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Introduction 
 

Expert Networks were the last major change to the fundamental research process. There is 

mounting evidence that alternative data will be the next major change. This view is backed up 

by several market participants: 

 

 Alternative data “represents a watershed moment in the history of investment management”, 

a top five asset manager by assets under management (AUM). 

 “We do not see any truly viable long-term alternative to this approach to active investment”, 

a top five asset manager by AUM. 

 “The data revolution will separate the winners from the losers”, Goldman Sachs Asset 

Management.1 

 “Analysis of ‘big data’ could become a key differentiator”, Schroders 2015 Annual Report. 

 “We strongly believe that PMs who invest the time, resources and energy into Big Data will 

reap the benefits”, Deutsche Bank2. 

 Firms “who are able to harness this new approach could potentially create an information 

edge”, Citi Business Advisory Service3. 

 “The swelling world of ‘big data’ is starting to become increasingly important”, Financial 

Times2. 

 “For investors in search of an edge, the emerging world of ‘alternative data’ is attractive”, The 

Economist4. 

 

Innovative quantitative and “quantamental” firms have been leveraging alternative data for years. 

However, alternative data is just now starting to become mainstream as investment managers 

seek to innovate their investment process in order to obtain an informational edge. If your firm is 

not considering integrating alternative data into the investment process, it will fall behind. Firms 

that want to integrate alternative data typically ask Eagle Alpha three questions: 

 
Question 1: We want to start small i.e. hire one person to champion our efforts. What type of 
person should we hire to lead the “Data Insights” team? 

 
Question 2: What is a reasonable budget for an alternative data strategy?  

 
Question 3: What should we be doing to prepare to integrate alternative data into our investment 
process? 

The goal of this document is to provide investment managers with answers to these three 

questions. We conclude with recommended next steps to help your firm catch-up with the 

innovators. 

                                                           
 
1 Source: ‘The Data Revolution: From Volume to Value’, September 2015. 
2 Source: ‘Investors mine Big Data for cutting-edge strategies’, March 2016. 
3 Source: ‘Big Data & Investment Management: The Potential to Quantify Traditionally Qualitative Factors’, December 2015. 
4 Source: ‘Why investors want alternative data’, August 2016. 

https://www.gsam.com/content/dam/gsam/pdfs/us/en/articles/2015/data-revolution-whitepaper.pdf?sa=n&rd=n
https://www.ft.com/content/f62ee814-f510-11e5-803c-d27c7117d132
https://www.managedfunds.org/wp-content/uploads/2016/02/CITI-_BigData_Final_Web.pdf
http://www.economist.com/blogs/economist-explains/2016/08/economist-explains-18
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Question 1: We want to start small i.e. hire one person to champion 

our efforts. What type of person should we hire to lead the “Data 

Insights” team? 
 

Most buyside firms typically start by nominating or recruiting an individual to champion their initial 

alternative data efforts. When a demonstrable return on investment is seen, firms then seek to 

expand the team. For example, Schroders started their Data Insights team by combining an 

energy analyst with a big data expert. Two years later the team consists of approximately 15 

people. 

  

So what type of person should lead a “Data Insights” team at a fundamental firm? Some people 

argue that it is easier to teach finance to candidates with backgrounds in STEM (science, 

technology, engineering, mathematics) fields than it is to teach data analytics and software 

engineering to traditionally trained finance professionals. In Eagle Alpha’s opinion, we believe 

that is true for quantitative firms but not for firms with a fundamental investment approach.  

 

We believe that fundamental strategies need people leading their Data Insights teams that 

understand the qualitative research questions of their colleagues. Clearly the more they 

understand data analytics and software engineering, the better. CVs of individuals currently 

working on Data Insights teams can be seen on LinkedIn using advanced searches with the 

following keywords: 

 

 “data analytics”, US, investment management. 

 “data scientist”, US, investment management.  

 “alternative data”, US.  

 “data insights”, UK, investment management.  

 

In our opinion, the ideal “data analyst” to start a Data Insights team would have a CV that is 

similar to the requirements in the job advert below (Figure 1). Eagle Alpha is aware of candidates 

that match this job specification. Please contact us if you would like introductions. In addition, 

Eagle Alpha has relationships with headhunting firms that are working in this area. Contact us if 

you would like an introduction(s). 

