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It provides rich, practical guidelines,
frameworks and insights on how
big data can truly create value
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Thisbook is not about the hype,
nor about the analytics, it is about
what really matters: how to
create value
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Big Data Value Creation Model

Big Data Big Data Big Data
Capabillities Analytics Value

Decision
support
Insights Valueto the

Firm
Actions/
campaigns
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Big Data Value Creation Model

Big Data Big Data Big Data
Capabilities Analytics

Big Data

How to create
and measure
value

Floodof data
Lackof analytics
integration [ to use




Big Data Value Creation Model

Big Data
Value

Valueto the
Firm
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Value to the Customer versus Value to the Firm

‘Fatal Attraction’ ‘Win/Win’

High delivering & High delivering &
low extracting firm high extracting firm

‘Doomed to Fail’ ‘Enjoy while it lasts’
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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
brand ) &

Customer é



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



Granualaperspective on V2C & V2F gives
focus on performance improvement

T

— Overall performance V2C & V2F — De-averaged performance V2C vs. V2

NPS score
° @

10

Marge
50 euro .

=

50




Granualaperspective on V2C & V2F gives
focus on performance improvement
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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
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2006 2008 2010 2012 2014 2016 2018 2020

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

Structured Unstructured

VIKS]
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External

Data source

Internal




Variety of data

Data Type
Structured Unstructured
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Centraal Bureau
voor de Statistiek

StatLine EEEIENICEEEEE < thems | kaa

Gemiddelde bevolking; geslacht, leeftijd, burgerlijke staat en regio

28 juni 2013 | 0

Mannen n Vrouven Mannen =n

a Onderwerpen  Totale bevolking Ongehuvdsar
Vrouven Vrouwen

Leeftiid (op 31 december) [ Regio's aantal

Totaal alle lesftiiden Nederland
Noord-Nedarland
(o)
Oost-Nederland (LD)

Nedarland

External

Zuid-Nederland (LD)

0 tot 20 jaar Nederland
Noord-Nedarland
(D)

Oost-Nedarland (LD)

Log data
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