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We are proud to present this edition of our technical magazine, Data-Driven Horizons, a
collaborative effort by the students of TE-CSE AIML, showcasing a collection of compelling
case studies that explore how businesses across various industries are leveraging data
analytics to drive growth, refine strategies, and navigate complex market landscapes.

In recent years, data analytics has emerged as a transformative force in the business world.
No longer has limited to IT departments or specialized roles, the power of data now
permeated every aspect of an organization from marketing and finance to operations and
human resources. Companies are increasingly relying on analytical tools and methodologies
to make informed decisions, forecast trends, enhance customer engagement, and achieve
operational excellence.

This magazine serves as a window into that transformation. Through detailed case studies, we
have examined how organizations—from multinational corporations to agile start-ups—are
utilizing data to gain a competitive edge. These stories reveal not only the technical
implementation of analytics but also the cultural and strategic shifts required to integrate data
into core business processes. Each case study reflects hours of research, analysis, and
synthesis conducted by our class, aimed at understanding both the what and the why behind
each company’s journey. Our objectives in compiling this magazine were multifaceted:

«To gain a deeper, practical understanding of data analytics by studying real-life
applications.

« To explore the tangible outcomes and measurable impacts that data-driven decisions
can have on business performance.

e To develop our ability to critically evaluate both the benefits and challenges of
implementing analytics in diverse organizational contexts.

e« And most importantly, to share our findings with fellow students, educators, and
industry enthusiasts who are as passionate about the power of data as we are.

The process of creating this magazine has been both intellectually stimulating and deeply
rewarding. It has allowed us to move beyond theoretical learning and engage with the real-
world implications of data analytics. We were inspired by the creativity, resilience, and
forward-thinking approaches that these companies demonstrated as they embraced data as a
central pillar of their business strategies.

We would like to extend our sincere gratitude to our faculty mentors, who guided us
throughout this project with their valuable insights and encouragement. We are also thankful
to the organizations whose journeys we’ve studied—whether through public case materials,
interviews, or published data—for offering a glimpse into the evolving relationship between
business and data.

As you read through the pages that follow, we hope you find the stories as engaging and
enlightening as we did while compiling them. May this magazine serve as both a source of
knowledge and a spark of inspiration for anyone who believes in the power of data to shape
the future of business.

- Team TE CSE AIML

Publication Date — 02/04/2025



Case study of Data Analytics in Uber

) Uber

1. Deorukhakar Aditi Sanjay (05)
2. Pandey Nikita Suryaprakash (26)

1. Company Introduction

Uber Technologies Inc., founded in 2009 by Garrett Camp and Travis Kalanick, has transformed
urban transportation and logistics. Evolving from a ride-hailing service, Uber now offers Uber
Eats, Uber Freight, and micro-mobility options while investing in Al and autonomous driving.
Powered by mobile apps, GPS, and big data analytics, Uber processes over 100 petabytes of data
daily to optimize operations, predict demand, and enhance user experiences. With innovations
like UberPool and regional customization, Uber remains a leader in global mobility despite
competition.

2. Products
Uber offers a wide array of services catering to diverse user needs:
1. Ride-sharing Services:
o UberX: Affordable rides for individuals or small groups.
o UberPool: Cost-efficient shared rides.
o Uber Black: Luxury vehicle rides for a premium experience.
o Uber Comfort: Rides with additional comfort features like extra legroom.
2. Food Delivery Services:
o Uber Eats: Provides food delivery from local restaurants with real-time tracking.
3. Freight and Logistics:
o Uber Freight: Connects shippers with trucking companies to simplify supply
chains.
4. Micro-Mobility Services:
o Scooters and bikes for quick urban commutes.
5. Specialized Services:
o Uber for Business: Corporate ride solutions.



o Uber Health: Transportation for healthcare appointments.

3. Working Sectors

Uber operates across multiple sectors to provide a comprehensive range of services:

Transportation: Ride-hailing services catering to personal and professional needs.
Logistics: Freight services that simplify shipping and supply chain operations.

Food Delivery: Facilitating convenient access to meals through Uber Eats.
Micro-Mobility: Offering eco-friendly travel options with scooters and bikes.
Autonomous Technology: Investing in Al-driven self-driving cars for future solutions.

4. Data Generation by the Company
Uber generates an immense volume of data every day, processing over 100 petabytes of data
daily. Data is collected from various sources, including:

Rider and driver interactions within the app.

GPS tracking for real-time ride monitoring.
Payment transactions.

Driver activity, including trip history and feedback.
Customer reviews, ratings, and preferences.

This continuous data stream enables Uber to optimize operations, enhance customer satisfaction,
and make data-driven decisions.
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5. Data Analysis

Uber employs sophisticated data analytics techniques to derive actionable insights:

1.

Demand Prediction: Analyzing historical and real-time data to predict rider demand,
especially during peak hours or high-traffic events.

Surge Pricing Optimization: Using algorithms to calculate price adjustments based on
demand elasticity and consumer behavior.

Efficiency Improvements: Identifying bottlenecks in driver sign-ups, customer
complaints, and trip allocations.



Real-Time Insights: A massively parallel database system (Vertica) handles millions of

queries daily, with 95% of responses delivered in under 15 seconds.

Scalability Solutions: The Data Science team introduced partial replication of data
clusters, reducing costs while maintaining performance during exponential growth.

UBER data advanced visualization

Number of rides per day

Fri Mon Tue Thu Sat Sun Wed
Day of the week

g B 8

MNumber of Rides

Number of rides per time bin

Number of Rides
z

g

Tme of the Hay

'9.“ & -:?-
N@*“"J‘P‘i’"@:"y ‘pve“cw"‘ o “\ﬁoﬁﬂv
o o o o

Category distribution

0.08K (6.7%)

i 1.07K

93.3%)

CATEGORY
@ Business

Purpose distribution

Number of Rides

Purpose

6. Conclusion and Change in Strategy
Uber’s rapid growth created challenges in scaling its data infrastructure. Initially, the company
relied on fully duplicating Vertica clusters to handle the growing query load, but this approach
became cost-prohibitive.By collaborating with its Data Science and Data Warehouse teams, Uber
adopted a cost-effective strategy of partially replicating Vertica clusters. This allowed Uber to
scale efficiently, supporting billions of trips annually without compromising query performance
or customer experience.

7. Impact on Business
Uber’s data-driven approach and strategic innovations have significantly influenced its business
operations and market position. Below is a detailed breakdown of the impacts:

Scalability & Efficiency — Enables massive data processing, real-time insights, and cost
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Enhanced User Experience — Personalization, reduced wait times, and dynamic pricing.
Global Expansion — Data-driven market adaptation and regulatory compliance.
Competitive Advantage — Al-powered innovation in pricing, routing, and future

mobility.

Better Decision-Making —

Real-time monitoring and performance evaluation.

Cost & Resource Optimization — Smart data replication and efficient resource

allocation.

Brand Strength & Trust — Reliable service delivery and transparent pricing.



Case study of Data Analytics in DJI Drone Technology
By,

Saurav Nalawade  (23)
Anas Mirkar 19)

< Introduction

DIJI (Da-Jiang Innovations) is a global leader in drone technology, founded in 2006
by Frank Wang in Shenzhen, China. DJI revolutionized the drone industry with high-
performance consumer and enterprise drones, offering advanced aerial imaging,
stabilization systems, and autonomous capabilities. The company dominates the
commercial drone market with a strong focus on Al, computer vision, and machine

learning integration.

¢ Product Offerings

DIJI provides a wide range of products for different applications, including:

1. Consumer Drones:

- DJI Mini Series: Compact, lightweight drones for hobbyists and travel enthusiasts.

- DJI Air Series: Mid-range drones with advanced imaging and obstacle avoidance.

- DJI Mavic Series: Foldable drones with high-resolution cameras and intelligent flight
modes.



2. Enterprise Drones:

- DJI Matrice Series: Industrial drones designed for mapping, surveying, and security.

- DJI FPV & Avata: High-speed drones designed for immersive first-person view flying.
- DJI Agras Series: Agricultural drones for crop spraying and monitoring.

3. Camera and Imaging Solutions:
- Zenmuse Gimbals & Cameras: High-resolution thermal, zoom, and LiDAR cameras.
- Ronin Series: Stabilized camera gimbals for professional cinematography.

4. Software & Al Solutions:
- DJI FlightHub: Cloud-based fleet management software for enterprise drone operations.
- DJI Terra: 3D mapping and modeling software for surveying and analysis applications.

+» Data Collection and Analytics

DIJI drones are equipped with advanced sensors, GPS, and real-time data transmission
systems that continuously collect vast amounts of aerial and environmental data. These
datasets include geospatial coordinates, altitude, speed, image and video content, thermal
readings, and even wind patterns. This information is stored onboard or transmitted to
cloud platforms for further processing.

s Data Analysis and Decision-Making

Once data is collected, it is processed through DJI’s proprietary platforms such as DJI
Terra and FlightHub. These tools perform 3D mapping, terrain modeling, and image
stitching. The data analysis enables users to detect patterns, monitor infrastructure, assess
agricultural health, and evaluate project progress. Al algorithms are employed to identify
anomalies and forecast trends, empowering businesses to make informed decisions. For
instance, in agriculture, farmers can optimize irrigation and pesticide usage based on
drone data.

s Strategic Applications of Data

DIJI leverages data insights to constantly refine product features and develop new
solutions. Data from customer use cases and flight logs informs the development of
smarter obstacle avoidance, automated flight paths, and energy-efficient motors. The
company also applies predictive maintenance algorithms to improve the longevity and
reliability of their drones, reducing downtime and enhancing customer satisfaction.



% Data Visualization

DIJI integrates powerful data visualization tools into its software. FlightHub offers
intuitive dashboards with real-time fleet status, mission planning, and map-based tracking.
DIJI Terra presents layered 2D and 3D visual outputs such as orthomosaic maps, point
clouds, and digital elevation models, allowing for better interpretation of complex data
and streamlined decision-making processes.

Data Analytics in DJI Drone Technology
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DIJI Drone Data Analytics Workflow :- This flowchart illustrates the end-to-end process
of how DJI drones collect, transmit, process, and analyze data to generate actionable
insights and support decision-making.

¢ Impact on Business and Products

The integration of data analytics has significantly improved DJI’s operational efficiency
and product innovation. Businesses using DJI drones report increased productivity, cost
savings, and improved accuracy in tasks like land surveying, asset inspection, and
emergency response. DJI has also accelerated its R&D cycles and delivered more tailored
solutions by analyzing user behavior and performance metrics from field data.



s+ Conclusion

DIJT’s strategic use of data—from collection to visualization—demonstrates the
transformative power of analytics in technology-driven industries. Through continuous
innovation fueled by real-time insights, DJI not only stays ahead in the competitive drone
market but also empowers various sectors to achieve greater efficiency and effectiveness.



By,

Case Study of Data Analytics in Tata Neu

y

TATA

1. Sujal Vijay Patil (31)
2. Shreepati Loknath Mishra (20)

1.Company Introduction

Tata Neu, launched in 2022 by the Tata Group, is a pioneering super app that integrates multiple Tata-
owned brands into a single digital ecosystem. Designed to offer a seamless and rewarding shopping

experience, Tata Neu combines e-commerce, travel, dining, entertainment, and financial services on

one platform. Users can shop for groceries, electronics, fashion, and luxury items while also booking
flights and hotels, ordering food, and accessing financial services like UPI payments, loans, and

insurance.

2. Products

Tata Neu is an all-in-one app that offers a variety of services across different categories. Here’s a simple
breakdown of what you can do on Tata Neu:

1.

2.

Shopping: Fashion, electronics, groceries, home décor, and beauty products.
Travel: Book flights, hotels (including Taj Hotels), travel packages, and rent vehicles.

Finance: Pay bills, apply for loans/insurance, invest in mutual funds, and make secure
payments via Tata Pay.

Entertainment: Stream movies, music, buy event tickets, and access exclusive content.
Health & Wellness: Consult doctors online, order medicines, and book health services.

Education: Access online courses, skill development programs, and educational
resources.

Food Delivery: Order food from restaurants and eateries.

Real Estate: Explore property listings, get home loan assistance, and access related
services.



3.Working Sectors
Tata Neu generates data across several sectors:
o E-commerce & Retail: Tracks product searches, purchases, and customer preferences.

