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My journey through the decades......

Customer Customer
Relationship Value
Management Management

Value from Big

Market Direct marketing/

Research

data

Creating Value
with Big Data
Analytics

Database marketing

Making smarter marketing decisions
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A must-read list of anyone
interested in Big Data.’
Sunil Gupta, Harvard Business
School, USA

It provides rich, practical guidelines,

frameworks and insights on how
big data can truly create value
fora firm.’
Kevin Lane Keller, Tuck School of
Business, Dartmouth College, USA

This book is not about the hype,
nor about the analytics, it is about
what really matters: how to
create value
Hans Zijlstra, Customer Insight
Director, Air France KLM

‘This is one of the most compelling
publications on the challenges and
opportunities of data analytics.
Harry Dekker, Media Director,
Unilever Benelux

Kay Lemon,

Executive Director,

Marketing Science
Institute (MSI)
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Big Data Value Creation Model

Big Data Big Data Big Data
Capabilities Analytics Value

DeC|S|on

Models Value to the
Informatlon Customer
based

products

Organi-
zation

Systems
suppom £€€
Insights Value to the
Firm
Actions/
campaigns
© O

Process




Big Data Value Creation Model

Big Data Big Data Big Data
Capabilities Analytics

Big Data

How to create
and measure
value

Flood of data Big Data
Lack of capabilities not analytics
integration in place to use




Big Data Value Creation Model

Big Data
\Value

€€£
Value to the
Firm

© OO
Value to the
Customer




Value to the Customer versus Value to the Firm
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‘Fatal Attraction’ ‘Win/Win’
High delivering & High delivering &
low extracting firm high extracting firm

‘Doomed to Fail’ ‘Enjoy while it lasts’

Low delivering & Low delivering &
low extracting firm high extracting firm

Value-to-Firm



Different levels of Value to Customer and
Value to Firm measurement

Value to Customer Value to Firm

€
Market 9

branc O &
Customer I ‘ ‘




Examples of how to measure V2C and V2F

Market

Brand

Customer

Value to Customer

Product awareness

Product attractiveness

Brand consideration

Brand likes/comments

Net Promotor Score (NPS)

Reviews: volume & valence

Value to Firm

Market volume/size

Market growth

Brand/market share

Brand Equity

Customer Lifetime Value

Marketing ROI



Granualar perspective on V2C & V2F gives
focus on performance improvement

— Overall performance V2C & V2F — De-averaged performance V2Cvs. V2F

NPS score
" @

10

Marge
50 euro .
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€50




Granualar perspective on V2C & V2F gives
focus on performance improvement

— Overall performance V2C & V2F
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NPS score
10

Marge
50 euro

— De-averaged performance V2C vs. V2F
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Volume

Growth of data creation versus data storage (in Zettabytes)

Zettabytes .
35 'Data creation doubles Data Creation
every 2 years

30
25
20

Data Storage
15

2006 2008 2010 2012 2014 2016 2018 2020

Source: IDC iview ‘the digital universe decade, are you ready’ (2010)




Velocity
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Every 60 seconds |

e = 3 98,000+ tweets
“ 695,000 status updates

’ 11million instant messages

( ,O 698,445 Google searches
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- :, e - - o Q 168 million+ emails sent ‘
J " i 1,820TB of data created

e ,4 s B 217 new mobile web users
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Unstructured

Data Type
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Variety of data

Data Type
Structured Unstructured

EPE] Centraal Bureau bol'com@
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26 juli 2011 | Door: MapMeijer

Gemiddelde bevolking; geslacht, leeftijd, burgerlijke staat en regio
28 juni 2013 | meer info vond het een goed boek. heel boeiend en het bleef ook boeien. 4.5

Onderwerpen | Totale bevelking Ongehuvdar sterren. Alleen aan het eind even onduidelijk toen er opeens een
a Mannen n Vrouven Mannen =n vrouw in zijn leven kwam. Marga of zo? Heb nog even terug gebladerd
— 2. of zij ook al contact met Pedro had in de gevangenis maar niet kunnen
Totaal alle leeftijden Nederland 8 263 176,5 8 429 897,0 vinden.
[ 4 " Buatoasos Hij mag al die mensen die hem zomaar geld hebben gestuurd en nog
o e aiaea 4 5.0 8833975 veel geld ook heel erg dankbaar zijn maar ook zijn overlevings
mechanisme is heel sterk. Heb net het andere boek van Kuyt uit. Wat
;i een verschil. Heel slecht boek is dat. Als je over Bangkok Hilton wilt
Wast Nadadand 5 439.0/3 - 22933 lezen raad ik je absoluut dit boek aan. Boek van Kuyt is echt niet te
lezen.

