROUPM |  NOV 2021 -  OCT 2022 |  REMOTE

MARKETING CONSULTING INTERN: DATA ANALYTICS AND STRATEGIC ADVISING 
BASHPOLE SOFTWARE INC. ,  (REMOTE) |   APR 2021 -  SEP 2021 |  REMOTE

C L I E N T - F A C I N G  E X P E R I E N C E
MANAGER, DIGITAL & PROGRAMMATIC -  MSFT XBOX
DENTSU |   NOV 2025 -  PRESENT |  LOS ANGELES, CA / REMOTE

Activat ion Planning & Partner Management ($15MM Global Gaming Tit le Launch) :

Led RFP partner reviews across Amazon/Twitch,  Netf l ix ,  Hulu/Disney,  Spoti fy ,  Fandom, IGN and scored direct buy proposals

on target ing,  high ‑ impact units ,  innovat ion,  feasibi l i ty ,  and measurement readiness.

Quanti f ied and elevated ~$600K in added value and savings into cl ient story – posit ioned added value as strategic lever in

partner select ion and investment strategy.

Translated RFP outputs into executive ‑ready tact ical  early reads – market ‑by ‑market plans for US,  UK,  DE,  CA,  MX with

fl ight ing,  frequency guardrai ls ,  and KPIs ( impressions/cl icks/views/CPM/reach/frequency) .

Owning mult i ‑market budget cost ‑out and benchmarking models ( reach/frequency,  CPM benchmarks,  proxy methodologies,

exclusions logic) .

Reconci l ing and maintaining $3MM evergreen campaign budget tracker by al igning PO budget and digital  approved totals across

Programmatic Display +  CTV with market ‑ level  rol lups (US/UK/DE/CA/FR/JP) and var iance checks.  Ident i f ied and documented

calculat ion edge cases (rounding var iance,  ASF reconci l iat ion)  to proact ively f lag errors while keeping wider plan QA ‑ready.

Created auditable block plan summary (planned net media +  commission +  gross totals)  for  PO comparisons and gap

identi f icat ion.while consol idat ing cr i t ical  traff icking detai ls  (media tact ic ,  net media,  f l ight durat ion,  spend ‑by ‑day) to reduce

handoff  fr ict ion between planning,  act ivat ion,  and report ing teams.

Maintaining “analyt ics thought ‑starters”  framework to al ign stakeholders on cl ient quest ions,  narrat ive,  and report  structure

across Display,  Programmatic,  and CTV.  Collaborat ing with Analyt ics to del iver monthly tact ical ‑ level  creat ive performance

analysis across US/UK/CA/FR/DE – ident i f ied messages dr iv ing most eff ic ient outcomes,  guiding creat ive rotat ion decis ions.

Owning weekly cross ‑channel status meeting for Display & CTV  by maintaining central  tracker,  reconci l ing against  creat ive

planning matr ices & ensuring launch ‑ready accuracy.

Engineered quantitat ive campaign opt imizat ion framework in Excel (nested XLOOKUP/INDEX ‑ROW ‑COLUMNS, mult i ‑stage IFS,

adaptive Goal Range pol icy)  that provides interval  deltas of  conversion and cost per metr ics .  Leveraged Python in Excel

funct ional i ty to automated generat ion of  insight rol l  ups.

IMPACT:

Drove 45% CPM reduction in evergreen performance campaign and 15% QoQ sales unit  l i f t  for  subscr ipt ion service 

Increased compliant Al  usage by 60% across team QoQ while decreasing unnecessary compute

Del ivered executive-ready outputs by translat ing model f indings into clear recommendations on bid-aggression cadence,

audience pr ior i t izat ion,  and scale management.

Redesigned and automated a programmatic pacing workbook by implementing dropdown-driven controls and l ive-status

veri f icat ion to reduce manual inputs and improving data integrity for  ongoing campaign monitor ing.

ACCOUNT MANAGER AND MEDIA BUYER - ASSET MANAGEMENT VERTICAL
FUNDAMENTAL MEDIA |   AUG 2024 -  OCT 2025 |  BOSTON, MA

Managed $10MM+ in cross-channel budgets (programmatic,  paid search,  paid social ,  DOOH, direct buy)  for  inst i tut ional

investor ,  RIA and end-cl ient advisory campaigns.  Acted as the cl ients ’  account lead and main point  of  contact across 4

cross-channel (direct buy,  paid search,  paid social ,  DOOH and programmatic)  campaigns while also consult ing across 3

other campaigns on ful l-funnel market ing strategies.