¢ Financial Services: Collects data on transactions, payment methods, and financial
product usage.

e Travel & Hospitality: Logs travel bookings, flight, and hotel reservations.

o Technology & Al: Gathers user activity data to provide personalized recommendations
and improve platform functionality.

e Marketing & Customer Engagement: Collects engagement data for targeted ads,

promotional campaigns, and customer loyalty insights.

Lodrs Tata AIG
Tata Capital
Tata AlA

Tata Capital Tata Capital




4.Data Generation by the Company

Tata Neu collects data for a variety of important reasons, all aimed at improving the platform
and user experience

User Behavior: Tracks clicks, views, and searches to personalize recommendations
and optimize the app.

Transactional Data: Logs purchases and payments to process orders and understand
spending.

Loyalty Data: Monitors NeuCoins usage to assess the loyalty program and encourage
repeat usage.

Demographics: Collects age, location, and interests to tailor marketing and personalize
recommendations.

Operational Data: Tracks orders, delivery, and inventory to optimize operations.
Feedback & Sentiment: Analyzes reviews and social media to gauge satisfaction and
manage brand perception.

Tata Neu: the story so far
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5.Data Analytics

Tata Neu, as a super-app integrating diverse services, can leverage data analytics across its
platform to optimize operations, personalize user experiences, and drive business growth.

e Personalized Recommendations: Tata Neu likely uses Al-driven product and service
suggestions based on user behavior and preferences across its various offerings.

e Demand Forecasting: Data analytics can help predict demand for different products
and services on the platform, enabling efficient inventory management and resource
allocation.

e Dynamic Pricing & Offers: Tata Neu can adjust pricing and promotional offers based
on user behavior, demand, market trends, and competition.

e Marketing Analytics: Data analytics is used to target advertisements and promotional
campaigns to specific user segments, optimizing marketing spend and improving
conversion rates.

e Operational Efficiency: Tata Neu likely uses data analytics to optimize various
operational aspects, such as logistics, supply chain management, and service delivery.

‘Exhibit 31.Tata Digital: GMV on Tata Neu

FY30
{(INR mn)
Big Basket 65,582 60.6% 35.0% 976,762 12,852 64.3% 8,264
Img 3,094 53.3% 35.0% 46,077 606 57.6% 349
Curefit 1,614 87.0% 35.0% 24,038 316 10.0% 32
Infinity Retail (Croma)' 53,150 5.0% 20.0% 274,241 3,608 50.0% 1,804
Tata Unistore (Tata CLIOQ) 3,565 48.5% 35.0% 53,102 699 100.0% 699
Westside 19,404 15.3% 15.0% 68,260 898 25.0% 225
Caratlane 12,650 41.8% 29.2% 98,082 1,291 100.0% 1,291

Total 159,058 1,540,561 20,271 12,663
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6.Conclusion and Changes in Strategy

Tata Neu may face challenges in managing data, maintaining user engagement across services,
and ensuring a smooth cross-service experience. To proactively address these, Tata Neu could
focus on enhancing Al personalization, using data to optimize service integration, improving
the user interface, and strengthening customer support. These strategic moves would help Tata
Neu handle growth, improve user satisfaction, and stay competitive.

7.Impact on Business

Tata Neu's data-driven approach can significantly influence its market position and operations
in numerous ways:

1. Enhanced Customer Experience: Al-driven personalization can create a smooth and
tailored user experience, increasing customer satisfaction.

2. Revenue Growth: Data-backed marketing strategies can boost conversions and drive
revenue growth.

3. Better Decision-Making: Real-time monitoring and predictive analytics can enable
more informed and effective business strategies.

4. Cost and Resource Efficiency: Data analytics can help optimize resource allocation,
streamline operations, and reduce waste.

5. Brand Loyalty and Trust: Providing reliable service, personalized engagement, and
consistent value can enhance brand loyalty and customer retention.

Exhibit 31.Tata Digital. GMV on Tata Neu

GMV

Sales Sales CAGR - Sales CAGR - atiributable
FY21/FY22 Past 3 years Till FY30
. Tata Neu (%)
Big Basket 65,582 60.6% 35.0% 976,762 12,852 64.3% 8,264
img 3,094 53.3% 35.0% 46,077 606 57.6% 349
Curefit 1,614 87.0% 35.0% 24,038 316 10.0% 32
Infinity Retail (Croma)’ 53,150 5.0% 20.0% 274,241 3,608 50.0% 1,804
Tata Urustore (Tata CLIQ) 3,565 48.5% 35.0% 53,102 699 100.0% 699
Westside 19,404 15.3% 15.0% 68,260 898 25.0% 225
Caratlane 12,650 41.8% 29.2% 98,082 1,291 100.0% 1,291

Total 159,058 1,540,561 20271 12,663




Exhibit 17. Tata Digital's playbook to string together various consumer businesses
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Case study of Data Analytics in Starbucks

™

STARBUCKS

Group Member:
Shrutika Vetkar(45)
Alisha Sayyad(40)

Company Introduction

Starbucks Corporation is a globally recognized coffeehouse chain headquartered in Seattle,
Washington. Founded in 1971, the company has grown to over 35,000 stores worldwide,
offering a variety of high-quality coffee, beverages, and food products. Starbucks is known for
its premium coffee experience, strong brand loyalty, and innovative approach to customer
engagement. By leveraging technology, data analytics, and artificial intelligence, Starbucks
continuously enhances its operations, optimizes inventory, personalizes marketing, and
improves customer satisfaction. Its commitment to digital transformation has positioned it as a
leader in the coffee retail industry.

Starbucks Product Categories

Starbucks offers a diverse range of products catering to various customer preferences.
Their offerings include:

e Beverages

® Hot Coffee: Brewed Coffee, Caffé Americano, Latte, Cappuccino, Macchiato, Mocha,

Espresso, Flat White

&2 Cold Coffee: Iced Coffee, Cold Brew, Nitro Cold Brew, Iced Latte, Iced Mocha,

Frappuccino

w Tea & Refreshers: Chai Tea Latte, Green Tea, Matcha, Lemonades, Starbucks Refreshers
Non-Coffee Drinks: Hot Chocolate, Steamers, Fruit Juices

e Food Items
Bakery: Croissants, Muffins, Danish Pastries, Bagels, Donuts
& Sandwiches & Wraps: Breakfast Sandwiches, Turkey & Cheese Sandwiches, Chicken
Wraps
# Salads & Snacks: Protein Boxes, Cheese & Fruit Boxes, Greek Yogurt Parfaits

e Merchandise & Coffee Beans

T Starbucks Merchandise: Tumblers, Mugs, Coffee Makers, Gift Cards

® (Coffee Beans & Ground Coffee: Blonde, Medium, and Dark Roast Coffee, Seasonal
Blends



Data Collection, Analysis, and Utilization for Decision-Making

Starbucks leverages data-driven decision-making through various sources, including
customer transactions, mobile app interactions, loyalty programs, and social media
engagement. They use Artificial Intelligence (Al) and Machine Learning (ML) to analyze
customer preferences, buying patterns, and seasonal trends. This data helps in optimizing
store locations, personalizing marketing campaigns, and managing inventory
effectively.Starbucks follows a structured data-driven workflow to enhance its business
operations. It begins with data collection from sources like customer transactions, mobile
app interactions, loyalty programs, and social media engagement. This raw data is then
processed and analyzed using Al and machine learning to extract insights on customer
preferences, purchasing patterns, and seasonal trends. These insights guide decision-making,
enabling Starbucks to optimize marketing strategies, personalize promotions, manage
inventory efficiently, and select store locations strategically. Once the decisions are
implemented, they lead to measurable business impact, such as increased customer
engagement, improved supply chain efficiency, higher sales, and reduced waste. Through this
continuous cycle, Starbucks ensures data-driven innovation and operational excellence.

DECISION-MAKING
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Measurable Impact of Data Analytics on Starbucks' Business

The Starbucks Performance highlights key aspects of the company's growth. The Customer
Satisfaction Index shows a steady increase from 75 in 2016 to 79 in 2019, indicating an
improvement in customer experience. However, Market Share saw a decline from 36% in 2016
to 30% in 2017-2018, with a slight recovery to 31% in 2019. The Income Statement reflects
consistent revenue growth from $21.3B in 2016 to $26.5B in 2019, along with rising gross and
net income. The Number of App Users grew significantly from 20.7M in 2016 to 25.7M in

2019, showcasing Starbucks' success in digital engagement and customer loyalty.
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Conclusion

Starbucks' data-driven approach has significantly contributed to its business success by
optimizing customer interactions, streamlining operations, and enhancing decision-making.
Through advanced data analytics, the company effectively predicts customer preferences,
manages inventory, and personalizes marketing strategies. The use of Al and predictive
modeling enables Starbucks to adapt to seasonal demand fluctuations, ensuring efficiency in
supply chain management and store operations. This continuous innovation and strategic use
of data have helped Starbucks maintain its competitive edge, improve customer satisfaction,
and drive long-term growth in the global coffee industry.



Case study of Data Analytics in American Express

By,
1. Soham Milind Chitale (04)
2. Yash Subhash Gujar (08)

1. Company Introduction

American Express Company, commonly known as Amex, is a leading American bank
holding company and multinational financial services corporation headquartered in New
York City. Founded in 1850, it originally operated as a freight forwarding company before
evolving into a major player in the financial services sector, specializing in payment cards.
As of 2024, American Express reported revenues of approximately $65.95 billion and a net
income of around $10.13 billion, with total assets amounting to $271.5 billion. The company
has issued 141.2 million cards worldwide, with an average annual spend per cardholder of
$24,059, highlighting its significant presence in the global payments landscape. Notably,
American Express ranks as the fourth-largest card network globally by purchase volume,
behind China UnionPay, Visa, and Mastercard

2. Products
American Express offers a wide range of financial products and services, primarily focused on
payment cards and related benefits:

1. Consumer Credit Cards:

1. Blue Cash Preferred Card (for households)
2. Platinum Card (for travel enthusiasts)
3. Blue Cash Everyday Card (no annual fee card)

2.Business Credit Cards:

6. Travel Business Credit Card (for travel related perks)
7. Business Gold Card (for better rewards)

8. Cash Back Business Card (cash back rewards)

3.Gift Cards:

9. Personal Gift Cards
10. Business Gift Cards



3. Working Sectors

American Express operates across several key sectors, leveraging its expertise in financial services
and payments to serve diverse markets:

o Financial Services: Amex specializes in payment solutions, including credit and charge cards,
catering to both individual consumers and businesses.

o Travel and Lifestyle: The company offers travel-related services such as hotel bookings,
flight reservations, car rentals, and exclusive experiences for cardholders.

o Corporate Solutions: American Express supports businesses with sophisticated payment systems,
expense management tools, and corporate cards designed to streamline operations

o Digital Payments and E-commerce: The company is actively involved in digital transformation
by integrating advanced payment technologies into e-commerce platforms and offering seamless
digital payment solutions

4. Data Generation by the Company
American Express generates data from a multitude of sources, providing a comprehensive view of
its operations and customer behaviors:

e Amex captures data from every transaction, including amount, location, and purchase
type.

The company collects demographic and personal information from cardholders.

Amex analyzes spending habits to understand customer preferences and trends.

Data is generated through website visits, app usage, and digital marketing engagement.

Information from merchants is collected to optimize relationships and identify
opportunities.

This multifaceted approach to data generation allows American Express to gain deep insights into
customer behavior, market trends, and operational efficiencies.
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5. Data Analysis
American Express employs data analysis extensively to improve various aspects of its business:

1.

Customer Segmentation — Dividing customers into distinct groups based on spending
habits, demographics, and behaviors to tailor marketing efforts and service offerings.
Marketing Optimization — Enhancing the effectiveness of marketing campaigns by targeting the
right customers with the right offers.

Customer Churn Prediction — Identifying customers who are likely to cancel their cards and
implementing retention strategies.

Spending Insights — Understanding how and where cardholders spend their money to
provide valuable insights to merchants and improve customer experience.

Machine Learning at American Express




6. Impact on Business

American Express's data-driven approach has significantly enhanced its market position and
operational effectiveness. The key impacts include:

1. Personalized Customer Experiences: Increases customer satisfaction and card usage
with tailored rewards and services.

2. Optimized Marketing Campaigns: Improves marketing ROI through targeted campaigns
and higher engagement rates.

3. Improved Risk Management — Reduces credit losses and enhances financial stability
with better lending decisions.

4. Merchant Value Proposition — Strengthens merchant relationships by providing data
insights that help them optimize their strategies.

