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While data science itself is not new, until recently it was the domain of an elite
few—usually large enterprises that could afford teams of data scientists to
explore and analyze large quantities of data. Now, data science is not only
available to smaller enterprises, it’s a mandatory competitive differentiator.
Data science lets you take the terabytes of machine-readable data that you
already have, play with it, and test hypotheses to better understand your
customers in completely new ways. It’s a scientific approach to uncovering
new information in your data.

UNLOCKING THE VALUE OF YOUR DATA
Business is becoming much more scientific and metrics driven. The volume
of data and power of analytics are bringing new, previously unavailable
insights that help companies truly transform the way they do business.
The key to unlocking the real value of your data is first understanding the
data you have. At Pythian, we combine advanced algorithms with the best
minds in the business and automation tools to explore your data and help
you uncover insights in your existing data. From there, we can help you
incorporate and analyze new, unstructured data for deeper user insights.
Those insights become real features that change as your users’ preferences
evolve. The result is real-time, predictive analytics and a 360-degree view
of your customers.
Retailers in particular have terabytes of behavioral data—click-stream
data, page impressions, purchase history, navigational patterns, and
more. Previously, retailers relied primarily on segmentation analysis.
On the surface, this is a reasonable split because women tend to buy
women’s clothes and men tend to buy men’s clothes. They also grouped
people by spending or geographic clusters. In our experience, however,
these splits don’t allow for any granularity or in-depth analysis.

CASE STUDY – GAMING
I recently did some work for a gaming company in California that was
struggling to sell more games and to upsell within its existing user base. I
looked at their user-generated data—how much time gamers spent on their
own island versus exploring other islands; how much money they spent on
their island versus another island; who worshipped which gods, etc.
I analyzed 40+ variables. Many of these variables might co-occur with
each other, hence, to reduce this number, I looked for themes within the
data—latent, behavior-driven characteristics—that are closely related to
user personas.
This reduced space allowed me to see seven distinct behavioral clusters.
People who spent time on other islands also did x, y, and z. Gamers who
kept to themselves tended to do a, b, and c.
These behavioral clusters really come to life, however, when you regress
demographic information onto them—female, male, age, location, etc.—and
then ask questions. We discovered that one of the seven clusters was made
up of 90% females, which was an enormous shock to the gaming company,
who had assumed that most of their users were young men. Even more
interesting was that these women were primarily between the ages of 3445, were stay-at-home moms who played every day for a couple of hours
and stopped around 2 pm—wherever they were in the world. We found that
women in the Philippines, Singapore, and Europe, for example, behaved
in the same way irrespective of where they lived. We also learned that this
cluster also spent 3x more money in the game than other clusters.
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Another cluster with approximately 22,000 gamers had a completely
different set of behaviors. They tended to go to other islands and ‘hate’ on
other players. When we regressed demographic information on this cluster,
it turned out that these players were on average 18-26 years old, logged
in sporadically throughout the day, including long periods during the night,
and the gender was split evenly between male and female.
The gaming company also had a business intelligence (BI) team that did
their own analysis using traditional BI tools. They looked at players between
certain ages, number of log ins per day, average time per session, average
money spent in a session—no behavioral data. To test and compare each
group’s findings, the gaming company split their ad buy money between
the data science team and BI teams. We used our money to target the two
behavioral clusters we identified as the spenders. The return on investment
from our ads was 42% above baseline, while the BI team lost money.
At Pythian, we have the best and the brightest who will help you do things
with your data that you couldn’t do before. We reduce the complexity and
cost of finding deep, multi-dimensional user insights. The result is real-time,
predictive analytics and a 360-degree view of your users. Speak with one
of our data scientists today to find out how we can help you.