As a firm builds out its Data Insights team, it can hire more specialists. This may include data 

engineers who can work with larger sized data that requires distributed data processing or 

converting unstructured data into a more structured and queryable format. In terms of analytical 

knowledge, a data analyst may not be sufficient once a firm begins doing multivariate analysis, 

blending data sources and/or begins working with large data.  In this case data scientists and/or 

data specialists are needed. A large amount of text analytics can be outsourced; therefore, an 

in-house specialist in NLP (natural language processing) is not a requirement.  The following are 

some examples of hiring for this second stage of development: 

 

https://www.linkedin.com/jobs/view/136794637
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 Several firms seek to hire pure data science specialists. Figure 1 and Figure 2 in Appendix 

A are good examples. 

 A NYC hedge fund is currently in the market for someone “to analyze data from the web to 

help estimate quarterly performance metrics and better understand long term business 

trends“ – see Figure 3 in Appendix A. 

 Schroders had an advert for a geospatial data scientist – see Figure 4 in Appendix A. 

Figure 1 

 

Source: Averity 

http://www.theprincetongroup.com/?p=jobs&job_id=1029&utm_source=Indeed&utm_medium=organic&utm_campaign=Indeed
http://www.bosmaxhire.net/cp/?E8596A361D43515B785613653E521B6F482D78&AspxAutoDetectCookieSupport=1&AspxAutoDetectCookieSupport=1
http://www.efinancialcareers.com/jobs-USA-NY-New_York-Web_Sourced_Data_Equity_Research_Analyst_Hedge_Fund.id01368154?query&page=1&backLpId=s019
http://www.thesla.org/2016/07/geospatial-data-scientist-data-insights-unit-schroders/
http://www.averityteam.com/
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Question 2: What is a reasonable budget for an alternative data strategy? 

We are constantly asked what a reasonable budget is for year one of an alternative data strategy. 

This section looks at the key factors that affect the costs of an alternative data strategy. Please 

note that we do not discuss technology stack etc. as we believe that can come further down the 

line. A standard PC, spreadsheets and open source programs such as python or R will be enough 

to start the journey.  Some firms choose to purchase analytical software such as Tableau or 

Matlab, though neither are a necessity. The two major costs are: 1) people and; 2) data. 

1. People 

We believe that the profile (Figure 1) in Section 1 is a good example of a candidate to lead a 

Data Insights team. The proposed salary in that advert was a base salary of $200,000 – 

$300,000+ for a NYC based candidate. 

As a firm builds out its Data Insights team, specialists can costs between $100,000 – 200,000 – 

see Figures 1 and 2 in Appendix A.  

2. Data 

There are several factors that can affect a budget for data, including the data category and the 

particular type of data need to answer specific research questions. 

A. Categories of alternative data  

The data revolution is producing hundreds of providers of alternative data across 20+ categories 

(see Figure 2). Eagle Alpha’s directory of alternative data providers includes 320 providers (as 

at 13th October 2016). 

The categories a firm requires will be dependent on its investment strategy. The most common 

categories used by the buyside are: 1) consumer transaction data [credit and debit card data on 

sectors and at merchant level, point of sale and panel data for product level]; 2) app usage and 

web traffic; and 3) geo-location.  

Additional opportunities exist in less well-trodden areas: 1) outside the US; 2) B2B rather than 

B2C; 3) datasets that identify insights further down the P&L, e.g. advertising spend, personnel 

costs, etc. Eagle Alpha’s Data Advisory service provides clients with advice on 20+ different 

categories and hundreds of providers worldwide. 
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Figure 2 

 

 

 

 

 

 

 

 

B. Data which is free, low-priced, medium-priced and high-priced 

Free  

Many datasets are freely available (Figure 3 provides some examples) and they can be used in 

many different ways. For example, academic research has shown that online search data 

contains substantial predictive potential and Eagle Alpha has been able to generate a number 

of indices based on search data which, when back-tested, have shown to provide predictive 

power (see Appendix B).  

Social media data can provide signals relating to brand perception, product interest, and 

corporate strategy. Eagle Alpha’s Data Insight reports contain many examples of incorporating 

social media analytics and web crawled data. Academic research supports social media as a 

relevant barometer for public optimism and consumer confidence (see Appendix B). 

