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Abstract:

Growth Science is an indispensable discipline in subscription businesses, enabling teams to prioritize,
optimize, and execute marketing and product strategies with precision. This paper defines Growth
Science as a structured, data-driven approach to driving sustainable growth, distinct from the broader
discipline of growth marketing. Grounded in four core pillars - OKR setting and reporting, user
insights, channel and funnel insights, and experimentation and campaign enablement - Growth Science
applies scientific rigor to the art of business growth. Through integration within cross-functional teams,
robust measurement infrastructure, and a culture of high-tempo experimentation, Growth Science
enhances ROI, accelerates user acquisition, and improves retention. This paper offers a framework for
establishing a Growth Science function, outlines practical applications, and highlights examples from
leading subscription businesses.
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Introduction

Subscription-based business models rely on long-term user engagement, ongoing value delivery, and the
ability to retain and upsell customers over time. Unlike one-time purchase businesses, subscriptions require a
deeper understanding of user behavior and a more precise approach to growth optimization. As a result, many
leading subscription companies have embraced Growth Science as a core operating discipline. Growth
Science refers to the systematic application of data analytics, experimentation, and strategic thinking to fuel
sustainable business growth. It goes beyond traditional marketing or product analytics by integrating
quantitative analysis, behavioral insights, and experimental design into every aspect of the user journey.

In recent years, as growth teams have matured, the need for specialized functions that bridge marketing and
data science has become increasingly evident. Growth Science emerged to fill this gap, enabling companies
to operate with greater clarity, objectivity, and speed. This paper explores the unique role of Growth Science
in subscription businesses, detailing its foundational principles, organizational integration, and measurable
impact. By establishing a shared framework grounded in data and iteration, Growth Science allows businesses
to transition from intuition-based decisions to a disciplined, evidence-backed growth engine.

The Four Pillars of Growth Science

At the heart of Growth Science lie four essential pillars that shape its practice and determine its effectiveness.
The first of these pillars is OKR setting and reporting. In a subscription business, where success depends
on compounding user engagement and recurring revenue, it is crucial to set clear, measurable objectives that
align with business outcomes. Growth Science leads the effort in defining these objectives and building robust
systems for tracking progress. This includes forecasting future performance, aligning on north star and sub-
metrics, and developing dashboards that provide real-time visibility into growth performance. These
dashboards allow executives and teams to monitor key indicators across acquisition, onboarding, engagement,
retention, and monetization, ensuring that the entire organization is aligned around the same growth goals.
The second pillar, user insights, involves the collection and synthesis of behavioral, survey-based, and
attitudinal data to generate a deep understanding of the customer. Growth Scientists use this information to
identify the factors that drive conversion, retention, and churn. They build predictive models to segment users
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based on their likelihood to take specific actions, such as subscribing, upgrading, or cancelling. For example,
machine learning models can identify early indicators of churn, enabling marketing and product teams to
proactively intervene with targeted messaging or in-product nudges. In addition, user insights often reveal
gaps in onboarding, value perception, or product satisfaction that can be addressed to improve overall
performance.

The third pillar focuses on channel and funnel insights. Growth Science rigorously examines the
performance of marketing channels and user flows, using attribution models, funnel analysis, and
incrementality testing to determine what works and what does not. In subscription businesses, this is especially
important because users often interact with multiple touchpoints before converting. A single user might see a
paid ad, click an email, visit a landing page, and complete the buy flow. Growth Science helps make sense of
this complexity by identifying the channels that deliver high-quality users and ensuring that budget is allocated
accordingly. Funnel analysis is used to pinpoint friction points, such as drop-offs in onboarding or high churn
during the trial period. These findings are then used to inform product and marketing interventions.

The final pillar is experimentation and campaign enablement. Growth Science operates on the principle
that the best way to learn is by testing hypotheses in the real world. Every change, whether a new offer, a
revised onboarding flow, or a restructured landing page, should be treated as a testable hypothesis. Growth
Scientists design and execute A/B tests, multivariate tests, and holdout experiments with statistical rigor. They
analyze results, quantify impact, and determine whether a change should be scaled, iterated, or discarded.
Furthermore, they partner closely with engineering and marketing teams to build the infrastructure needed for
experimentation - from tracking to segmentation to deployment systems. In many organizations, Growth
Science also supports campaign setup, ensuring that messaging, targeting, and measurement are aligned for
maximum impact.

Together, these four pillars create a holistic framework that enables teams to operate with precision,
adaptability, and speed. Each pillar supports the others, and when implemented well, they create a virtuous
cycle of learning and improvement that compounds over time.

Pillar Core Responsibilities Key Outputs

OKR Setting & Reporting Define goals, forecast growth, build [ Forecasts, automated OKR
dashboards dashboards

User Insights Analyze behavior, surveys, [ Segments, predictive
churn/LTV modeling models, insights

Channel & Funnel Insights Attribution, funnel drop-off, | Performance reports,
incrementality analysis diagnostics

Experimentation & Campaign|Design A/B tests, enable infra, | Experiment results,

Enablement analyze tests campaign ROI

Figure 1: Four pillars of Growth Science

Integration within the Organization

For Growth Science to be effective, it must be embedded within the organization in a way that facilitates
collaboration, decision-making, and speed of execution. One of the most common structures is the hybrid
model, where Growth Scientists are embedded within growth marketing or product teams but also maintain
ties to a central analytics or data science group. This model provides the best of both worlds: embedded
scientists develop deep context and proximity to key initiatives, while the centralized function ensures
standardization, mentorship, and shared tooling.

