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Preface

Think Differently.

Your competitors are already taking advantage of big data, and furthermore,
your traditional IT infrastructure is incapable of managing, analyzing and acting
on big data.

Think Differently.

You should care about big data. The most significant impact big data can have on
an organization is its ability to upgrade existing business processes and uncover new
monetization opportunities. No organization can have too many insights about the
key elements of their business, such as their customers, products, campaigns, and
operations. Big data can uncover these insights at a lower level of granularity and in
a more timely, actionable manner. Big data can power new business applications—
such as personalized marketing, location-based services, predictive maintenance
attribution analysis, and machine behavioral analytics. Big data holds the promise of
rewiring an organization’s value creation processes and creating entirely new, more
compelling, and more profitable customer engagements. Big data is about business
transformation, in moving your organization from retrospective, batch, business
monitoring hindsights to predictive, real-time business optimization insights.

Think Differently.

Big data forces you to embrace a mentality of data abundance (versus data scarcity)
and to grasp the power of analyzing all your data—both internally and externally of
the organization—at the lowest levels of granularity in real-time. For example, the
old business intelligence “slice and dice” analysis model, which worked well with
gigabytes of data, is as outdated as the whip and buggy in an age of petabytes of data,
thousands of scale-out processing nodes, and in-database analytics. Furthermore,
standard relational database technology is unable to express the complex branching
and iterative logic upon which big data analytics is based. You need an updated,
modern infrastructure to take advantage of big data.

Think Differently.

Never has this message been more apropos than when dealing with big data.
While much of the big data discussion focuses on Hadoop and other big data tech-
nology innovations, the real technology and business driver is the big data econom-
ics—the combination of open source data management and advanced analytics
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software on top of commodity-based, scale-out architectures are 20 times cheaper
than today’s data warehouse architectures. This magnitude of economic change
forces you to rethink many of the traditional data and analytic models. Data trans-
formations and enrichments that were impossible three years ago are now readily
and cheaply available, and the ability to mine petabytes of data across hundreds of
dimensions and thousands of metrics on the cloud is available to all organizations,
whether large or small.

Think Differently.

What's the biggest business pitfall with big data? Doing nothing. Sitting back.
Waiting for your favorite technology vendor to solve these problems for you. Letting
the technology-shifting sands settle out first. Oh, you've brought Hadoop into the
organization, loaded up some data, and had some folks play with it. But this is no
time for science experiments. This is serious technology whose value in creating new
business models based on petabytes of real-time data coupled with advanced analyt-
ics has already been validated across industries as diverse as retail, financial services,
telecommunications, manufacturing, energy, transportation, and hospitality.

Think Differently.

So what’s one to do? Reach across the aisle as business and IT leaders and embrace
each other. Hand in hand, identify your organization’s most important business
processes. Then contemplate how big data—in particular, detailed transactional
(dark) data, unstructured data, real-time data access, and predictive analytics—
could uncover actionable insights about your customers, products, campaigns, and
operations. Use big data to make better decisions more quickly and more frequently,
and uncover new monetization opportunities in the process. Leverage big data to
“Make me more money!” Act. Get moving. Be bold. Don’t be afraid to make mistakes,
and if you fail, do it fast and move on. Learn.

Think Differently.



Introduction

Big data is today’s technology hot topic. Such technology hot topics come around
every four to five years and become the “must have” technologies that will lead
organizations to the promised land—the “silver bullet” that solves all of our technol-
ogy deficiencies and woes. Organizations fight through the confusion and hyperbole
that radiate from vendors and analysts alike to grasp what the technology can and
cannot do. In some cases, they successfully integrate the technology into the organi-
zation’s technology landscape—technologies such as relational databases, Enterprise
Resource Planning (ERP), client-server architectures, Customer Relationship
Management (CRM), data warehousing, e-commerce, Business Intelligence (BI),
and open source software.

However, big data feels different, maybe because at its heart big data is not about
technology as much as it's about business transformation—transforming the organi-
zation from a retrospective; batch, data constrained, monitor the business environ-
ment into a predictive, real-time, data hungry, optimize the business environment.
Big data isn’t about business parity or deploying the same technologies in order to
be like everyone else. Instead, big data is about leveraging the unique and action-
able insights gleaned about your customers, products, and operations to rewire your
value creation processes, optimize your key business initiatives, and uncover new
monetization opportunities. Big data is about making money, and that’s what this
book addresses—how to leverage those unique and actionable insights about your
customers, products, and operations to make money.