In addition, a wide variety of Open Data sources are also available – see examples in Figure 3 

below. Open Data operates under an open-source license, typically issued by Open Source 

Initiative (OSI) or a similar entity. The idea behind Open Data is that some data should be freely 

available to everyone to use and republish as they wish, without restrictions from copyright, 

patents or other mechanisms of control. It involves a free platform where participants contribute 

data. If code is needed for querying or integrating with the platform, that code is freely available. 

The governments of most large countries provide Open Data platforms with thousands of 

datasets from both the public and private sector. The US government, for example, opens all 

data related to complaints to the FDA (Federal Drug Administration) and the CFPB (Consumer 

Finance Protection Bureau).  A number of non-profit entities also support Open Data, such as 
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the GDELT project which contains an enormous database of global media articles. These 

sources can be found in Eagle Alpha’s Alternative Data Directory. 

Finally, simple web crawling can be done by a data analyst at no additional cost. Common Crawl 

is an Open Data platform that archives web pages, allowing analysts to record, for example, 

historical prices of goods and services. Other free webpage archive datasets also exist and are 

listed in Eagle Alpha’s Alternative Data Directory. These resources can be used to backfill current 

web harvesting. Eagle Alpha analysts have had success in accurately predicting the stock 

performance of GoPro and Garmin, for example, based on this type of work. 

 

Figure 3 

 

Free APIs (click on images for links) 

5 6 7 

  

 
 

Open Data 

 

8 9 

 

Niche Datasets 

  10 11 12 13 

                                                           
 
5 This open source API provided by ProgrammableWeb lets users access Google Trends. 
6 Alibaba Index. 
7 Weibo Index. 
8 Numbeo – the world’s largest database of user contributed data about cities and countries worldwide. 
9 Linked Open Data – a UK-based open source repository of hundreds of datasets. 
10 AltFi and Lending Club data to monitor online lending. 
11 YourEconomy.org – an online information tool that allows users to analyze business activity from the community level, to the 
state level, and across the country. 
12 Open Payments – a federal program that collects information about the payments drug and device companies make to 
physicians. 
13 AcreValue – a compilation of public data sources ranging from surveys of land transactions and interest rates and classifications 
of crop rotations and soil properties, to growing degree days and precipitation. 

http://commoncrawl.org/
http://www.programmableweb.com/api/google-trends
https://developers.facebook.com/docs/graph-api
http://index.1688.com/
http://data.weibo.com/index
https://market.mashape.com/maxcanna/google-play-store
https://developers.google.com/youtube/v3/
http://developer.expedia.com/directory
https://www.reddit.com/dev/api/
https://www.data.gov/
https://data.gov.uk/
https://data.europa.eu/euodp/en/data
http://www.numbeo.com/cost-of-living/
https://www.kaggle.com/
http://openag.io/
http://lod-cloud.net/
http://www.altfi.com/data
https://www.lendingclub.com/info/download-data.action
http://youreconomy.org/
https://www.cms.gov/openpayments/
https://www.acrevalue.com/
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Low priced  

Some paid services, such as web traffic and app usage data providers, have freemium and 

limited usage plans that allow analysts to carry out a limited amount of analysis.  In addition, 

there are a number of data providers that provide data services priced under $20,000. A few 

examples of them are: 

 [x]14: Provides some alternative data for publicly traded companies such as social media 

data, web traffic data and related public datasets. 

 [x]: Provides granular statistical data on publicly available company metrics such as number 

of users, geographic distribution of revenues, same-store sales, etc.  Obtains relevant data 

from other parties such as pricing data and industry data.  

 [x]: Provides data and intelligence on mobile apps including downloads, revenues, active 

users, usage statistics, and SDK installations.  At this level of pricing, the service offers only 

12 months of data in graphical, not downloadable, format. 

 [x]: For websites that are more complex, [x] can create customized datasets using web 

crawling. We recommend that buyside firms comply with the recommended best practices in 

Eagle Alpha’s white paper on web crawling. 

Medium priced  

 The following are examples of datasets that cost between $20,000 - $80,000 per annum. 

 Trade data from [x]: Eagle Alpha has partnered with [x]. It aggregates and structures 

company-level import and export data from 13 countries including the United States and 

China to provide insights on the global physical movement of goods from international trade. 

This powerful dataset contains information on over 10 million companies and over 600 million 

shipment records. 

 [x]: Consumer transaction indices providing insights into consumer trends. Updated weekly, 

monthly, quarterly and yearly. Geographies include: Americas, Europe & Middle East and 

Pacific. 