Growth Scientists work hand-in-hand with a range of stakeholders. They collaborate with data science and
analytics teams to develop predictive models, evaluate experiments, and set performance benchmarks. They
partner with growth engineers to instrument tracking, automate reporting, and enable new tests. Product
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managers rely on their insights to inform roadmap prioritization and feature improvements. Marketers depend
on Growth Scientists to assess channel performance, guide targeting, and improve messaging. Finance teams
look to Growth Science for ROI reporting, budget allocation support, and forecasting. This broad set of
interactions makes the role uniquely positioned to connect strategy with execution.

Applications in Subscription Businesses

The application of Growth Science varies across the user journey but consistently delivers measurable results.
In acquisition, Growth Science identifies the most cost-effective channels and segments for targeting. Using
models that predict user LTV, scientists help shift budgets toward high-quality cohorts and away from high-
churn sources. In many cases, they also guide the development of offer strategies that balance acquisition cost
with abuse risk. For instance, prepaid multi-month offers have been shown to improve conversion while
deterring fraudulent sign-ups.

During onboarding, Growth Scientists help uncover which features or behaviors correlate most strongly with
long-term retention. By analyzing onboarding cohorts and conducting behavioral clustering, they surface
insights that inform personalization, content recommendations, or flow redesigns. In some cases, Growth
Science supports the launch of onboarding campaigns that drive early feature adoption, helping users
experience value quickly.

When it comes to engagement and retention, Growth Scientists build models to detect churn risk, segment
users by behavior, and recommend targeted interventions. These interventions may include personalized
lifecycle messaging, in-app reminders, or feature education. Retention experiments are often run to test the
impact of these tactics, and the results are incorporated into broader lifecycle strategies. Churn prevention is
one of the most impactful areas of Growth Science in subscriptions, as a small improvement in retention can
have a large impact on LTV.

In monetization, Growth Science models user LTV by cohort, geography, and plan type, helping teams
identify upsell opportunities and optimize pricing. Scientists support the testing of new pricing structures,
bundles, and add-on features. They also evaluate the effectiveness of win-back offers and promotional pricing,
ensuring that these strategies drive incremental value rather than cannibalizing revenue.

Real-world examples underscore the impact of this discipline. In a leading subscription video business,
Growth Science enabled the creation of abuse-resistant offer strategies that doubled conversion while
maintaining profitability. Automated dashboards built by Growth Scientists provided real-time tracking of
OKRs across surfaces and channels, significantly improving operational efficiency. In another example, churn
prediction models enabled targeted interventions that reduced voluntary churn by over 10%, delivering
millions in incremental margin.

\ Acquisition / ROI modeling, Channel mix, Targeting

Feature uptake, personalization

Onboarding

Engagement Habit loops, messaging
Retention Churn modeling

Monetization LTV modeling, price testing, upsell

Figure 2: Role of Growth Science in Subscription businesses
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CHALLENGES AND ENABLERS

Despite its benefits, establishing a Growth Science function is not without obstacles. One of the most
significant challenges is finding and retaining talent. Growth Scientists need to be strong in statistics, data
engineering, business thinking, and communication - a rare combination. As the discipline grows,
organizations must invest in hiring, onboarding, and career pathing to build a sustainable team.

Another challenge is organizational fit. For Growth Science to succeed, there must be executive alignment on
the value of experimentation and data-driven decision-making. Without this support, scientists may struggle
to secure resources, run meaningful tests, or influence strategic direction. It's important for leadership to
champion the use of rigorous analytics and make it a core part of the company culture.

Data fragmentation can also hinder progress. Many organizations operate with siloed tools and inconsistent
tracking. Growth Science requires a unified data infrastructure that enables user-level tracking across channels
and platforms. Investments in instrumentation, data warehousing, and cross-functional alignment are
essential.

What enables success is a clear mandate, high-quality tooling, and strong partnerships. Growth Scientists
thrive in environments where they are empowered to drive change, supported by robust data systems, and
embedded in cross-functional teams. Leaders must also encourage intellectual honesty, embrace failure as a
learning opportunity, and prioritize experiments based on potential impact rather than popularity.

CONCLUSION

Growth Science is not a luxury - it is a necessity for any subscription business looking to grow with discipline
and scale with confidence. By applying rigorous methods to the art of growth, businesses can make better
decisions, move faster, and build more resilient systems. The four-pillar framework presented in this paper
provides a blueprint for how to structure, scale, and operationalize Growth Science. It offers a shared language
for cross-functional collaboration and a systematic approach to maximizing marketing efficiency and
customer value.

In the years ahead, Growth Science will only become more critical. As user expectations rise and competition
intensifies, the ability to deeply understand, segment, and activate users will separate the winners from the
rest. Organizations that invest early in this capability will benefit from a compounding advantage. With the
right people, processes, and tools, Growth Science can become the engine that powers the next wave of
sustainable growth.
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