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Team Structure



DAIA SUIENCE USE CAOES

Content dubscription Product Analytics
Social Media Recommendation
| Customer duccess .

Analytics Engines

Customer Life Performance
(Cycle Management marketing

Advertising Instrumentation







SHORT TERM
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Attributes to capture Inputs for Front end & Assigning ID's to video
Database Design assels

— I

(o-ordinate with content (A / Testing
team to publish assets

)




% Type of content to create (asting & Renumeration
° Conversion GOR Engagement
e Dubbing

MEDIUM TERM




(reating Blockbusters

LONG TERM

Content Green lighting
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benerating Content Metadata
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benerating Subtitles

" lenerating Creatives

https://www.ed com/talks/sebastian_wernicke_how_to_use_data_to_make_a_hit_tv_showlanquage=en
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oHORT TERM (BZB & B2C)

e D Management 0 Database design @ Frontend design
Inteqration with Payment | .
ey @ (apturing Auto-renewals

(A / Testing of data

collection




Manual / Auto-renewal

Payment qateway failures

Revenue at stake on a given day

MEDIUM IERM Revenue generated

Packs working / Price optimization

Subscribers changing packs

Customer LTV



Window shoppers / Hoppers

Watch pattern of subscribers on various packs

MEDIUM TERM Content attributing to subscriptions

Registration funnel

Subscription funnel

Retention analysis

dubscription dashboard



MEDIUM TERM .
How analysis

FLOWS @ Incoming ~ Event ~ flows endingat ShareMusic ~ Last 7 Days ~

Cumulative: 39.88%

Users Sessions Totals

ShareMusic
137,51
39.88% 30.53% 23.14% 17.93% 17.36%
PlaySong FavoriteSong AddTolList OpenApp MainLandingScreen
54,835 41,987 31,823 24,653 23,877
57.26% 12.11% 7.11% 5.35% 5.33%
PlaySong SearchSong [Amplitude] Sta... PlayFromNotific... AddTolList

31,398 6,640 3,901 2,932 2,921



LONG TERM

@ A an

CHURN PREDICTION TASTE CLUSTERS FORECASTING REVENUE ~ MODELLING & REAL
/ SUBSCRIBERS TIME NOTIFICATIONS

i A -

COUPON CODE MODELS FOR ALERTING ~ MODELS 10 CONVERT
ANALYSIS USER TO VIEWER



PRODUCT ANALYTICS




oHORT [ERM - INSTRUMENTATION

Co-ordination for

Deciding events to capture @ ool for instrumentation @
° S\iigTestmg/Pltfalls b e Data collection / Latency o

implementation

Processing & automation in
medium and long term




QUALITY OF EXPERIENCE

* Requirement gathering

* ool selection and Integration
* Data collection - EBVS, Vo, Bitrates, 15P, Errors, Playing time etc
* (A / Testing

* Plan to process the datz



oHORT [ERM - RECOMMENDATION ENGINES
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(apturing user ratings Ul design & Data Data processing Deriving content Recommendations based
capture metadata & similarities on content meta




MEDIUM TERM - RECOMMENDAIION ENGINE




LONG TERM - RECOMMENDATION ENGINES

ARTWORK PERSONALIZATION — TEXT PERSONALIZATION




EXPERIMENT
DESIGN
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Short term

Medium term

Long term

Platform capability

Website optimization

Utility of new features

Ul for experimentation
Automation

Experimentation

Dashboard
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SHORT [ERM
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100L FOR MEASURING INTEGRATION DATA COLLECTION QA / TESTING PROCESSING THE DATA
INSTALLATION




MEDIUM TERM

(ampaign performance

(reative performance

Channel performance

Analysis of Installs / Uninstalls

Revenue measurement

First touch attribution

Dashboard



LONG TERM

o Multi touch attribution
 Fraud detection

* Predicting Uninstalls
 Retargeting

o REM analysis / Clustering
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o integra.tion. & e Data Collection
channel activation

Attribution for video
views / subscription

Features required &
tools selection

@ (A& testing
Contact policy

" Architecture for
== processing

@ boal setting




Data processing

MEDIUM TERM

Campaiqn & Goal funnel
analysis

Insights from campaigns
- Time, channels &
frequency capping

Measuring Uplift and
attribution




LONG TERM

@
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(ampaign performance ~ Automation workflows  Integration with chum ~ Integration with taste ~ Creative performance Predicting (TR
dashboards for B2B models clusters






SHORT [ERM
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CHANNEL SELECTION COMPETITORS SELECTION ~ PLAN FOR DATA COLLECTION PIPELINE FOR DATA AUTOMATION & PROCESSING
& T00LS SELECTION COLLECTION



MEDIUM TERM

* Brand performance

e User engagement

e Show / Movie page performance
e (reative performance

* Social media dashboard

* App store rating and sentiment



LONG TERM
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SENTIMENT MODELLING T0PIC MODELLING 10PPOSITIVE / COMPETITION AUTOMATION
NEGATIVE SENTIMENTS DASHBOARD




