
How to Create & Foster 
a Data-Driven Culture



Gokula is a senior executive with 
experience in designing and 
implementing business-driven IT 
strategy, Enterprise Information 
Management (EIM) strategy, big data 
and business analytics architectures 
and solutions with an equal depth 
and breadth of insight in business as 
well as in IT.

He has designed, managed and 
delivered IT solutions for large global 
companies including implementation, 
custom software development, 
Enterprise Application Integration, 
Big Data/Business Analytics and 
enterprise application maintenance & 
support.

Jon currently works as the CDAO of 
PayPal. He is a seasoned analytic 
executive with over 25 years of 
experience across a variety of 
verticals, as a practitioner, thought 
leader, and a leader of people.

In his past role as the Chief Analytics 
Officer at Starbucks, he led their 
analytic and data strategy, data 
science, and market research for the 
enterprise – with specific support for 
customer, marketing, digital, pricing, 
product, partner, ops services, and 
store.

Mark has 16 years experience within 
the online gaming industry, and 20+ 
years background in Analytics, 
Business Intelligence, IT, CRM, 
project portfolio management, 
programme/project management, 
post-merger integration, and Big 
Data. 

He specializes in analytics and Data 
driven insights to disrupt and 
transform decision making across 
various business domains to deliver 
profit or mitigate risk.

Chris currently works as the Director 
of Data Platform and Analytics at 
Kolibri Games GmbH. He brings his 
expertise of Data Analytics, Business 
Intelligence, Statistics and Game 
Development to his professional 
work, allowing teams to make quick, 
insightful and effective decisions.

In his prior role as Head of Game 
Data, he built his team from the 
ground up, including hiring and 
management of new hires, as well as 
training stakeholders how to use 
their data, and transformed Kolibri 
Games to a data driven gaming 
company.
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Data & Analytics Maturity Model
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In the past, we used 
data for ~10% of our 
product decisions

We wanted to use data for  
~90% of our product 
decisions at the end of 
2020

• We used a “gut feeling” what 
could work and what not

• We were observing the 
competition and adapted 
accordingly

• We used community feedback 
to adjust the game and produce 
new ideas

• Use data to explore possibilities of 
new features and prioritize them

• Back up our decisions with data 
points

• Use data to verify our decisions

Data can unlock Our Games’ unused 
potential

We still need to use 
our gut feeling and 
community feedback 
to come up with ideas 
but this needs to be 
backed with data then



Kolibri Games and Data 2020

30+ Dashboards built

23 A/B tests conducted

3 AI Models trained and live

30+ customizations to personalize 
game experience

81% of our decisions are 
backed with data



Our High-Level Architecture



DATA TEAM STRUCTURE

Data Ops Data 
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Data 
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Positions we 
already staffed
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need to staff
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RESPONSIBILITIES

Data Platform Product

▪ Enabling
▪ Coaching
▪ Guiding
▪ Consolidating

Product Analyst Product Manager

▪ Analyze
▪ Recommend
▪ Process

▪ Interpret
▪ Decide
▪ Process

A/B Testing Insights CRM Predictive 
Analytics



Use 
Data for 
analysis

30%

In 2019, 30% Executives who feel 
they understand the impact data 
will have on their organizations

(up from 12% in 2012)

Produce 
Data

We need to leverage all our data...
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What has happened?  

       

Descriptive
Diagnostic

Why did it happen? 

Predictive

Prescriptive

Understanding the future 

Advise on possible 
outcomes

Discovery &
 Understanding

What data do we have and what 
insights can it provide?

What can it tell me that I don't 
know?
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We need to drive value in many ways…



Top-Down
Bottom-up

Sponsorship

ROI driven
Flexible & Integrated

Loosely Coupled Arch.

Technology 
Investments

Dedicated Leader
Data as an Asset

Data Analytics Strategy 
& Management

KISS principle
Circle of business 
impact

Data Quality & 
Governance

Investment in People 
Decisioning Process
Data Literacy

Maturity & Culture
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Key Factors...



Data 
Science
AI/ML

Business Case 
(ROI - Return on 

investment)

Engineering

Data

Production

Change Management

Maturity

SME
(Subject Matter 

Expert)

Sponsors
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Achieving Success is a team sport…



Data for Design
Design for Data

Experimentation
Simulation
Discovery
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Maturity enablers...



































Insert slides here - Jon Francis







Where does a Semantic Layer fit in the data stack?
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DATA CONSUMPTION

SEMANTIC LAYER

DATA API LAYER

DATA PREPARATION

RAW DATA

BI TOOLS AI/ML TOOLS APPLICATIONS

CLOUD DATA 
WAREHOUSE

DATA LAKE 
ENGINES SAAS APIs

DATA 
TRANSFORMATION 

TOOLS

DATA LAKES SAAS 
APPLICATIONS

DATA 
CATALOG
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Traditional

w/ Semantic Layer

Legend

5b. New, enriched 

data made available 

for further analysis

5a. More decisions 

made

Infrastructure

Modeling

Consumption
Insights

2. Logically modeled, 

“analytics ready” data

4. More people able to leverage “analytics 

ready” data via many tools (incl Excel)to 

make decisions

3. More time spent on 

analysis, less on data 

prep = more actionable 

data

SEMANTICLAYER

Decisions

Access

1. Agile access to “live” 

data w/o ETL

Flywheel Effect of a Semantic Layer
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