Ident i f ied and act ivated on new data partnerships to supplement FM’s cookieless target ing and measurement solut ions.

Implementing inventory t ime ser ies study to improve programmatic deal  eff ic iency by ident i fy ing day-part ing windows for  

opt imal f loor pr ices.

Trained an average of 2 new hires per quarter on media analyt ics best pract ices and developing educat ional  content for

Fundamental  Group’s global  team. Served on an internal  programmatic educat ion committee to improve ad tech l i teracy

across act ivat ion teams.  Authored HTML best pract ices to standardize email  campaign bui lds.

IMPACT:

Reduced CPCs by 84% via contextual  target ing ref inements for  an asset manager

Reported +500% landing page traff ic growth QoQ, unlocking incremental  budgets

Improved LinkedIn del ivery by 85%, reduced CPMs by 4%,  and increased cl icks by 62% by integrat ing LinkedIn ABM IP data for

f i rmographic analyt ics and improved campaign qual i f icat ion

P :  ( 2 1 3 )  3 3 8 - 3 7 3 7
E :  I N F O @ T H E I R N A M E I S L I M I . C O M
W :  T H E I R N A M E I S L I M I . C O M / P O R T F O L I O / S Q L P R O J E C T S

https://www.theirnameislimi.com/portfolio

	LIMI SIMBAKALIA
	B.A. ECONOMICS DEPAUL UNIVERSITY
	M.S. DATA SCIENCE  DEPAUL UNIVERSITY - DECEMBER 2026
	P: (213) 338-3737 E: INFO@THEIRNAMEISLIMI.COM W: THEIRNAMEISLIMI.COM/PORTFOLIO/SQLPROJECTS
	PERSONAL STATEMENT
	PROFESSIONAL TOOLKIT
	PROGRAMMATIC AND MARTECH PLATFORMS:
	PYTHON FOR DATA SCIENCE PROFESSIONAL CERTIFICATE
	HARVARD UNIVERSITY CONTINUING EDUCATION | SPRING 2025

	DATABASE DESIGN AND SQL | DATA 202 | 99% GRADE AVG
	TUFTS UNIVERSITY SCHOOL OF ENGINEERING | SPRING 2024

	ACTIVATING RETAIL DATA
	THE TRADE DESK EDGE ACADEMY | SPRING 2026

	THE FUTURE OF DIGITAL IDENTITY
	THE TRADE DESK EDGE ACADEMY | SPRING 2026

	ADCP AGENTIC MEDIA BUY SPECIALIST
	AGENTICADVERTISING.ORG ADCP | SPRING 2026


	CAREER HIGHLIGHTS
	IMPACT:


	LIMI SIMBAKALIA
	B.A. ECONOMICS DEPAUL UNIVERSITY
	M.S. DATA SCIENCE  DEPAUL UNIVERSITY - DECEMBER 2026
	P: (213) 338-3737 E: INFO@THEIRNAMEISLIMI.COM W: THEIRNAMEISLIMI.COM/PORTFOLIO/SQLPROJECTS
	CLIENT-FACING EXPERIENCE
	MANAGER, DIGITAL & PROGRAMMATIC - MSFT XBOX
	DENTSU |  NOV 2025 - PRESENT | LOS ANGELES, CA / REMOTE
	IMPACT:

	ACCOUNT MANAGER AND MEDIA BUYER - ASSET MANAGEMENT VERTICAL
	FUNDAMENTAL MEDIA |  AUG 2024 - OCT 2025 | BOSTON, MA
	IMPACT:

	MANAGER, PROGRAMMATIC
	PUBLICIS HEALTH MEDIA |  OCT 2022 - SEP 2023 | REMOTE

	SENIOR ASSOCIATE, PROGRAMMATIC
	XAXIS - GROUPM | NOV 2021 - OCT 2022 | REMOTE

	MARKETING CONSULTING INTERN: DATA ANALYTICS AND STRATEGIC ADVISING
	BASHPOLE SOFTWARE INC., (REMOTE) |  APR 2021 - SEP 2021 | REMOTE