5. Operational Efficiency — Reduces operational costs and improves customer service
through optimized internal processes.

6. Customer Retention: — Reduces churn and increases customer lifetime value through
proactive retention strategies.

7. Conclusion

American Express has strategically embraced data analytics and digital transformation
to maintain its competitive edge in the financial services industry. By leveraging
advanced analytics and Al, Amex has enhanced fraud detection, personalized customer
experiences, and optimized risk management. This data-driven approach supports
Amex's shift towards more targeted marketing, efficient operations, and innovative
product development. Through sustained investment in data analytics, American
Express ensures it meets evolving customer needs, strengthens brand loyalty, and
drives continued growth in a dynamic market



Case Study of Data Analytics in JioCinema

JioCinema

By:
1. Rutuja Ganesh Salunkhe
2. Vaishnavi Rajendra Ugave

1. Company Introduction

JioCinema is a leading on-demand video streaming platform in India, owned by Reliance Jio, a
subsidiary of Reliance Industries Limited. Launched in 2016, JioCinema offers a wide range of
movies, TV shows, web series, and other premium content to its subscribers. As part of the Jio
ecosystem, which provides telecom services, broadband, and digital platforms, JioCinema
leverages advanced data analytics, artificial intelligence (Al), and machine learning (ML) to
provide personalized and engaging content to millions of users across India.

In a rapidly growing competitive market, JioCinema continues to innovate, utilizing big data to
enhance user experience, optimize content recommendations, and manage content distribution.
Through strategic collaborations with international and regional content creators, JioCinema has
expanded its reach and is redefining the way Indian consumers consume digital entertainment.

Category Entertainment
Release date 8 years ago (2017-03-22)
Latest Update 1 month ago (2025-02-10)
Size 9Mb

Current JioCinema-Shows,

Movies & More Version 23049105 Hdbdi X

Reviews 6K
Rating Votes 52K
ADs Yes



2. Products and Services

JioCinema offers an extensive library of content across various genres, languages, and formats.
Some of the key products and services offered by JioCinema include:

Movies: A wide variety of movies across languages like Hindi, English, Marathi, Tamil,
Telugu, Kannada, and more.

TV Shows & Web Series: Popular TV shows and exclusive web series, both Indian and
international.

Live TV: Select channels for real-time viewing of news, entertainment, and sports.

Original Content (Jio Originals): Exclusive content produced and curated by
JioCinema.

Content Recommendations: Al-driven personalized recommendations based on user
behavior and preferences.

Multiple Device Support: Access to JioCinema content across multiple devices,
including smartphones, tablets, smart TVs, and web browsers.

3. Working Sectors

JioCinema operates within the following sectors:

Entertainment: Digital streaming of movies, TV shows, and original content.

Technology: Data-driven algorithms, Al/ML models for content recommendations and
user engagement.

Telecommunications: Integration with Jio’s telecom services to offer data plans,
bundled packages, and cross-platform access.

Advertising: Monetization of content through ads, targeted advertisements, and
partnerships with brands.

Content Creation and Licensing: Acquisition and production of both national and
international content, including exclusive shows.

4. How JioCinema Makes a Profit?

Every cricket-lovers were shocked the moment they heard that the Tata IPL 2023 can be
watched for free. But, we all know that at some point this thing will not last for long. The
first thing Reliance Industries did was to gain customers by offering them a free
streaming service for IPL, which was not free earlier.

Now, the main question that arises is how JioCinema is making a profit despite giving out
free content and live streams. Here are some reasons why JioCinema is making a profit
and will make it in the future:-



e Advertisement- Reliance Industries simply increased the advertisement. The average
rate for a 10-second advertisement was Rs 13-14 lakhs, but that has increased to Rs
18-20 lakhs. If you are willing to book a slot, then you are required to book for one
minute. Moreover, for a one-minute advertisement, a company will need to pay Rs 1.25
crore. Bulk deals are made where the minimum cost is not less than Rs 10. Instead of
providing 10-second ads, JioCinema started offering 15-second advertisements. This is
how this app gained more than 500 advertisers.

e Internet packages- As per resolutions, the internet packages are recharged. People
wanted great picture quality which Reliance Industries gave as 720p and 4k as well. But,
switching to these modes required lots of internet data. Many people bought various
recharge packages to watch Tata IPL matches in good resolution but buying them every
day was becoming a hectic option for users. This is where Reliance Industries promoted
their previously launched Jio Fibre. JioCinema earned revenue from offering both
internet packages and Jio Fibre as well.

e Jio Fibre subscription cost- Reliance saw huge growth in its broadband connection
and decided to increase the monthly internet packages.

e Jio Glass- This is a new product launched by Jio. This is where people can wear their
glasses and experience the match in VR. Jio Glass has a price tag of Rs 5k, from which
Jio earned quite a lot during free streaming.

e Jio Phone- India has 40-45% of users who use button phones. So, what Reliance
Industries did was to offer them a new experience to watch IPL on their budget phones
as well. This is helping the company to penetrate into all sorts of targeted audiences in
the country.

e Jio Media Cable- Interestingly, Jio also launched its media cable. One can easily plug
their media cable into their smart television, and they can experience a bigger
experience.

e Subscription- Some content is free as of today but the company did not mention if it will
be in the future or not. We are quite sure that for the next sports events one would be
required to pay a subscription fee to watch all content and sports activities on this
application.

5. Data Generation by the Company

JioCinema generates vast amounts of data daily, coming from a variety of user interactions,
content usage, and platform operations. The major sources of data include:

e User Interactions: Behavior data such as clicks, watch history, search queries, and
content preferences.

e Streaming Data: Data on user viewing patterns, including time spent on content,
playback quality, buffering issues, and more.



Subscription and Payment Data: Data from subscription plans, transactions, and user
profiles.

Device and Location Data: Device types (smartphones, smart TVs, etc.), operating
systems, and geographical locations of users.

Social Media and Feedback Data: Comments, reviews, ratings, and social media
engagement on JioCinema content.

User Demographics: Age, gender, and region-based segmentation of users to tailor
content offerings.

This rich data stream is processed to optimize the platform’s content offerings, user
engagement strategies, and marketing campaigns.

\ —

High Quality =5
Camera Tean i — | P Footage FET Consumable Feed
_ —_—
Seurce studie‘s Team Fhaytuts Ad Insertions

; =

!

Encoding into X formats,

™ ¥ Qualities, Z languages
Encodars
]
) /

Y =~ CONs /
—~ o, £ g
Clientl | r@? /'/: - |‘ ) /
> - e .
rnmles r-,ﬁ{;b / = r

. V ey i
7 ’ -
%, /
Client2 I OU;— P Multicast ‘ HoReCa, and
Tve * i
Send appropriste “Q% ( o, Infrasctures other streass
video URL *f' s i L
% B
Client3 s
Web -
ﬁ.ﬂ\,, - Iy

/ !

-
{ Backend / ALL the multicast Clients

= R e
Service A o — wx: Jio Set Top Bax
e —— R

“‘e

If the client supports multicast,
return multicast URLs

Fig.: Jiocinemas workflow for major events

6. Data Analysis

JioCinema employs a variety of data analytics techniques to enhance the user experience,
improve operational efficiency, and make data-driven decisions. Some of the key areas of data
analysis are:

1.

Content Recommendation:

JioCinema wuses Al and ML algorithms to provide personalized content
recommendations based on user viewing history, ratings, and behavior. By analyzing
data from millions of users, JioCinema can predict and recommend movies or TV shows
that a user is most likely to enjoy, improving user satisfaction and engagement.

User Engagement Optimization:

Data on user interaction (like pause, skip, and repeat viewing) helps JioCinema analyze
how users engage with content. This information allows the platform to optimize content
placement, recommend more engaging content, and reduce churn rates.



3. Demand Prediction and Content Acquisition:

By analyzing viewing trends, user preferences, and social media sentiment, JioCinema
can predict demand for specific types of content (genres, languages, etc.). This helps in
acquiring the right mix of content and creating exclusive shows that cater to audience
preferences.

4. Quality of Experience (QoE) Analytics:
Data from users' streaming experiences, including buffer times, video quality, and
network interruptions, is used to improve service quality. Real-time analytics help identify
and address performance issues, providing seamless streaming experiences.

5. Ad Personalization and Revenue Optimization:
JioCinema uses data analytics to deliver targeted ads to users based on demographics,
viewing habits, and interests. This enables advertisers to reach the right audience,
optimizing ad revenue for JioCinema.

6. Real-Time Monitoring and Reporting:
With tools like cloud-based data systems, JioCinema can monitor user activity, content
consumption patterns, and server performance in real-time. This allows the platform to
identify issues and optimize the content delivery process.
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7. Conclusion and Change in Strategy

Initially, JioCinema faced challenges in managing and processing large volumes of data,
especially as its user base grew rapidly. Early data analytics strategies focused on basic content
recommendations and performance monitoring. However, with the increasing need for
personalized experiences, JioCinema adopted more advanced Al and ML technologies.

A major shift in strategy came when the platform integrated real-time user behavior analysis,
content preference prediction, and social sentiment analysis into its overall strategy. By
leveraging deep learning models, JioCinema enhanced its recommendation system and
improved user engagement.



Additionally, the platform adopted a multi-layered approach to data storage and processing,
making use of cloud infrastructure to scale data processing capabilities while minimizing costs.
This allowed JioCinema to provide a highly personalized and seamless experience even as its
user base expanded.

8. Impact on Business

JioCinema’s data-driven approach has brought significant improvements to its business
operations and market position:

1.

Enhanced User Experience: Personalized content recommendations, seamless
streaming, and dynamic content discovery have contributed to higher user satisfaction
and retention.

Improved Content Strategy: Data-driven insights into user preferences help in curating
the right content mix, acquiring exclusive content, and investing in original productions.

Higher Engagement and Retention: JioCinema has improved content engagement
and reduced churn by analyzing user behavior and optimizing the user journey.

Increased Revenue: Targeted advertising based on user data has improved ad sales
and revenue. Premium subscriptions and bundled offerings with Jio telecom services
have contributed to revenue growth.

Scalable Infrastructure: By moving to a cloud-based, scalable data infrastructure,
JioCinema can manage the growing volume of data without compromising performance.

Brand Loyalty and Trust: Offering a personalized, high-quality viewing experience has
enhanced brand loyalty and built a strong user base.



Case study of Data Analytics in Flipkart

Flipkart ¢

By,
1. Sawant Aditya Sarjerav (39)
2. Sakpal Suyash Suhas (37)

1. Company Introduction

Flipkart, founded in 2007 by Sachin and Binny Bansal, is one of India's leading
e-commerce platforms. Initially started as an online bookstore, Flipkart later
expanded into electronics, fashion, groceries, and other product categories. The
platform has transformed the Indian e-commerce industry with its data-driven
approach to customer engagement, logistics, and personalized recommendations.
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2. Products
Flipkart offers a variety of products across different categories:

1. Electronics- Smartphones, laptops, accessories, and gadgets.
2. Fashion- Apparel, footwear, and accessories.
3. Groceries - Flipkart Supermart offers daily essentials.

4. Home & Furniture - Kitchenware, furniture, and decor.



3. Working Sectors
Flipkart operates across multiple sectors to serve its customers efficiently:

e E-commerce Retail - Offering a wide range of products through its online
platform.

e Logistics & Supply Chain - Flipkart owns Ekart, a logistics arm optimizing
delivery operations.

e FinTech Services - Flipkart Axis Bank Credit Card, Flipkart Pay Later, and EMI
options.

e Al & Data Science - Personalization and customer recommendations.

4. Data Generation by the Company
Flipkart processes vast amounts of data daily from multiple sources, including:

e Customer searches, browsing history, and product preferences.
e Purchase history and cart abandonment rates.
e Seller analytics and pricing fluctuations.

e Logistics tracking, order fulfillment, and delivery performance.

5. Data Analysis
Flipkart employs data analytics and Al to optimize its business operations:

1. Personalized Recommendations- Al-driven suggestions based on browsing and
purchase patterns.

2. Dynamic Pricing - Adjusting product prices based on demand, competition, and
seasonality.

3. Inventory Optimization - Using predictive analytics to manage stock levels
efficiently.

4. Fraud Detection- Identifying fraudulent transactions and seller malpractices



7. Impact on Business

Flipkart’s data-driven strategy has significantly impacted its market positioning and
business growth:

1. Customer Retention - Al-based recommendations have improved user
engagement.

2. Scalability - Flipkart’'s massive data processing capabilities ensure smooth
operations.

4. Competitive Advantage - Data-driven pricing and promotions enhance Flipkart’s
position against Amazon and other competitors.
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6. Conclusion and Change in Strategy

Flipkart has continuously evolved by leveraging data analytics and Al to enhance
customer experiences, improve logistics, and increase efficiency. With Walmart’s
investment in Flipkart, the company has adopted a more aggressive expansion
strategy, focusing on Al-driven personalization, quick commerce, and supply chain
optimization.