 [x]: Global mobile app download and usage data, including information from Chinese app 

stores, allows investors to track activity in a wide range of sectors from banking to food 

delivery to online entertainment. 

 [x]: US Consumer transaction data on a per ticker level. There are a few suppliers of this type 

of data; there is one supplier that regularly gets the best feedback from buyside firms. 

 [x]: Gathers employment analytics data from close to 40,000 employment related sites.  This 

data is significantly curated to eliminate duplicates and noise.  Updated on a daily basis, it 

can provide real-time insight into who’s hiring and what type of employees they’re looking 

for.  

                                                           
 
14 This document is prepared for wide distribution, therefore the names of data providers are not revealed. 
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High priced  

The following are examples of datasets that cost more than $100,000 per annum. A small 

number of datasets cost seven figures. 

 Consumer transactions: A number of providers gather consumer transaction data from 

financial apps, credit and debit cards, and point-of-sale locations. These services are often 

expensive and may require advanced data engineering skills to process the data.  Some of 

these sources have been found to yield relatively accurate signals for the quarterly revenues 

of consumer staples, consumer discretionary, and telecommunications companies. 

 [x]: Provides foot traffic data and location intelligence analytics. Over 100 million people are 

tracked on a regular basis. 

 [x]: Provides browsing behavior data from more than 2,500 B2B media sites who are tracking 

workers from 1.2 million companies. 

C. Identifying what datasets are needed for your specific research questions 

The alternative datasets your firm requires will be dependent on the research questions you want 

to answer. Below are three examples of research questions where Eagle Alpha’s Data Advisory 

team outlined how alternative data can help answer the questions. 

Research Question: How Can Alternative Data Provide Insights Into Dunkin Donuts 

Sales? 

Geo-Location 

 Overview: [1] has published interesting case studies regarding other consumer stocks. 

However, other data companies, such as [2], have significantly more data than [1]. 

 Sources: [1] and [2].  

 Cost: These datasets are add-ons to the Eagle Alpha subscription/s. 

Consumer Transactions 

 Overview: [3] data would likely be the best source. However, it is relatively expensive. [4] can 

give sector level insights, but not stock level. Email providers (e.g. [5] and [6]) are not 

particularly helpful in this case because Dunkin Donuts purchases wouldn't normally go 

through a web browser or email.  

 Sources: [3], [4], [5], [6]. 

 Cost: These datasets are add-ons to the Eagle Alpha subscription/s. 
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Store Opening & Closing 

 Overview: [7] can accumulate data on store openings and closings as well as store hours.   

 Source: [7].  

 Cost: This dataset is an add-on to the Eagle Alpha subscription/s. 

Advertising 

 Overview: [8] tracks media spending.  

 Source: [8].  

 Cost: This dataset is an add-on to the Eagle Alpha subscription/s. 

App Usage & Web Traffic 

 Overview: Dunkin Donuts has an app but the downloads are small. A combination of web 

traffic and google search may provide some insights. Web traffic providers include [9] (free), 

[10] (which we don't recommend), [11], [12], [13] and [14]. 

 Source: [9], [10], [11], [12], [13] and [14]. 

 Cost: These tools / datasets are free [9] or add-ons to the Eagle Alpha subscription/s. 

Reviews & Ratings 

 Overview: Eagle Alpha’s Consumer Affairs crawled dataset and Eagle Alpha’s Web 

Queries analytical tool. 

 Source: Eagle Alpha.  

 Cost: This dataset and tool are included in the full subscription to Eagle Alpha. 

Research Question: How Can Alternative Data Provide Insights into China, particularly 

the autos sector? 

Eagle Alpha’s New Monthly China Macro Report 

 Overview: Several buyside firms have asked us for color on what is happening in China 

based on alternative data. In November we will publish our first monthly China macro report.  

 Sources: We are considering including the following sources: [1], [2], [3], [4], [5], [6], [7], [8] 

and [9].  

 Cost: These monthly reports are included in the full subscription to Eagle Alpha.  

Pricing & Inventory Data of Autos (Includes China) 

 Overview: This dataset is comprised of online auto listings that have been sourced using our 

internal crawling scripts. We regularly crawl new and used car listings. Eagle Alpha collects 

100,000’s of listings per month from various sites. The data points vary between countries. 

Examples of data points we collect: make, model, sub-model, list price, discount price, 
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location and various other data points that may help us understand the auto market and how 

it changes over time. The geographies covered by this dataset include China, UK, France, 

Germany, US. 

