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Amust-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 

for a 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)





Big Data Value Creation Model

Big Data 
Assets

Big Data 
Analytics

Models

Big Data
Capabilities

Insights

Information 
based

products

Decision
support

Actions/ 
campaigns

Big Data 
Value

People

Organi-
zation

Systems

Process

Data

Data

Data Data

Data

Data

Data

   
Value to the 

Firm

ƽƽƽ
Value to the 
Customer

Data



Big Data Value Creation Model

Big Data 
Assets

Big Data 
Analytics

Big Data
Capabilities

Big Data 
Value

Floodof data 
Lackof 

integration

How to create 
and  measure 

value

Which 
analytics 
to use 

Big Data 
capabilities not 

in place



Big Data Value Creation Model

Big Data 
Assets

Big Data 
Analytics

Models

Big Data
Capabilities

Insights

Information 
based

products

Decision
support

Actions/ 
campaigns

Big Data 
Value

People

Organi-
zation

Systems

Process

Data

Data

Data Data

Data

Data

Data

   
Value to the 

Firm

ƽƽƽ
Value to the 
Customer

Data



Value to the Customer versus Value to the Firm



Different levels of Value to Customer and 
Value to Firm measurement



Examples of how to measure V2C and V2F

Market volume/size

Market growth

Product awareness

Product attractiveness

Brand/market share

Brand Equity

Brand consideration

Brand likes/comments

Customer Lifetime Value

Marketing ROI

Net Promotor Score (NPS)

Reviews: volume & valence
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3 V­s of Big Data

Volume

VarietyVelocity   
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