A Case Study on Data Analytics in Zomato

zomato

By
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1. Company Introduction

Zomato, founded in 2008 by Deepinder Goyal and Pankaj Chaddah, has revolutionized the
food service industry across the globe. Originally launched as "Foodiebay," the company
rebranded to Zomato in 2010 and has since evolved from a restaurant discovery platform to
a comprehensive food ecosystem. Today, Zomato offers food delivery, dining out services,
B2B supply chain solutions through Hyperpure, and a subscription-based loyalty program
called Zomato Pro.

Powered by advanced algorithms, mobile applications, and big data analytics, Zomato
processes terabytes of data daily to optimize delivery routes, predict food demand patterns,
and enhance customer experiences. With innovations like cloud kitchens and hyperlocal
delivery models, Zomato maintains its position as a leader in the global food-tech industry
despite intense competition from rivals like Swiggy in India and global players in international
markets.

ZOMATO COMPANY INTRODUCTION

Founded: 2008 by Deepinder Goyal & Pankaj Chaddah
Originally launched as "Foodiebay", rebranded to Zomato in 2010

Listed on NSE/BSE since 2027

GLOBAL PRESENCE CORE SERVICES

® Operations in 24+ countries Food Delivery

@ Strongest presence in India

@ 300,000+ restaurant listings Restaurant Discovery

@ Millions of monthly active users
Hyperpure (B2B Supply Chain)
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A DATA-DRIVEN FOOD TECHNOLOGY ECOSYSTEM




2. Products

Zomato offers a diverse range of services catering to various stakeholders in the food
ecosystem:

1. Food Delivery Services:
o Standard delivery from partnered restaurants to customers
o Zomato Everyday: Affordable home-style meal delivery service
o Intercity Legends: Iconic dishes delivered across cities
2. Restaurant Discovery and Booking:
o Restaurant listings with reviews, ratings, and menus
o Table reservation system for dine-in experiences
3. Subscription Services:
o Zomato Pro: Premium subscription offering exclusive discounts and privileges
4. B2B Services:
o Hyperpure: Supply chain platform providing restaurants with fresh ingredients
o Restaurant partner tools for business analytics and growth
5. Specialized Services:
o Feeding India: Initiative to address food waste and hunger
o Event catering connections and corporate meal solutions
3. Working Sectors
Zomato operates across multiple sectors to provide a comprehensive range of services:
e Food Delivery: Core business of connecting customers with restaurants for delivery

e Restaurant Services: Tools and platforms for restaurant partners to manage and
grow their business

e Supply Chain: Streamlining ingredient sourcing through Hyperpure
e Entertainment: Dining experiences and food festivals
e Sustainability: Initiatives focused on reducing food waste and environmental impact
e Technology: Investing in Al and machine learning to optimize operations
4. Data Generation by the Company
Zomato generates massive volumes of data daily from multiple sources, including:
e Customer browsing and ordering patterns within the app and website

e GPS tracking for real-time delivery monitoring



e Restaurant listing information, menu details, and pricing

e Delivery partner movement and efficiency metrics

e Customer reviews, ratings, and preferences

e Restaurant partner performance and food preparation times
e Payment transactions and order values

This continuous data stream enables Zomato to optimize operations, enhance service
quality, and make data-driven strategic decisions.
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5. Data Analysis
Zomato employs sophisticated data analytics techniques to derive actionable insights:

1. Demand Forecasting: Analyzing historical and real-time data to predict food
demand patterns across different cuisines, locations, and time periods.

2. Dynamic Pricing: Using algorithms to calculate delivery fees based on distance,
demand, weather conditions, and availability of delivery partners.

3. Recommendation Systems: Personalizing restaurant and dish recommendations
based on user preferences, past orders, and similar user behaviors.

4. Delivery Route Optimization: Using location data and traffic patterns to suggest the
most efficient delivery routes, reducing delivery times.

5. Restaurant Partner Insights: Providing business intelligence to restaurant partners
about peak ordering hours, popular dishes, and customer feedback trends.

6. Real-Time Decision Making: A distributed computing architecture processes
millions of data points to make instant decisions on order allocation and routing.



7. Customer Segmentation: Categorizing users based on ordering frequency, average
order value, cuisine preferences, and geographic location for targeted marketing.
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6. Conclusion and Change in Strategy

Zomato faced significant challenges in scaling its operations while maintaining profitability.
Initially, the company focused primarily on restaurant discovery and advertising revenue.
However, as competition intensified and consumer preferences shifted toward delivery
services, Zomato pivoted its strategy.

By leveraging its vast data resources, Zomato transitioned from a restaurant discovery
platform to a full-service food delivery company. The strategic acquisition of UberEats India
in 2020 further strengthened its market position. Additionally, Zomato expanded vertically
into the supply chain with Hyperpure, using data insights to identify inefficiencies in
restaurant procurement.

Most significantly, Zomato implemented a data-driven geographic expansion strategy,
focusing resources on high-potential markets while optimizing or exiting underperforming
regions. This approach allowed Zomato to achieve profitability in 2023 after years of losses,
demonstrating the value of its data-centric decision-making process.
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7. Impact on Business

Zomato's data-driven approach and strategic innovations have significantly influenced its
business operations and market position:

1.

Enhanced Operational Efficiency: Data analytics enable optimal allocation of
delivery partners, reducing average delivery times by approximately 25% and
increasing partner earnings.

Personalized User Experience: Al-powered recommendation engines have
increased order frequency by suggesting relevant restaurants and dishes, with a
reported 30% improvement in user engagement.

Improved Restaurant Partner Performance: Business intelligence tools for
restaurant partners have helped increase their order volumes by an average of 20%
through menu optimization and operational improvements.

Market Expansion: Data-driven insights guide Zomato's market entry and expansion
strategies, identifying high-potential geographic areas for focused growth.

Cost Optimization: Machine learning algorithms have reduced last-mile delivery
costs by 15% through route optimization and batched orders.

Supply Chain Integration: Hyperpure's data-driven procurement system has
reduced food costs for partner restaurants by 10-15% while ensuring higher quality
ingredients.

Investor Confidence: The successful IPO in 2021 and subsequent path to
profitability demonstrate the market's confidence in Zomato's data-driven business
model and growth strategy.

Adaptive Crisis Response: During the COVID-19 pandemic, Zomato's ability to
quickly analyze changing consumer behaviors allowed it to pivot services and
maintain business continuity when many restaurants faced closure.
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1. Company Introduction

Lenskart is a leading Indian eyewear brand, founded in 2010 by Peyush Bansal, Amit
Chaudhary, and Sumeet Kapahi. It offers a wide range of eyeglasses, sunglasses, and contact
lenses through an innovative mix of online and offline channels, including e-commerce and
physical retail stores. The company has become known for leveraging technology, including
virtual try-ons and home eye checkups, to enhance customer experience. With a focus on
affordability and quality, Lenskart aims to make eyewear accessible to a diverse audience,
positioning itself as a key player in the eyewear industry in India and beyond.

2. Products

Lenskart offers a wide range of eyewear products, primarily focusing on glasses and
sunglasses. Here are some of the key products available on Lenskart:

1. Eyeglasses (Prescription Glasses)

e Men's Eyeglasses: Stylish frames in various shapes like round, square, and rectangle,
catering to different face shapes.

« Women's Eyeglasses: Fashion-forward frames in unique styles, colors, and materials.

« Kids' Eyeglasses: Durable and fun frames designed for children.

o Blue Light Glasses: Special glasses that help reduce eye strain from digital screens.

o Reading Glasses: For people with presbyopia or those needing glasses for close-up
reading.

2. Sunglasses

e Men's Sunglasses: Available in a variety of designs such as aviator, wayfarer, and
more.

« Women's Sunglasses: Trendy sunglasses in bold and chic designs.

o Polarized Sunglasses: Sunglasses that reduce glare and provide better visual clarity.

e Sports Sunglasses: Designed for active individuals, offering protection and comfort.




3. Contact Lenses

o Daily Lenses: Disposable lenses for daily wear.

e Monthly Lenses: For extended use with proper care and cleaning.

e Colored Contact Lenses: Available in different colors for enhancing or changing the
eye color.

o Astigmatism Lenses: Specially designed for people with astigmatism.

4. Eyewear Accessories

e Lens Cleaning Kits: Cleaning solutions and microfiber cloths for lens care.
o Eyeglass Cases: To protect eyewear when not in use.
o Eyewear Chains & Straps: To keep glasses secure and stylish.

5. Lenskart Plus Services

« Home Eye Test: Lenskart offers free home eye tests in some regions for those who
need prescription glasses.

e Try-at-Home: A feature where customers can select frames online and try them at
home before purchase.

3. Working Sectors
1. E-commerce

o Lenskart's primary platform for selling eyewear products, including eyeglasses,
sunglasses, and contact lenses. Their website and mobile app allow customers to browse
and purchase eyewear.

2. Retail Stores

o Lenskart has physical retail stores across various cities, providing customers with the
option to try on frames in person, get eye tests, and receive personalized assistance.

3. Optical Services

o Eye Tests: Lenskart provides eye check-ups, including home eye test services in some
locations.
e Lens Fitting: Custom fitting services for prescription lenses.

4. Manufacturing & Supply Chain

« Lenskart has its own manufacturing unit and partners with suppliers for producing high-
quality eyewear frames and lenses, ensuring a direct supply chain.




5. Technology & Innovation

o Lenskart invests in advanced technologies such as virtual try-on tools, Al-based lens
recommendations, and 3D printing for custom eyewear.

4. Data Generation by the Company
1. Customer Interactions:

o Digital Platforms (Website & App): Data is collected through customer behavior on
Lenskart’s digital platforms, including search queries, product views, click-through
rates, and purchase history. This provides insights into individual preferences, browsing
patterns, and purchasing trends.

o Customer Feedback: Reviews, ratings, and post-purchase surveys are continuously
gathered to assess product satisfaction and identify areas for improvement.

2. In-Store Data:

o Optical Tests & Eye Exams: Data collected during in-store eye exams, including
prescription information, helps in recommending personalized eyewear to customers.

e Customer Interactions & Sales Transactions: Lenskart’s retail stores capture
transaction data, foot traffic analysis, and customer engagement during visits, providing
insights into buying behavior and product popularity.

3. Marketing & Advertising Data:

o Campaign Analytics: Data on customer responses to marketing campaigns (e.g., email
open rates, click-through rates, and ad interactions) helps refine future advertising
strategies and measure the effectiveness of various marketing efforts.

e Social Media Engagement: Social media activity, including likes, shares, and
comments, contributes to understanding brand sentiment and customer preferences.

4. Product & Inventory Data:

o Sales Data & Stock Levels: Detailed data on inventory levels, product sales, and stock
turnover rates helps manage demand forecasting, replenishment cycles, and product
assortments.

e Product Performance: Insights on how products perform in terms of customer
demand, returns, and reviews guide decisions on product stocking and supply chain
management.

5. External Data Integration:

e Market Trends & Competitor Data: Lenskart integrates third-party market research
data and competitor analysis to stay competitive and anticipate market shifts.




o Location-Based Data: Geographic data is used to understand regional demand
patterns, which supports targeted promotions and store location decisions.

5. Data Analysis at Lenskart

Lenskart employs data analysis to extract valuable insights that drive decision-making and
optimize business operations. The company uses various analytical techniques to enhance
customer experience, improve operational efficiency, and make data-driven strategic decisions.

1. Customer Segmentation: Lenskart segments customers based on their browsing,
purchasing behavior, and demographics, enabling personalized product
recommendations and targeted marketing strategies.

2. Sales & Product Performance: Sales data is analyzed to track trends, identify popular
products, and forecast demand. Product reviews and return rates are examined to
improve product quality and customer satisfaction.

3. Predictive Analytics: Using historical data and machine learning algorithms, Lenskart
forecasts product demand and identifies seasonal trends, optimizing inventory
management and ensuring timely product availability.