 Source: Data we have crawled from [10].  

 Cost: This dataset is included in the full subscription to Eagle Alpha.  

Chinese Credit Card Data Indices 

 Overview: Eagle Alpha has partnered with a Chinese company that produces indicators on 

credit card data. There are 10+ indices to choose from e.g. an economic automobile index 

and a luxury automobile index. Eagle Alpha has done testing to validate the data and to 

ascertain the correlation / predictability of the data. A practical example of how this can be 

applied to the research process was demonstrated in a recent research note. 

 Source: [11].  

 Cost: These indices are add-ons to the Eagle Alpha subscription/s.  

Trade Data  

 Overview: [12] aggregates and structures company-level import and export data from 13 

countries including the United States and China to provide insights on the global physical 

movement of goods from international trade. This powerful dataset contains information on 

over 10 million companies and over 600 million shipment records.  

 Source: We have partnered with [12], to bring its dataset to asset managers. 

 Cost: This dataset is an add-on to the Eagle Alpha subscription/s.  

Auto Data – [13] 

 Overview: We partnered with [13], the leading provider of data for automotive industry in 

China, servicing over 60% of domestic and foreign OEMs. Through a partnership with almost 

1,400 Chinese 4S store dealerships, [13] estimates average transaction price, average 

discount, dealership profit margins and inventory at a brand, model or even sub-model level. 

Historical data for the aforementioned data is metrics is available back to 2012. These metrics 

can even be further filtered by the 20 cities covered by [13’s] dealership panel providing 

unparalleled insight into OEM performance across Tier 1, 2 and 3 cities. Data is updated 

weekly and accessible via rest API. 

 Source: [13]. 

 Cost: This dataset is an add-on to the Eagle Alpha subscription/s.  
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Research Question: How Can Alternative Data Provide Insights Into Brexit? 

Eagle Alpha’s Web Queries Tool 

 Overview: Eagle Alpha’s Web Queries tool can be used to monitor local news stories, blog 

posts, and social media.  By carefully choosing the media channels to monitor, the tool has 

proven to be effective in monitoring the fiscal and economic conditions of local bond issuers 

in the U.S. Similar queries can be built to monitor the economic impact of Brexit. 

 Source: Various digital media sources  

 Cost: This tool and the corresponding data are included in the full subscription to Eagle Alpha. 

Eagle Alpha’s UK Housing Index 

 Overview: Eagle Alpha has been building online search indicators for 2+ years. One of the 

indices is a UK Housing indicator which has shown predictive capability in out-of-sample 

back-testing. 

 Source: Eagle Alpha 

 Cost: This dataset is included in the full subscription to Eagle Alpha.  

UK Housing Dataset From [1] 

 Overview: Eagle Alpha has partnered with the best dataset for UK residential housing. The 

Bank of England uses this data. It can be leveraged for both macro and equity use cases.  

 Source: Eagle Alpha is the exclusive data partner of [1] for the investment management 

sector. 

 Cost: This dataset is an add-on to the Eagle Alpha subscription/s.  

UK Employment Trends From [2] 

 Overview: Our Data Advisory service regularly introduces clients to data sources that are 

free. [2]’s API provides insight into hiring trends in the UK market. Data for specific sectors 

can be obtained e.g. real estate, financial services. 

 Source: [2]. 

 Cost: Free. 

Eagle Alpha’s Data Directory and Data Advisory offering enables investment managers to keep 

track of all the emerging alternative datasets worldwide. Clients can browse the data directory 

and also leverage the advisory service for specific research questions.  

This offering is available on a standalone basis. It is priced at US$30,000 per annum per firm 

and can be purchased using soft dollars. Clients include investment managers at the start of 

their alternative data journey and firms with sophisticated Data Insights teams. For more 

information, please email enquiries@eaglealpha.com.  
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Question 3: What should we be doing to prepare to integrate alternative data 

into our investment process? 

There are several steps a buyside firm can take in order to prepare to integrate alternative data 

into the investment process. Below are 10 examples: 

1. Obtain case studies to distribute to your colleagues in order to increase their understanding 

of how to get value from of alternative data.  

 

2. Learn how other asset managers are approaching alternative data. 

  

3. Start receiving the latest news regarding new datasets or incremental developments with 

existing datasets.  
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4. Learn from people who have expertise working with alternative data. 

