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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 
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)



通过大数据分析创造价值
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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



Granualar perspective on V2C & V2F gives 
focus on performance improvement

NPS score 
10

Marge
50 euro

€50

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

10



Granualar perspective on V2C & V2F gives 
focus on performance improvement

NPS score 
10

Marge
50 euro

€50

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

10



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

☺☺☺
Value to the 

Customer

Data



3 V’s of Big Data

Volume

VarietyVelocity   



Volume



Velocity
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Variety of data
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For data-integration there are several options



Data Value for Customer Centric Organizations 

Who

What

Where

When

Why

High added value

Some added value

Low added value

5 W’s
Mobile dataSurvey data

Social
data

Transaction 
&  behavioral 

data
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Big Data Capabilities

People

Organization

Systems

Process

Data

Organization

Systems

Process



People

Source: May 2011, McKinsey Global Institute, Big Data the next frontier for innovation, competition and productivity



Systems



Process

1 x every 3 years Annually/Quartely Continuously

Strategy and Vision Specification Execution

Analytical Insights & models

Analytical roadmap
Where analytics fits in the business cycle 



Organization

CMO CFO

CIO

Focus on  
Value to Customer

Focus on 
Value to Firm

Focus on 
Information Technologie

?
Big Data 

Competence



“Data scientist becomes the sexiest job on earth”
Hal Varian, Chief Economist Google



Multi disciplinary skills of the modern            
Big Data scientist 

Analytical 

capabilities

Communication & 

Visualization

Business sense

Data & Tools



You need different profiles to build a team
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Decision Support

150 200100500

Other

SEO

Affiliate

Direct load

SEA

Email

Attribution Model

Last click

Indexed Conversion Rate

Conversion Rates per Channel



Actions & campaigns

Traffic

Version A
18% Conversion Rate

Version B
24% Conversion Rate

50% 50%

Winner



Information Based Products



Problem solving Data modelling

Collateral catch Data mining

Pre-defined Data
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Big Data Analytical Strategies



Beer & diaper case Tesco



Insurance case
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Insurance case

H1: NPS H2: Visibility
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Value development base (avg. weighted values in €) 

Three functions of visualization

2,6

0,3

-1,1
123,3

Upsell Inflow

125,0

Stable

-1.6

-1,9

Base 

Dec 2013

DownsellOutflow Base 

Dec 2014

Evolution of smart phones

Pattern recognition Interpretation analytical outcomes Story telling



Analytics is about de-averaging, interpretation, 
visualization and story-tellling

TED presentation Hans Rosling
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Big Data Value Creation Model
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Start Small with Big Data

Learn more? Go to www.bigdatasmartmarketing.com

Or email: nwalk@outlook.com

Wij kijken uit naar jullie reviews!!

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