4. Customer Retention & Lifetime Value: By analyzing purchase frequency and
engagement, Lenskart identifies loyal customers, reduces churn, and tailors retention
strategies. Customer Lifetime Value (CLV) models help prioritize high-value
customers.

5. Marketing Analytics: Lenskart evaluates the effectiveness of marketing campaigns
through metrics like click-through rates, conversions, and A/B testing, allowing for
optimization of marketing efforts.
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6. Conclusion

Lenskarts success in the eyewear industry is driven by its strong focus on data analytics.
By leveraging Al, predictive modeling, and customer insights, the company has optimized
operations, improved sales, and enhanced customer satisfaction. Moving forward, continued
advancements in data-driven strategies will help Lenskart maintain its competitive edge.

7. Impact on Business

e Improved Customer Experience: Personalizing product recommendations and marketing
leads to higher customer satisfaction, engagement, and loyalty.

e Optimized Inventory Management: Predictive analytics ensures better stock
management, reducing stockouts and overstocking, while improving product availability.

¢ Increased Sales & Revenue: Data-driven segmentation and targeted campaigns boost
customer acquisition, retention, and sales, driving revenue growth.

e Operational Efficiency: Data insights help streamline supply chain and inventory
processes, reducing costs and improving overall efficiency.

¢ Informed Decision-Making: Data supports strategic decisions, allowing Lenskart to adapt
quickly to market trends and customer preferences, strengthening its competitive position.

Lenskart
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A Case Study on Data Analytics in OLA

O oLA

By:
1. Abhishek Mahesh Ambavale (47)
2. Vipulya Bhikaji Kamble (13)

1. Company Introduction

Ola Cabs, founded in 2010 by Bhavish Aggarwal and Ankit Bhati, is one of India's
leading ride-hailing platforms. It started as an online cab aggregator and has expanded to
multiple mobility services, including electric vehicles, auto-rickshaws, and bike taxis.

Ola operates in India, the UK, Australia, and New Zealand, offering Al-driven solutions
for ride optimization, safety, and customer experience. Leveraging big data analytics, Ola
efficiently matches riders with drivers, enhances safety features, and optimizes pricing
models.

2. Products & Services

Ride-Hailing Services:

* Ola Micro & Mini — Affordable hatchbacks and sedans.
* Ola Prime — Premium rides with AC sedans.

* Ola Share — Ride-pooling for cost-effective travel.

* Ola Luxury — High-end cars for a premium experience.

Alternative Transport:
* Ola Auto — Auto-rickshaw rides for short distances.
* Ola Bike — Bike taxis for faster and cheaper commutes.

Long-Distance & Rentals:
* Ola Outstation — Intercity travel options.
* Ola Rentals — Hourly rental cars with a chauffeur.

Electric Mobility:
* Ola Electric Scooters — Launched as part of Ola’s sustainable transportation vision.



3. Working Sectors

Ola operates across multiple mobility sectors:

* Urban Transportation — Ride-hailing services for individuals and businesses.

* Electric Mobility — EV initiatives for sustainable transport.

* Logistics & Freight — Ola Drive (self-drive rentals) & Ola Fleet (corporate services).
* Al & Data Science — Smart pricing, route optimization, and demand prediction.

4. Data Generation by the Company
Ola collects and processes massive amounts of real-time data daily, including ride data,
driver performance, user preferences, and surge pricing factors.

Ola Cabs Data Analytics Ecosystem
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5. Data Analysis & Insights

Key areas where Ola uses data analytics:

* Demand Forecasting — Predicts peak demand hours.

* Surge Pricing Optimization — Dynamic fare adjustments.

* Route Optimization — Al-driven shortest route selection.

* Safety & Fraud Prevention — Al-based anomaly detection.

* Scalability — Cloud computing for high-volume data processing.
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6. Conclusion & Strategy Shift

Ola has adopted cloud-based analytics, Al-driven pricing, and smart fleet management to
reduce inefficiencies and enhance its operations. The company is now focusing on
electric mobility, Al-powered pricing, and sustainable transport solutions.

7. Impact on Business
Ola’s data-driven approach has significantly improved its scalability, customer
experience, and operational efficiency while ensuring competitive pricing and safety.



Case Study: Comprehensive Data-Driven Growth Analysis for Zara

by: 1. Anjali Kisan Chavan. (Roll No. 03)
2. Varada Vikram Jadhav. (Roll No. 10)

Introduction to Zara

Zara, a leading fast-fashion retailer under the Inditex Group, has revolutionized the apparel
industry by harnessing real-time data analytics to streamline its operations. With over 2,200
stores worldwide, Zara’s data-centric approach integrates insights from Point of Sale (POS)
systems, Radio Frequency Identification (RFID) tracking, online consumer behavior, and social
media trend analysis. This holistic method drives informed decision-making for inventory
optimization, product development, and dynamic pricing, ensuring Zara consistently meets
evolving market demands and maintains a competitive edge. Let’s understand how Zara uses
Data Analytics with the help of the following points.

How Zara Collects Data
Zara gathers data from multiple channels:

Point of Sale (POS): Captures every transaction, revealing regional and seasonal trends.
In-Store Feedback: Daily reports from store managers highlight customer preferences.
RFID Tags: Embedded in each item, these tags enable real-time tracking across stores
and warehouses.

e Online Behavior: Analytics from website and app interactions predict emerging
interests.

e Social Media: Monitoring platforms and fashion influencers helps anticipate trends.
Customer Purchase History: Analyzes repeat purchases and abandoned carts to refine
offerings.



Data Collection Sources for Zara

RFID Tracking

Customer Feedback

Online Behavior

Social Media Analysis

POS Data

Fig. Zara’s Data Collection Sources

How Zara Analyzes Data for Decision Making
Zara employs Al and machine learning to convert raw data into strategic insights:

Trend Prediction: Algorithms analyze sales, feedback, and social media data to forecast
trends.

Real-Time Inventory Management: Automated systems use RFID data to maintain
optimal stock levels.

Demand-Based Production: Small batch production is scaled up if an item shows strong
sales.

Supply Chain Optimization: Predictive analytics streamline logistics, reducing delivery
times and costs.

Al-Powered Design Enhancements: Machine learning evaluates past designs and
customer feedback to refine future collections.

Impact on Business Growth
Data-driven strategies have transformed Zara’s operations:

Faster Time-to-Market: Reduced design-to-shelf time from 6 months to just 2 weeks.
Increased Customer Engagement: Personalized recommendations enhance customer
loyalty and repeat purchases.

Revenue Growth: Continuous, measurable annual revenue increases support strategic
decisions.



Year Revenue(Billion USD)
2018 27.0
2019 28.3
2020 27.7
2021 31.0
2022 32.5
2023 33.8
2024 35.2

Real-Time Customer Insights and Adaptive Product Strategy
Zara adapts its product line dynamically based on live consumer insights:

e Instant Trend Adaptation: Monitors global fashion trends in real time and updates
designs accordingly.

e Localized Inventory Adjustments: Analyzes local demand to curate region-specific
product assortments.

e Smart Product Placement: Al-driven store layout optimization enhances product
visibility and customer engagement.

Conclusion

Zara’s data-centric strategy is key to its industry leadership. By integrating diverse data sources
with advanced analytics, Zara accurately forecasts trends, optimizes inventory, and quickly
responds to market demands. This not only drives revenue growth but also enhances customer
satisfaction and operational sustainability. With continuous refinement of these processes, Zara is

well-positioned to maintain its competitive edge in fast fashion.




CASE STUDY OF DATA ANALYTICS IN TESLA
N TESLA

1. SOHEL RIJWAN SOLKAR (42)
2. DHIRAJ ANIL MESTRI (17)

1. Company Introduction

Tesla Inc., founded in 2003 by Martin Eberhard and Marc Tarpenning, and later led by Elon
Musk, has revolutionized the automotive industry with its electric vehicles (EVs), energy
solutions, and self-driving technology. Tesla leverages big data, Al, and machine learning to
optimize vehicle performance, enhance safety, and improve customer experience. By analyzing
over 20 terabytes of data daily collected from its fleet, Tesla continues to innovate and maintain
a competitive edge in the EV market.

2. Products
Tesla offers a range of products and services that utilize advanced data analytics:

1. Electric Vehicles (EVs):

Model S: High-performance luxury sedan with 405-mile range.
Model 3: Affordable, mass-market sedan with Al-assisted driving.
Model X: SUV with Falcon Wing doors and autopilot features.
Model Y: Compact SUV with over 330-mile range.

Cybertruck: Futuristic electric truck designed for durability, with bulletproof
exoskeleton.

o O O O O




Energy Solutions:
o Tesla Solar Roof: Generates electricity using solar tiles, reducing dependency
on the grid.

o Powerwall: Home battery backup solution capable of running homes for days.
o Megapack: Large-scale energy storage system that supports power grids globally.
Autonomous Technology:

o Full Self-Driving (FSD) Beta: Al-driven software improving through real-world
data collection from millions of Tesla vehicles.
o Autopilot: Advanced driver assistance system with automatic lane changes and
traffic-aware cruise control.
Supercharging Network:

o Over 50,000 Superchargers globally, optimized via Al to predict and reduce
wait times.
o Data-driven route planning ensures efficient long-distance travel for EV users.

3. Working Sectors

Tesla operates across multiple sectors, including:

Automotive: EV production, autonomous driving technology.

Energy & Sustainability: Solar power, battery storage solutions.

Al & Machine Learning: Over 1 billion miles of real-world driving data analyzed for self-
driving improvements.

Manufacturing & Supply Chain: Efficient Gigafactories using data-driven robotics,
reducing production costs by 30%.

Customer Experience: Al-powered voice assistants and predictive diagnostics for
enhanced user experience.

4. Data Generation by the Company

Tesla generates massive amounts of data through:

Fleet Data Collection: Real-time telemetry from over 4 million Tesla vehicles
worldwide.

Sensors & Cameras: 8 cameras, 12 ultrasonic sensors, and radar collect over 1.5
petabytes of data per day.

Customer Usage: Driving patterns, battery performance, and charging habits analyzed
for efficiency improvements.

Manufacturing Analytics: Al-driven insights reduce waste and optimize supply chains,
cutting costs by 20%.

Service & Maintenance Logs: Predictive maintenance reduces breakdown risks by
40%.




5. Data Analysis

Tesla uses cutting-edge data analytics techniques to optimize operations:

1. Autonomous Driving & Al:

o Neural networks analyze billions of miles of real-world driving data every
week.
o Over-the-air (OTA) updates improve FSD, with software upgrades increasing
accuracy by 25%.
2. Battery Performance & Optimization:

o Al models predict battery degradation and improve efficiency, extending battery
lifespan by 15% per year.
o Smart charging algorithms reduce energy costs by 30%.
3. Predictive Maintenance:

o Remote diagnostics identify potential issues, reducing service visits by 50%.
o Al-powered alerts notify drivers weeks before a failure occurs.
4. Smart Manufacturing:

o Al-driven robotics streamline production processes in Gigafactories, reducing
production time per vehicle by 35%.

DATA STOREE




6. Conclusion and Change in Strategy

Tesla’s data-driven approach has helped it scale its operations efficiently. Initially, Tesla faced
challenges in processing vast amounts of vehicle data. However, by implementing edge
computing in vehicles and leveraging cloud-based Al models, Tesla significantly improved
processing speeds and decision-making capabilities. The company also adopted deep learning
techniques to refine its self-driving algorithms, making autonomous driving safer and more
reliable.

Additionally, Tesla shifted towards Al-powered customer insights, allowing better demand
forecasting and improved energy storage solutions. This shift has resulted in higher customer
satisfaction, better energy efficiency, and cost-effective production.

7. Impact on Business

Tesla’s use of data analytics has transformed its business model, providing multiple advantages:

1.

Enhanced Vehicle Safety: Continuous software improvements reduce accident rates by
40%.

Cost Efficiency: Predictive analytics save millions in maintenance costs yearly.
Faster Innovation: Over-the-air (OTA) updates deliver new features instantly, keeping
Tesla ahead in technology.

Scalability: Al-powered manufacturing accelerates production efficiency by 30%.
Competitive Edge: Tesla remains a leader in EVs and autonomous technology due to
its data-driven decision-making.

Customer Satisfaction: Personalized recommendations and optimized charging
solutions increase user retention by 20%.

Sustainability Impact: Al-driven energy management reduces Tesla’s carbon footprint,
saving 50 million metric tons of CO: annually.