 

5. Read all the relevant white papers regarding alternative data. Topics include: web crawling, 

sentiment analysis etc.  

  

6. Read articles discussing what type of people to hire and speak to appropriate headhunters. 

 

7. Attend events where your counterparts at other firms discuss alternative data trends and 

developments. For example, Eagle Alpha’s most recent events had 6 alternative data companies 

pitch to buyside firms in NYC and London. Each provider gave an overview of their offerings, 

presented three case studies, and responded to Q&A. Eagle Alpha’s live events present a great 

networking opportunity for those interested in the alternative data industry. 

Our next events will be focused on the consumer transaction category.  
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8. Organize a bespoke “teach-in” on alternative data topics e.g. macro applications, equity 

applications, the alternative data landscape or a specific category such as geo. 
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9.  Leverage the knowledge of fundamental analysts that have over 3 years’ experience working 

with alternative data.  

10.  Schedule a quarterly review regarding the key developments in how investment managers 

are leveraging alternative data. 

 

 

Eagle Alpha’s Thought Leadership offering provides investment managers with all of the above. 

We are the only dedicated provider of thought leadership content and events regarding 

alternative data.  

This offering is available on a standalone basis. It is priced at US$30,000 per annum per firm 

and can be purchased using soft dollars. Clients include investment managers at the start of 

their alternative data journey and firms with sophisticated Data Insights teams. For more 

information, please email enquiries@eaglealpha.com.  
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Conclusion 

We estimate that at least 50 innovative buyside firms have fully integrated alternative data into 

their investment process. The majority of these firms are quantitative or “quantamental”. Asset 

managers cannot afford to be left behind in information sourcing. In order to catch-up with the 

innovators, Eagle Alpha recommends the following next steps: 

1. Digest the “must reads” regarding alternative data. Contact us to receive these. 

2. Catch-up on best practice by reading case studies, tracking what other firms are doing, 

learning from experts, reading white papers, attending events and workshops, obtaining 

quarterly reviews and speaking to fundamental analysts who have experience using alternative 

data. Contact us to learn more about our thought leadership package, priced at $30,000 p.a. 

3. Obtain internal buy-in and approval to innovate your investment process with alternative data. 

Eagle Alpha has helped buyside firms write proposals to management. Contact us if you would 

like our input. 

4. Nominate or recruit an individual to champion alternative data at your firm. Contact us if you 

would like to discuss the type of person to hire (salary of $200,000+), to receive CVs of 

candidates to hire and/or introductions to headhunters. 

5. Stay up to speed on all of the alternative data providers worldwide and how they can apply to 

research questions. Contact us to learn more about our Data Directory + Data Advisory package, 

priced at $30,000 p.a. 

6. Obtain demos and trials of selected data providers that can address your needs. Contact us 

to discuss our experience working with specific data providers. 

7. Purchase datasets that can add value to your investment process. For equity global long/short 

strategies we recommend that firms consider, at a minimum, purchasing a consumer transaction 

data, an app usage dataset and a geo-location dataset. Introductory level access to these three 

datasets can be obtained for approximately ($180,000 p.a.). 

8. Finally, we recommend firms with Data Insights pods or teams to leverage a full subscription 

to Eagle Alpha. Additional benefits to the standalone packages mentioned above include: 

 Data Insights reports that are actionable and demonstrate how to obtain alpha from 

alternative data; and 

 Analytical Tools that enable clients to obtain custom and proprietary insights, including Eagle 

Alpha’s Web Queries tool, text processing tools, and online search tools. 

 Data Diagnostics: We will provide detailed diagnostics on all the datasets that we partner 

with. The purpose is to save our clients time and money when evaluating datasets. 

 Data:  This includes online search indices and web harvested data. 
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Appendix A 

Figure 1 

 

 

Source: Princeton Consulting Group 

http://www.theprincetongroup.com/?p=jobs&job_id=1029&utm_source=Indeed&utm_medium=organic&utm_campaign=Indeed
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Figure 2 

 

 

 

Source: Engage 

 

 

 

http://engagestaff.com/
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Figure 3 

 

Source: Analytic Recruiting 

http://www.analyticrecruiting.com/
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Figure 4 
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 Source: The Society for Location Analysis 

 

 

 

 

 

 

 

http://www.thesla.org/2016/07/geospatial-data-scientist-data-insights-unit-schroders/
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