This book approaches the big data business opportunities from a pragmatic,
hands-on perspective. There aren’t a lot of theories here, but instead lots of practical
advice, techniques, methodologies, downloadable worksheets, and many examples
I've gained over the years from working with some of the world’s leading organiza-
tions. As you work your way through this book, you will do and learn the following:

® Educate your organization on a common definition of big data and leverage
the Big Data Business Model Maturity Index to communicate to your orga-
nization the specific business areas where big data can deliver meaningful
business value (Chapter 1).

B Review a history lesson about a previous big data event and determine what
parts of it you can apply to your current and future big data opportunities
(Chapter 2).
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Learn a process for leveraging your existing business processes to identify
the “right” metrics against which to focus your big data initiative in order to
drive business success (Chapter 3).

Examine some recommendations and learnings for creating a highly effi-
cient and effective organizational structure to support your big data initiative,
including the integration of new roles—like the data science and user experi-
ence teams, and new Chief Data Office and Chief Analytics Officer roles—into
your existing data and analysis organizations (Chapter 4).

Review some common human decision making traps and deficiencies, con-
template the ramifications of the “death of why,” and understand how to
deliver actionable insights that counter these human decision-making flaws
(Chapter 5).

Learn a methodology for breaking down, or functionally “decomposing,” your
organization’s business strategy and key business initiatives into its key busi-
ness value drivers, critical success factors, and the supporting data, analysis,
and technology requirements (Chapter 6).

Dive deeply into the big data Masters of Business Administration (MBA) by
applying the big data business value drivers—underleveraged transactional
data, new unstructured data sources, real-time data access, and prédictive
analytics—against value creation models such as Michael Porter’s Five Forces
Analysis and Value Chain Analysis to envision where and how big data can
optimize your organization’s key business processes and uncover new mon-
etization opportunities (Chapter 7).

Understand how the customer and product insights gleaned from new sources
of customer behavioral and product usage data, coupled with advanced analyt-
ics, can power a more compelling, relevant, and profitable customer experi-
ence (Chapter 8).

Learn an envisioning methodology—the Vision Workshop—that drives col-
laboration between business and IT stakeholders to envision what's possible
with big data, uncover examples of how big data can impact key business
processes, and ensure agreement on the big data desired end-state and critical
success factors (Chapter 9).

Learn a process for pulling together all of the techniques, methodologies,
tools, and worksheets around a process for identifying, architecting, and
delivering big data-enabled business solutions and applications (Chapter 10).
Review key big data technologies (Hadoop, MapReduce, Hive, etc.) and ana-
lytic developments (R, Mahout, MADIib, etc.) that are enabling new data
management and advanced analytics approaches, and explore the impact these
technologies could have on your existing data warehouse and business intel-
ligence environments (Chapter 11).
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® Summarize the big data best practices, approaches, and value creation tech-
niques into the Big Data Storymap—a single image that encapsulates the key
points and approaches for delivering on the promise of big data to optimize
your value creation processes and uncover new monetization opportunities
(Chapter 12).

® Conclude by reviewing a series of “calls to action” that will guide you and your
organization on your big data journey—{rom education and awareness, to the
identification of where and how to start your big data journey, and through
the development and deployment of big data-enabled business solutions and
applications (Chapter 13).

® We will also provide materials for download on www.wiley.com/go
/bigdataforbusiness, including the different envisioning worksheets, the
Big Data Storymap, and a training presentation that corresponds with the
materials discussed in this book.

The beauty of being in the data and analytics business is that we are only a
new technology innovation away from our next big data experience. First, there
was point-of-sale, call detail, and credit card data that provided an earlier big data
opportunity for consumer packaged goods, retail, financial services, and telecom-
munications companies. Then web click data powered the online commerce and
digital media industries. Now social media, mobile apps, and sensor-based data
are fueling today’s current big data craze in all industries—both business-to-
consumer and business-to-business. And there’s always more to come! Data from
newer technologies, such as wearable computing, facial recognition, DNA mapping,
and virtual reality, will unleash yet another round of big data-driven value creation
opportunities.

The organizations that not only survive, but also thrive, during these data
upheavals are those that embrace data and analytics as a core organizational capa-
bility. These organizations develop an insatiable appetite for data, treating it as an
asset to be hoarded, not a business cost to be avoided. Such organizations manage
analytics as intellectual property to be captured, nurtured, and sometimes even
legally protected.

This book is for just such organizations. It provides a guide containing tech-
niques, tools, and methodologies for feeding that insatiable appetite for data, to
build comprehensive data management and analytics capabilities, and to make the
necessary organizational adjustments and investments to leverage insights about
your customers, products, and operations to optimize key business processes and
uncover new monetization opportunities.
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