Tesla’s commitment to data analytics and Al ensures its continued dominance in the EV and
renewable energy sectors, driving the future of sustainable transportation.




Case study of Data Analytics in Hindustan Unilever Ltd
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1. Company Introduction

Hindustan Unilever Ltd. (HUL) is one of India's largest fast-moving consumer goods
(FMCG) companies. Established in 1933 as Lever Brothers India Ltd., it later became
Hindustan Unilever in 2007. A subsidiary of Unilever, HUL has a vast portfolio covering
home care, beauty & personal care, and foods & refreshments. With over 50 brands and a
reach of more than 9 million retail outlets, HUL serves millions of consumers across urban
and rural India. The company is known for its focus on sustainability, innovation, and digital
transformation, ensuring a strong presence in the competitive FMCG market.

2. Products
HUL operates in three key segments:

1. Home Care:

Surf Excel, Rin, Wheel (Detergents)
Vim (Dishwashing)

Domex (Household Cleaning)
Comfort (Fabric Conditioner)

el A

2.Beauty & Personal Care:

6. Lux, Lifebuoy, Dove, Pears (Soaps)

7. Fair & Lovely (Glow & Lovely), Ponds, Vaseline (Skincare)
8. Closeup, Pepsodent (Oral Care)
9.
1

Sunsilk, Clinic Plus, TRESemmé (Haircare) o
0. Axe, Rexona (Deodorants) ATONK  odes)
‘5B @A
3.Foods & Refreshments: - e,
'), ) [.’;,;’}*Y’
11. Brooke Bond, Lipton, Taj Mahal (Tea) s >
12. Kissan (Jams, Sauces) D Bcase
13. Kwality Wall’s (Ice Creams) G 7
14. Horlicks, Boost, Bru (Health Drinks & Coffee) G S

15. Annapurna (Salt & Flour)



3. Working Sectors
HUL operates across multiple sectors, ensuring wide consumer reach:
« FMCG: Manufacturing and distribution of daily-use products.
o Rural Development: Shakti initiative empowers rural women as direct-to-home sellers.
« Sustainability: Water conservation, plastic recycling, and carbon footprint reduction.
« Digital Transformation: E-commerce integration and Al-driven consumer engagement.

« Healthcare & Hygiene: Promoting better sanitation through handwashing
campaigns and safe drinking water solutions.

4. Data Generation by the Company
HUL leverages technology to enhance business operations. It collects data from various sources:

Consumer purchasing patterns and market trends.

Retailer and distributor sales data.

Social media interactions and customer feedback.

Supply chain logistics and inventory management.

Customer behavior tracking through e-commerce and digital platforms.

e Al-powered sentiment analysis from online reviews and feedback.
This data helps HUL optimize production, distribution, and marketing strategies.

5. Data Analysis
HUL uses data analytics to drive decision-making:

Demand Forecasting — Predicting sales trends based on historical and real-time data.
Consumer Insights — Al-driven personalization for product recommendations.
Supply Chain Optimization — Real-time tracking of inventory and logistics.

Pricing Strategies — Competitive pricing using market intelligence.

Marketing Effectiveness — Evaluating campaign performance through analytics.

Sustainability Impact Measurement — Tracking water conservation, CO2 reduction,
and waste management.

Retail Performance Analysis — Understanding sales trends across urban and rural markets.
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6. Impact on Business

HUL’s data-driven approach has significantly improved its market position. The key
impacts include:

1

Enhanced Efficiency — Optimized supply chain and reduced operational costs.

2. Personalized Consumer Experience — Data-driven product recommendations.
3. Rural Market Penetration — Digital and direct-selling models.

4. Sustainability Leadership — Reduced plastic waste and carbon emissions.

5.
6
7
8

Competitive Edge — Al-powered innovation in sales and marketing.

. Revenue Growth — Higher sales through targeted digital campaigns.
. Brand Trust & Loyalty — Consistent quality and customer engagement.
. Market Expansion — Entry into new categories like plant-based nutrition and

immunity- boosting products.

. CSR Initiatives — Improving sanitation, hygiene awareness, and rural employment

through various programs.

7. Conclusion

HUL has embraced digital transformation to remain competitive. The company has
integrated Al and big data into its operations, shifting towards direct-to-consumer
models and e-commerce. By implementing sustainable practices and personalized
marketing, HUL ensures continued growth and consumer loyalty. HUL also focuses
on product innovation to meet evolving consumer preferences, especially in health and
wellness categories.



Gase Study: Data-Driven Sales Forecasting for Amazon

By
Uniza Ayub Khadpolkar(15)
Siddhi Santosh Palshetkar(25)

amazon

Introduction to Amazon

Amazon, the global e-commerce giant, leverages advanced data analytics and
artificial intelligence to optimize sales forecasting. With millions of products and a
vast customer base, Amazon integrates machine learning, historical sales data,
customer behavior, and market trends to predict future demand accurately. This
enables efficient inventory management, pricing strategies, and personalized
recommendations, keeping Amazon at the forefront of online retail.

Amazon utilizes Al and predictive analytics to transform raw data into actionable
insights:

Historical Sales Analysis: Identifies patterns and cyclic trends in demand.
Demand Forecasting Models: Uses machine learning to predict seasonal
spikes and downturns.

e Real-Time Inventory Optimization: Dynamic restocking ensures products
are available based on forecasted demand.

e Personalized Recommendations: Predictive analytics suggest relevant
products to users, boosting sale



Data Collection Sources for Amazon

Machine Learning & Al

External Factors

Supply Chain Data

Transactional Data

Customer Browsing Behavior

Amazon’s data-driven forecasting has significantly enhanced its operational
efficiency:

Reduced Stockouts & Overstock: Optimized inventory management minimizes
lost sales and excess stock.

Higher Customer Satisfaction: Predictive analytics enable faster deliveries and
accurate product availability.

Revenue Growth: Continuous refinement of forecasting models ensures steady
sales growth.

Year Revenue (Billion USD)
2018 232.9
2019 280.5
2020 386.1
2021 469.8
2022 513.9




2023 550.5

2024 590.2

Real-Time Market Insights and Adaptive Strategies
Amazon continuously refines its approach based on evolving consumer trends:

e Al-Driven Demand Sensing: Detects emerging trends and adapts
inventory accordingly.

e Personalized Marketing: Targeted promotions based on predictive
analytics improve conversions.

e Supply Chain Flexibility: Forecast-driven logistics enhance delivery
speed and cost efficiency.

Amazon’s mastery of sales forecasting through data analytics has propelled its
dominance in the e-commerce space. By leveraging Al, real-time data, and
predictive modeling, Amazon not only enhances operational efficiency but also
ensures a superior customer experience. Its continuous refinement of forecasting
techniques secures its position as an industry leader in retail innovation.



Case Study: Spotify — Data-Driven Music Streaming
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1. Company Introduction

Spotify is a leading global music streaming platform, founded in 2006, that offers users access to
a vast library of songs, podcasts, and playlists. With a focus on personalized experiences, Spotify
leverages data analytics and machine learning to offer tailored music recommendations, optimize
user engagement, and predict future music trends. By collecting and analyzing user data, Spotify
enhances its services, providing listeners with an unmatched and personalized music experience.

2. Products
Spotify offers various products to cater to the diverse needs of its users:
e Spotify Free: A free, ad-supported version with limited control over playlists.
e Spotify Premium: A paid subscription with ad-free listening, offline downloads, and
greater control.
Spotify Family: A discounted Premium plan for up to six users.
Spotify for Artists: A platform for musicians to track performance and promote content.

3. Working Sectors
Spotify operates across several key sectors:
e Music Streaming: The core business of Spotify, providing users access to a large library
of music across genres.



e Podcasting: Over the years, Spotify has made significant investments in podcasting by
acquiring companies like Anchor and Gimlet Media, expanding its content offerings.
e Advertising: Spotify offers advertising solutions to businesses through Spotify Ads,

targeting users on free-tier subscriptions.

4. Data Generation by the Company

Spotify generates vast amounts of data daily from various sources:
e User Interaction Data: Tracks user activity, including songs played, playlists created,

search history, and skipped tracks.

e Subscription Data: Information on users' subscription types (Free, Premium, Family,

etc.) and payment behaviors.

e Device and Location Data: Tracks the devices used to access Spotify (mobile, desktop,

smart speakers) and geographical location.

5. Data Analysis

Spotify analyzes the data it generates using advanced analytics and machine learning techniques:
e Collaborative Filtering: Recommends music to users based on the listening behavior of

similar users.

e Natural Language Processing (NLP): Analyzes song lyrics and podcast content to gain
insights into trends and topics that are gaining popularity.

e A/B Testing: Continuously tests features and user interfaces to optimize user engagement

and satisfaction.
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6.Impact on Business
Spotify's data-driven strategy has significantly impacted its business:

1. Higher User Engagement — Personalized recommendations like “Discover Weekly”
enhance user retention by offering content tailored to individual tastes. This personalized
approach keeps users engaged for longer periods, increasing overall platform activity.

2. Revenue Growth — Optimized marketing strategies, driven by data, target potential
premium subscribers with personalized offers, driving paid subscription growth. Spotify
also uses predictive analytics to identify potential churn and re-engage users with
customized promotions.

3. Content Strategy — Data insights allow Spotify to strategically acquire exclusive content
that appeals to its users, enhancing the platform’s library. Additionally, by analyzing
trends, Spotify can predict which genres or artists will gain popularity, helping to stay
ahead of the curve.

4. Improved User Experience — Data analysis informs Ul and feature optimizations,
making the app more user-friendly and engaging. Continuous user behavior monitoring
ensures that new features and adjustments align with what users want, improving overall
satisfaction.

5. Global Market Expansion — Data helps identify market opportunities and regional
preferences, allowing Spotify to tailor its content and pricing strategies accordingly. This
has enabled Spotify to expand rapidly into new markets, offering localized experiences
that resonate with local users.
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7. Conclusion



Spotify's integration of data analytics has revolutionized its business, enhancing user engagement
and personalization. Moving forward, Spotify aims to refine recommendations, invest in
exclusive content, and introduce interactive features to boost engagement and growth.



The Case Study of Data Analytics in BOAT
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1. Company Introduction

Boat, founded in 2016 by Aman Gupta and Sameer Mehta, has revolutionized the Indian
consumer electronics market, specializing in audio products such as wireless headphones,
earbuds, and smartwatches. Boat combines affordability, high-quality sound, and trendy
designs to attract young consumers. Leveraging digital marketing and influencer
partnerships, Boat has emerged as a market leader in the audio accessories industry in
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Boat offers a wide range of audio and smart wearable products:
e Audio Products:

e Wireless Earbuds (Airdopes series)

e Wireless Headphones (Rockerz series)
e Wired Earphones

e Bluetooth Speakers (Stone series)

e Soundbars

e Smart Wearables:



e Smartwatches (Storm, Xtend series)
e Fitness Bands

e Gaming Accessories:
e Headphones and speakers designed for gaming enthusiasts.

3. Working Sectors
Boat operates across various sectors to cater to a broad audience:

e Consumer Electronics: Offering affordable and stylish personal audio devices.

e E-commerce: Dominating online marketplaces like Amazon and Flipkart.

e Retail: Expanding presence in offline stores for increased reach.

e Gaming & Fitness: Providing tailored products for gamers and fitness enthusiasts.

4. Data Generation by the Company
Boat collects and processes vast amounts of data to enhance customer experience and
streamline operations:

e Customer Purchase Behavior: Tracking preferences and trends from online platforms.

e Website & App Analytics: Monitoring user engagement and product searches.

e Social Media Insights: Analyzing customer interactions, comments, and influencer
marketing effectiveness.

e Product Performance: Evaluating customer feedback, warranty claims, and return
rates.
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Market Trend Analysis: Identifying emerging product trends based on consumer

preferences.

Customer Segmentation: Targeting users with personalized recommendations using

Al-driven insights.

Demand Forecasting: Predicting future sales and managing inventory effectively.
Marketing Strategy Optimization: Leveraging digital ad analytics to enhance

campaign performance.

Customer Retention & Engagement: Implementing loyalty programs and discounts

based on purchase history.
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6. Conclusion and Change in Strategy

Boat’s rapid growth required scalable data infrastructure to handle increasing consumer
demand. Initially, Boat relied heavily on third-party e-commerce platforms, but later
shifted towards building its own direct-to-consumer (D2C) platform. This move enabled
better data collection, customer engagement, and personalized marketing.