ADSALES



MEDIUM TERM

o 1t 20 and 39 party data
e Seqmentation for targeting

* |ntegration with SSP & DSP

* Data capture of ad campaigns

e Data processing
* Adsales Dashboard
* Ad frequency capping / Ad fatique



LONG TERM

* Ad campaign performance
e Ad campaign dashboards
o DMP integration

* RIB

* Age / bender prediction
e IR prediction



ARTIFICIA
INTELLIGE




oHORT [ERM
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GENERATING SUBTITLES TRANSLATING SUBTITLES CONTENT METADATA USING THUMBNAIL GENERATION
USING CLOUD APIS CLOUD APIS




Video summarization for creatives

MEDIOM / LONG |,
TERM :

A
cript qeneration for new content

(reative generation for various genres



———”  CUSTOMER SUCCESS



oHORT [ERM
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DESIGN & DATA COLLECTION  DATA COLLECTION FROM CRM 0A / TESTING ARCHITECTURE TO COLLECT
- CONTACT US SYSTEMS AND PROCESS THE DATA




Insights from support tickets

Inputs to product & tech for improvements

Op

MEDIUM TERM

Agent performance

X

Time to resolution
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LONG TERM

Model to cateqorize support tickets

Recommendations for resolution / Similar
support tickets

@

v/

Automatic ticket assignment / Model
learning from re-assignment

Chatbot support






DAIA ENGINEERING

e Short term
* Designing data pipelines

* Planning Data warehouse and Data Marts

X L S e
e Medium term @ = @ L

* Processing and execution Data Lake

Raw Filtered, Cleaned Business-teve|
Ao

Ingestion Augmented Aggregates

-

Al &Reporting

e Automating dashboards

* Long term

* (reating tools for use by data scientists



INERASIRUCTURE TEAM

e Short term

* Tool selection - Cloud services, Notebook environments, versioning, CI / (D), deployment, Monitoring, Business Intelligence
o POC

e Access control

e Medium term

e (ontainerization

* (ost optimization



DAIA GOVERNANCE - ON GOING

e Data cataloquing

e Data discovery platform

e Compliance to GDPR & CCPA
* Governance mechanism

* Auditing

e Documentation






TEAM COMPOSITION
I Data engineers A Devops

Data




HIRERACHY

.
dtatistical Modelling ‘{ Data scientist }
J
N 4 )
Data Analysis === Data Analyst / Visualizers
J N J
A e )
Data Pipelines / Infra Data Engineers / Devops

Reference: https://www datateams io/



E 30 percent - Data engineers

ORI &
MEDIUM TERM
CENTRALIZED

15 percent - Devops

d\a{d 15 percent - Data Scientists

Reference: https://www datateams io/



SHORT & MEDIUM TERM ORG
SIRUCTURE

Data Engineers

Head of Data team

Data Scientists




LONG TERM -

CENTRALIZED /
HUB-oPOKE
MODEL

Q’Q‘i 3o percent - Data Scientists
[\



LONG TERM ORG STRUCTURE

Head of Data team

ead Data

Engineer

Data Engineers

Lead Data

Scientists

Data Scientists

Lead Dev ops




THANK YOU
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Thulasiram ulasiram Gunipati@gmail com Advaitha github.io



	Slide 1: Powering ott with data science
	Slide 2: Agenda
	Slide 3: data science use cases
	Slide 4: content
	Slide 5: Short term
	Slide 6: Medium term
	Slide 7: Long term     
	Slide 8: subscription
	Slide 9: Short term (B2B & B2C)
	Slide 10: Medium term
	Slide 11: Medium term  
	Slide 12: Medium term  
	Slide 13: long term
	Slide 14: Product analytics
	Slide 15: short term - Instrumentation
	Slide 16: Quality of experience
	Slide 17: short term – recommendation engines
	Slide 18: Medium term – recommendation engines
	Slide 19: long term – recommendation engines
	Slide 20: Experiment design
	Slide 21: Performance marketing
	Slide 22: Short term
	Slide 23: Medium term
	Slide 24: Long term
	Slide 25: Customer lifecycle management
	Slide 26: Short term
	Slide 27: Medium term
	Slide 28: Long term
	Slide 29: Social media analytics 
	Slide 30: Short term 
	Slide 31: Medium term
	Slide 32: Long term
	Slide 33: ADsales 
	Slide 34: Medium term 
	Slide 35: Long term
	Slide 36: Artificial intelligence 
	Slide 37: short term 
	Slide 38: Medium / long term 
	Slide 39: Customer success 
	Slide 40: short term 
	Slide 41: medium term
	Slide 42: Long term
	Slide 43: miscellaneous 
	Slide 44: Data engineering 
	Slide 45: Infrastructure team
	Slide 46: Data Governance – On going
	Slide 47: Team structure 
	Slide 48: Team Composition
	Slide 49: hirerachy
	Slide 50: Short & Medium term Centralized 
	Slide 51: Short & Medium term org structure 
	Slide 52: long term – Centralized / HUB-spoke model 
	Slide 53: Long TERM org structure 
	Slide 54: Thank you