Leeftiid (op 31 december) [ Regio's aantal

Oost-Nederland (LD)

External

Zuid-Nederland (LD)
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For data-integration there are several options

Mapping profiles

Permission based Pseudomizing
matching




Data Value for Customer Centric Organizations

Transaction .
Survey data & behavioral S0 Mobile data
5 W's data data

Who

- - High added value
Some added value



Big Data Value Creation Model

Big Data
Capabilities

Systems

Organi-

Process .
zation




Big Data Capabilities

)

\

Process Organization




People = .

Supply and demand of deep analytical talent by 2018 140-190 440-490
Thousand people ——— | .
| | |

50-60% gap
relative to
2018 supply

2008 Graduates with Others 2018 supply  Talentgap 2018 projected
employment deep analytical demand
talent

Source: May 2011, McKinsey Global Institute, Big Data the next frontier for innovation, competition and productivity
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Big Data Landscape 2016
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Process & ;

) | Analytical roadmap
Where analytics fits in the business cycle

Strategy and Vision Specification Execution

1 x every 3 years Annually/Quartely Continuously

1 1 1

Analytical Insights & models




Organization

)

CMO

Focus on
Value to Customer

?
Big Data
Competence

ClO

Focus on
Information Technologie

CFO

Focus on
Value to Firm




“Data scientist becomes the sexiest job on earth”

Hal Varian, Chief Economist Google

JONGEN, IS
DAT NIET..?
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JA MAM, SYLVIE MEIS.
NA DAT GEDOE MET VAN DER
VAART WAS ZE HELEMAAL KLAAR
MET VOETBALVROUW ZIN

IK HEB NU EEN MAN OIT
EEN ANDERE COMPETITIE,
EEN DATAMANAGER!

4

!O

)

 /

4

A

<l

Ny

' .




Multi disciplinary skills of the modern
Big Data scientist

Analytical
capabilities

Business sense

Communication &
Visualization



You need different profiles to build a team

The ‘consultant’

Analytical Capabilities

Data & Tools

Business Sense

10

Communication &
Visualization

The ‘data-specialist’

The ‘data-analyst’

Analytical Capabilities

Data & Tools

Business Sense

10

Communication &
Visualization

Analytical Capabilities

Data & Tools

Business Sense

10

Communication &
Visualization

The “IT-professional’

Analytical Capabilities

Data & Tools

Business Sense

10

Communication &
Visualization




Big Data Value Creation Model

Big Data
Analytics

DeC|S|on

Modeb

Informatlon

suppoﬂ
Insights

Actions/

campaigns

based
products
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Version A Version B
18% Conversion Rate 24% Conversion Rate
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Big Data Analytical Strategies

Pre-defined Data
Yes \e)

Problem solving Data modelling

Yes

Collateral catch Data mining
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Beer & diaper case Tesco




Insurance case

800k

600k

400k

200k

Ok

____________________________________________________________________________________________________________________________________________

60%

50%

40%

30%

20%

10%

0%

— Brand preference

B Sales



Insurance case

Brand preference Sales

|

—— Income —»
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Three functions of visualization

Pattern recognition Interpretation analytical outcomes Story telling
10 dinensions . 50 dimensians Value development base (avg. weighted values in €) Evolution of smart phones
o..;s .q" .:: ® . 1 .o&‘: e 125,0
:'feg v o F‘%o‘: 777777777777
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Analytics is about de-averaging, interpretation,
visualization and story-tellling

TED presentation Hans Rosling



Big Data Value Creation Model

Big Data Big Data Big Data
Capabilities Analytics

Big Data

How to create
and measure
value

Flood of data Big Data
Lack of capabilities not analytics
integration in place to use




Big Data Value Creation Model

Big Data Big Data Big Data
Capabilities Analytics

Big Data

Build multi- Use the
disciplinary right
teams analytic

Focus on
V2Cand V2F

A\

Intergrate
data

A\




Creating Value
with BIg Data
AnalytiCS

Making smarter marketing decisions

Peter C. Verhoef
Eawin Kooge
Natasha Walk

Start Small with Big Data

L earn more? Go to www.bigdatasmartmarketing.com

Or email: nwalk@outlook.com

Wij kijken uit naar jullie reviews!!

marketing book of the year


http://www.bigdatasmartmarketing.com/
mailto:nwalk@outlook.com