7. Impact on Business
Boat’s data-driven approach has had a profound impact on its business success:

Brand Growth: Achieved a strong presence in India’s consumer electronics market.
Enhanced Customer Experience: Personalized marketing and product
recommendations.

Cost Optimization: Efficient supply chain and inventory management.

Competitive Advantage: Quick response to changing trends and consumer demands.
Revenue Increase: Boosted sales through targeted promotions and influencer
collaborations.

Innovation: Continuous product innovation based on data insights.



Case Study report:

8 Zepto — Transforming Quick Commerce in India
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Introduction :

Zepto is a grocery shopping app that delivers groceries in 10 minutes. Customers get to choose
from thousands of popular items including fresh farm vegetables and fruits, groceries, dairy &
more at the best prices from Zepto& a Zeptonian Rider will be at the door in about 10 minutes.
Zepto is growing at a 200% rise in price in 11 months, with 60% repeat customers.

In April 2021, two friends, Kaivalya Vohra [CTO] and Aadit Palicha [CEO], both 19, formed
Zepto. They were both admitted to Stanford University and were scheduled to acquire a
Bachelor’s Degree in Computer Science, but instead opted to construct Zepto. Earlier in
September 2020, they started “Kirana Mart” which was a supermart delivery startup similar to
Big Basket and Grofers. However, until January 2021, it was well known as Zepto.

How Zepto Works :

Mobile App:

Customers place orders through the Zepto app, which is designed for quick and easy grocery
ordering.

Dark Stores:

Zepto operates "dark stores™" (small, optimized warehouses) strategically located in densely
populated areas to ensure fast order fulfillment.

Ultra-Fast Delivery:

Zepto aims for ultra-fast delivery, often within 10-15 minutes, by leveraging its network of dark
stores and optimized delivery routes.


https://startupstorymedia.com/?s=Zepto

Al-Powered Optimization:

Zepto uses Al to optimize delivery routes, predict demand, and personalize the customer
experience.

Zepto’s 10 Minute Delivery —

Zepto introduced its notion of 10-minute delivery. The entire sport and situation were altered.
Customers were agitated, but they couldn’t do much because of the loss of many possibilities in
the market. People’s impatience was exploited by Zepto with its 10min delivery value
proposition.

How does Zepto manage to deliver in 10 minutes?

This takes us closer to Zepto’s second method, “The dark shop model.” Dark shops are basically
mini-warehouses with the capacity to service all clients within a 3-kilometre radius. Zepto
employs a one-of-a-kind product called Locus. This solution tracks the customer’s geostatistical
data, traffic dynamics, and how long it will take for the last mile delivery. As a result, it chose
whether or not to build a new Dark Store in that area.

Locus is an Al application that leverages the Google APl and presents all relevant data on the
Zepto dashboard. As a result, it is not the efficiency of the delivery guys that is important, but
rather the technology.

customers with tools and alternatives such as purchasing items online, same-day delivery, or in-
store pickup.


https://www.zeptonow.com/

Data Collection and Analysis:

Customer Data:

Zepto collects data on customer preferences, purchase history, location, and delivery
preferences to personalize the shopping experience.

e Operational Data:

They track data related to delivery times, inventory levels, and dark store performance to
optimize operations.

e Market Data:

Zepto analyzes market trends, competitor activities, and consumer behavior to inform strategic
decisions.

o Data Analysis:

Zepto uses data analytics to:

1. Identify new market opportunities.

2. Predict consumer preferences.

3. Optimize inventory management.

4. Improve operational efficiency.

5. Personalize recommendations.

e AppsFlyer Integration:

Zepto uses AppsFlyer's Push/Pull APIs to ingest campaign attribution data into their internal
business intelligence platform, enriching their CRM data.



Customer Segmentation:

Zepto uses data to segment customers based on various factors, allowing for more targeted
marketing and personalized offers.

Data Scraping:
Companies can also scrape Zepto's publicly available data to extract product, pricing,
availability, and user ratings.

Impact on Business:

Increased Competition:

Zepto's success has spurred competition in the quick-commerce space, forcing established
players to adapt and offer faster delivery options.

Focus on Customer Experience:

Zepto's success highlights the importance of customer experience, particularly speed and
convenience, in the e-commerce sector.

Potential for New Business Models:

Zepto's "dark store” model and focus on rapid delivery could inspire other businesses to explore
similar strategies, particularly in the food and grocery delivery space.

Shift in Consumer Behavior:

Zepto's success suggests a growing trend towards faster delivery expectations, potentially
impacting how businesses manage their supply chains and customer service.

Focus on Customer Retention:

Zepto's commitment to delivering groceries within 10 minutes has resonated well with
customers, leading to high retention rates and positive word-of-mouth referrals.

Aggressive Expansion:
Zepto grocery business model concentrated on scaling the operations rapidly into major
metropolitan cities in India like Mumbai, Bengaluru, Delhi, and others.



Employee
Count
1,656

2022 2023 2024

Note: This only includes employees for whom the PF was filed.

Source: PrivateCircle Research * Created with Datawrapper

Zepto’s Future Goals —

In the future, Zepto intends to grow the number of Dark Stores in order to boost the number of
orders. Once they start retaining clients, they want to start collecting convenience fees. Though
Zepto may face severe dangers in the near future owing to fierce rivalry, it’s incredible how two
19-year-old lads leap and shake the roots of massive corporations such as Big Basket or Blinkit,
among others. It might also announce its public listing incoming 2-3 years.



10 Minute Grocery Delivery

Conclusion —

Today’s consumer is more concerned with the cost supplied by using the brand rather than the
logo itself. Because the consumer is loyal to the price supplied by the brand rather than the logo
itself, continually improving the pricing proposition is the only option left for firms to survive in
the market.

Something is generally left unexplored in every marketplace, area, and enterprise. If we look at
this circumstance, we can see that there was an untapped demand of people’s impatience by
making use of what Zepto has established across the entire organisation



Case Study of Data Analytics in Cadbury

Q

By,

1. Md Shifan Sajid Nagarji (22)
2. Alvira Ajamir Nadaf (21)

1. Company Introduction

Cadbury, founded in 1824 by John Cadbury, is a globally recognized chocolate brand
owned by Mondel€z International. Known for its iconic Dairy Milk, Bournville, and 5
Star, Cadbury has expanded into a diverse range of confectionery and beverages. The
brand has leveraged data analytics to optimize its marketing campaigns, supply chain,
and customer engagement, ensuring sustained global success.

2. Products
Cadbury offers a wide range of products, including:

Chocolate Bars: Dairy Milk, Bournville, Silk, 5 Star, Perk.
Confectionery & Biscuits: Oreo, Gems, Chocobakes.
Beverages: Bournvita, Hot Chocolate.

.

Seasonal & Gifting: Custom gift packs for festivals and special occasions.

3. Working Sectors

Cadbury operates in multiple sectors to strengthen its market presence:



o FMCG (Fast-Moving Consumer Goods): Mass-market chocolate and confectionery
production.

e Retail & E-commerce: Online and offline product sales through various distribution
channels.
Marketing & Advertising: Leveraging data-driven insights for personalized campaigns.
Supply Chain & Logistics: Optimizing production and delivery routes.

4. Data Generation by the Company
Cadbury collects vast amounts of data from multiple sources:

e Consumer Purchase Data: Analyzing trends in supermarkets, e-commerce, and local
stores.
Marketing & Advertising Data: Tracking engagement from digital and TV campaigns.
Social Media Insights: Monitoring customer sentiment and feedback.
Supply Chain Analytics: Assessing inventory, production efficiency, and delivery
timelines.

e Loyalty & Promotions Data: Understanding customer preferences through rewards
programs.

5. Data Analysis in Cadbury
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Cadbury employs data analytics across its operations:

1.

Consumer Behavior Analysis:
o Uses Al-driven insights to understand buying habits and tailor marketing
campaigns.
Personalized Marketing & Ad Targeting:
o Analyzes past purchase data to personalize advertisements and promotional
offers.
Demand Forecasting:
o Predicts seasonal demand fluctuations, ensuring optimal production levels.
Supply Chain Optimization:
o Uses IoT sensors and predictive analytics to prevent stock shortages and reduce
waste.
Social Media & Sentiment Analysis:
o Tracks customer reactions to new product launches, ensuring positive brand
engagement.
Sales Performance Analytics:
o Monitors retail sales data to optimize distribution strategies and improve market
reach.

6. Conclusion and Change in Strategy

Cadbury has successfully integrated data analytics to enhance efficiency and customer
engagement. The company has shifted from traditional advertising to digital-first, data-driven

marketing campaigns, improving customer interaction. By leveraging Al and predictive

analytics, Cadbury ensures better demand planning, reducing product wastage while increasing

sales.

7. Impact on Business

. Improved Customer Engagement: Personalized ads based on consumer preferences.

Efficient Supply Chain Management: Reduced operational costs and minimized
product wastage.

Optimized Marketing Strategy: Higher conversion rates through targeted campaigns.
Increased Sales & Market Share: Better forecasting leading to improved production
efficiency.

Enhanced Brand Loyalty: Data-driven promotions and loyalty programs.



Case Study for Data Analytics of Walmart

Walmart

By,
1.Sanika Ravindra Pawar (33)
2.Aditya Arun Mirgal (18)

1.Company Introduction

WalmartInc. is a multinational retail corporation headquartered in Bentonville, Arkansas,
United States. Founded in 1962 by Sam Walton, Walmart has grown to become the
world’s largest retailer, operating a vast network of hypermarkets, discount department
stores, and grocery stores across the globe. The company is known for its low-cost pricing
strategy and operates under various banners, including Walmart, Sam’s Club, and
Flipkart.

With over 10,500 stores in 19 countries and a strong e-commerce presence, Walmart
serves millions of customers daily. The company leverages data analytics extensively to
optimize supply chain management, improve customer experience, forecast demand,
and drive operational efficiency. Walmart's investment in cutting-edge technologies like
artificial intelligence, machine learning, and big data analytics enables it to maintain a
competitive edge in the retail industry.

2.Products

Walmart offers a wide variety of products including,

1.Grocery and household essentials: Fresh produces, dairy products, packaged food,
etc.

2.Electronic and appliances: Smartphones, TVs, desktops, laptops, etc.

3.Clothing and footwear: Shoes, sandals, boots, bags, belts, hats, etc.

4.Baby and Kids: Diapers, wipes, baby food, toys, books, strollers, etc.

5.Pharmacy and Medicine: Prescription medicines, first-aid kits, health monitoring
devices, etc.

And many more items like sports and outdoor, pet supplies, etc.

3.Working sectors
Walmart works along with following sectors,

1.Retail and E-Commerce: Walmart.com provides online shopping including home
delivery, it also has discount stores, supercenters, etc.

2.Supplychain and Logistics: Walmart is one of the world’s largest supplychain network.
3.Financial services: It offers services like money transfer, bill payments ,etc.
4.Automation and Robotics: It has smart warehouses, self-checkout kiosks, and
automated delivery vehicles.

5.Corporate social responsibility: Walmart foundation supports education, hunger relief
and disaster response.



4.Data Generation by the company
Data generation at Walmart takes place by following ways:

e Walmart processes over 1 million transactions per hour, generating vast amounts
of point-of-sale (POS) data.

e Customer purchase history and shopping behaviour are tracked through
Walmart+ membership, Walmart Pay, and only

e Website and mobile app analytics track customer browsing behaviour, cart
abandonment, and conversion rates.

e Walmart generates data from fleet management, driver performance, and last-
mile delivery analytics

e Walmart collects and analyzes data from platforms like Twitter, Facebook, and
Instagram.
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5.Data Analysis

1.Sales & Demand Forecasting: Walmart uses predictive analytics to forecast demand
based on historical sales data, customer buying patterns, and external factors like
weather or holidays.

2.Customer Behavior Analysis: Big Data analytics tracks shopping habits to provide
personalized product recommendations

3.Supply Chain & Logistics Optimization: Al and data analytics help route optimization
for deliveries, reducing costs and improving delivery speed.

4.Pricing & Revenue Analysis: Walmart employs dynamic pricing strategies that analyze
competitor pricing, customer purchasing power, and market demand to optimize product
prices.
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6.Impact on Business

1.Increased Revenue: Dynamic pricing & personalized promotions drive higher sales.
2.Improved Inventory Management: Data-driven forecasting reduces overstocking and
stockouts.

3.Better Customer Experience: Personalized recommendations and seamless
omnichannel shopping.

4.Enhanced Supply Chain Efficiency: Al-powered logistics improve delivery speed and
reduce costs.

5.0ptimized Workforce Management: Smart scheduling and employee productivity
tracking.

6.Brand Strength & Trust — Reliable service delivery and transparent pricing.

7.Conclusion

Walmart's success is deeply rooted in its data-driven approach, enabling efficient
operations, optimized pricing, and enhanced customer experiences. By leveraging big
data, predictive analytics, and Al, the company streamlines its supply chain, workforce
management, and sales strategies. This strategic use of data not only improves
profitability but also ensures Walmart remains a leader in the ever-evolving retail
industry.



Case Study of Data Analytics in AMUL

Amul

The Taste of India

By,
1. Omkar Abaso Patil [30]

1. Company Introduction

Anand Milk Union Limited (AMUL), founded in 1946 in Gujarat, India, has revolutionized the
dairy industry through its cooperative model. Starting as a response to exploitative trade
practices, AMUL has grown into India's largest food product marketing organization. The
cooperative model brings together over 3.6 million milk producers across 18,600 village
societies, processing approximately 24 million liters of milk daily. AMUL's operations span milk
collection, processing, distribution, and marketing of a diverse portfolio of dairy products.
Through technological innovation and data-driven decision making, AMUL maintains its
position as a leader in the Indian dairy sector despite increasing competition from private
players.

2. Products

AMUL offers a comprehensive range of dairy products catering to diverse consumer needs:
1. Milk Products:
e Fresh Milk: Various types including full cream, toned, and double-toned
e Long-Life UHT Milk: Extended shelf-life milk products
e Flavored Milk: Available in multiple flavors targeting younger consumers
2. Butter and Spreads:
e AMUL Butter: The iconic yellow butter that became a national staple
e Table Spreads: Healthier alternatives with reduced fat content
3. Cheese Products:
e Processed Cheese: Blocks, slices, and spreads
e Mozzarella: For food service and retail markets
e Cheese Spreads: In various flavors
4. Ice Cream and Frozen Desserts:
e Premium ice creams in multiple flavors
e Specialty frozen desserts and novelties
5. Traditional Indian Dairy Products:
e Ghee (Clarified Butter): India's largest selling brand



e Paneer (Cottage Cheese): Fresh and packaged
e Shrikhand: Sweetened strained yogurt

6. Other Value-Added Products:

e Chocolates and Confectionery
e Beverages including buttermilk and lassi
e Nutrition supplements and health drinks

3. Working Sectors

AMUL operates across multiple sectors within the dairy industry:

Milk Procurement: Network of village-level dairy cooperative societies
Processing: State-of-the-art dairy plants across multiple states

Distribution and Logistics: Cold chain management and nationwide distribution
Marketing and Retail: Brand management and multi-channel sales

Research and Development: Product innovation and quality improvement
Export Operations: International market expansion and distribution

Rural Development: Farmer welfare and capacity building programs

4. Data Generation by the Company

AMUL generates vast amounts of data daily across its entire value chain:

Milk Collection: Quality parameters, volume metrics, and supplier information from
thousands of collection centers

Processing Plants: Production metrics, quality control data, and equipment performance
Supply Chain: Inventory levels, distribution metrics, and logistics performance

Sales and Marketing: Point-of-sale data, market share information, and promotional
effectiveness

Consumer Insights: Customer feedback, product preferences, and consumption patterns
Financial Data: Revenue streams, costs, and profitability across product lines
Agricultural Data: Animal health records, feed quality, and milk yield statistics

This continuous data flow enables AMUL to optimize operations, maintain quality consistency,
and make informed strategic decisions.

5. Data Analysis

AMUL employs sophisticated data analytics techniques to derive actionable insights:

1.

Demand Forecasting: Analyzing historical sales data, seasonal patterns, and market
trends to predict product demand across regions and optimize production planning.
Supply Chain Optimization: Using real-time data to manage the cold chain, reduce
wastage, and ensure product freshness from collection centers to retail outlets.

Quality Control Analytics: Statistical process control and predictive quality management
to maintain consistent product standards across all manufacturing units.

Pricing Analytics: Data-driven pricing strategies based on production costs, market
conditions, and competitive positioning while ensuring fair returns to farmer members.



5. Farmer Performance Analysis: Monitoring milk quality parameters, volumes, and
productivity to provide technical assistance and incentives to milk producers.

How it all Started

Kaira District Cooperation
Milk producer's Union

)y =L A factory was sel up to Gujarat Coorperation Milk
Dr. Verghese K d

Limited was "mm In $ia “:;l;ui gﬂ&::e;: p:;;) process the extra milk into Marketing Federation
Al [ am ety o and was entrusted with he  Prodvets Nke  buter and (GOMME)  was  formed.
begining of Aul, ek of rimsiag o nuny K powiee GOMME  markets Amul

1946 milk and dairy products
1949 - 1950 1973
1951 - 1955

2020

Later Amul diversified into
production  of  several
different  products  like
cheese, choclate ice-cream
uic

es turnover of Amul from
ancial year 2811 to 2822 (in
lion rupees) -

o
—
_—
—
5.
L=
5
=,
=]

asing growth

= Sales turnover in billon Indian rupees

=
S
o
—
o
v
-
=
=)
=
| 5
=
=
(Vs
R
(1§

=
=
]
=
=
—_—
g
Q
—
—
-
£
ol
on
Iag!
=]

ported a s

ared to 2

. Amul re

g lo]

year 20

© o o
& "‘ w" & & & é" 15"
A ‘ﬂ' ”ﬂ' Q‘{" & &P

Target sales




6. Conclusion and Change in Strategy

AMUL's growth presented challenges in scaling its data infrastructure to support
decision-making across its expanding network. Initially, the cooperative relied on decentralized
data systems with limited integration between collection centers, processing units, and
distribution networks.

By implementing an enterprise-wide data management system and analytics platform, AMUL
transitioned to a more integrated approach. The organization adopted a hub-and-spoke model
for its data architecture, maintaining local processing capabilities while centralizing analytics
and reporting. This strategic shift enabled AMUL to maintain its cooperative principles while
gaining the analytics capabilities necessary to compete in an increasingly data-driven
marketplace.

7. Impact on Business

AMUL's data-driven approach has significantly influenced its business operations and market
position:

1. Operational Efficiency: Real-time monitoring of the entire supply chain has reduced
wastage, optimized route planning, and improved asset utilization.

2. Quality Consistency: Advanced analytics enables early detection of quality issues,
ensuring consistent product standards that maintain consumer trust.

3. Product Innovation: Consumer preference data drives product development, leading to
successful new product launches tailored to evolving market demands.

4. Farmer Benefits: Analytics-driven insights help improve animal health management,
feed optimization, and breeding programs, increasing productivity and farmer incomes.

5. Market Expansion: Data-backed market entry strategies have supported successful
expansion into new regions and international markets.

6. Competitive Positioning: Advanced analytics capabilities provide AMUL with advantages
in pricing strategies, distribution efficiency, and promotional effectiveness against
multinational competitors.

7. Sustainable Growth: Balancing business objectives with cooperative principles through
data-driven decision-making has enabled sustainable growth while maintaining AMUL's
social mission.



Case Study of Data Analytics in NVIDIA
By,

1. Rahul Hiratsingh Sisode (41)

2. Omkar Dattatray Waghlarkar (46)

1. Company Introduction

NVIDIA Corporation, founded in 1993 by Jensen Huang, Chris Malachowsky, and Curtis
Priem, has revolutionized visual computing and accelerated computing technologies.
Initially focused on graphics processing units (GPUs) for gaming, NVIDIA has transformed
into a leader in Al, data centers, autonomous vehicles, and professional visualization.
Powered by its CUDA parallel computing platform and specialized hardware architectures,
NVIDIA processes exabytes of data to accelerate scientific research, power generative Al,
enable digital twins, and enhance computational workflows. With innovations like the CUDA
ecosystem, tensor cores, and industry-specific Al solutions, NVIDIA remains at the forefront
of the Al revolution despite increasing competition in the accelerated computing market.

NVIDIA

2. Products

NVIDIA offers a comprehensive portfolio of products serving diverse computational needs:

Computing Platforms:

- GeForce RTX: High-performance GPUs for gaming and creative professionals.

- RTX AI PCs: Systems optimized for Al-accelerated computing experiences.

- NVIDIA Data Center GPUs: Specialized processors for Al training and inference.
- NVIDIA DGX Systems: Purpose-built Al supercomputing platforms.

Software and Frameworks:

- CUDA: Parallel computing platform and programming model.

- NVIDIA Al Enterprise: Software suite for Al development and deployment.
- NVIDIA Omniverse: Platform for building and connecting 3D virtual worlds.

Industry-Specific Solutions:

- NVIDIA Drive: End-to-end platform for autonomous vehicle development.
- NVIDIA Clara: Healthcare-focused computational platform.

- NVIDIA Metropolis: Smart cities and intelligent video analytics platform.



NVIDIA Technology Ecosystem

Computing Platforms Industry Solutions

GeForce RTX CUDA NVIDIA Drive

RTX Al PCs NVIDIA Al Enterprise NVIDIA Clara
NVIDIA Data Center GPUs NVIDIA Omniverse NVIDIA Metropolis
NVIDIA DGX Systems.

High-performance GPUs for Parallel computing platform End-te-end platform for
gaming and creative work and programming model autonomous vehicles

3. Working Sectors

NVIDIA operates across multiple sectors to deliver accelerated computing solutions:

- Gaming & Entertainment: Powering immersive gaming experiences and content creation.
- Enterprise & Data Centers: Enabling Al, high-performance computing, and virtualization.

- Automotive: Developing platforms for autonomous driving and in-vehicle experiences.

- Healthcare & Life Sciences: Accelerating medical research, genomics, and drug discovery.

- Manufacturing & Industrial: Supporting digital twins, robotics, and industrial automation.
- Telecommunications: Enabling Al-driven networking and 5G/6G infrastructure.

- Financial Services: Powering risk assessment, fraud detection, and algorithmic trading.

4. Data Generation by the Company

NVIDIA generates and processes massive volumes of data daily across its ecosystem:

- Hardware telemetry from millions of deployed GPUs and systems.

- Software usage patterns from developer tools and frameworks.

- Research data from internal Al and graphics research initiatives.

- Manufacturing and supply chain data for hardware production.

- Customer interaction data from enterprise deployments and consumer products.

- Developer ecosystem engagement through forums, documentation, and downloads.

5. Data Analysis

NVIDIA employs sophisticated data analytics techniques to derive actionable insights:

- Performance Optimization: Analyzing hardware telemetry to improve GPU efficiency and
identify bottlenecks in computational workflows.



- Market Trend Analysis: Using customer deployment data to anticipate industry needs and
guide research priorities.

- Supply Chain Intelligence: Predicting component availability and manufacturing capacity
requirements based on historical patterns and market signals.

- Al Model Development: Leveraging internal datasets to train and refine Al models that
power NVIDIA's software features.

- Ecosystem Growth Analytics: Tracking developer engagement metrics to identify
successful tools and frameworks within the CUDA ecosystem.

- Real-Time Monitoring: Implementing massive parallel processing systems to analyze
performance data from deployed hardware in real-time.

6. Impact on Business

NVIDIA’s data-driven approach and strategic innovations have significantly influenced its
business operations and market position:

1. Market Leadership - Enables proactive product development aligned with emerging
computational needs.

2. Ecosystem Development - Data insights guide investments in software tools, frameworks,
and developer resources.

3. Industry Specialization - Analytics identify high-value vertical markets requiring tailored
solutions.

4. Competitive Advantage - Al-powered innovation in hardware architecture, software
optimization, and application-specific accelerators.

5. Strategic Partnerships - Data-informed collaboration with cloud providers, OEMs, and
independent software vendors.

6. Resource Allocation - Intelligent prioritization of R&D investments across the company’s
diverse portfolio.

7. Long-term Vision - Analytics support roadmap planning for emerging technologies like
quantum computing, digital biology, and next-generation Al architectures.

6. Conclusion

In conclusion, NVIDIA's transformation from a graphics card manufacturer to a leader in Al
computing was driven by a strategic shift in its data approach. By prioritizing
comprehensive data infrastructure, investing in Al platforms, and leveraging acquisitions
like Mellanox, NVIDIA successfully adapted to the growing demand for Al applications. This
data-driven evolution allowed the company to identify new opportunities and solidify its
position as a key player in the Al and computing sectors.
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