The Convergence of IT
Big Data & Marketing




JANUARY-FEBRUARY 1991

s Everything

by Regis McKenna

he 1990s will belong to the customer. And that is great news
for the marketer.
Technology is transforming choice, and choice is trans-
forming the marketplace. As a result, we are witnessing the
emergence of a new marketing paradigm - not a ““do more” market-
ing that simply turns up the volume on the sales spiels of the past
but a knowledge- and experience-based marketing that represents
the once-and-for-all death of the salesman.

Marketing’s transformation is driven by the enormous power and
ubiquitous spread of technology. So pervast¥e is technology today
that it is virtually meaningless to make distinctions between tech-
nology and nontechnology businesses and industries: there are
only technology companies. Technology has moved into products,
the workplace, and the marketplace with astonishing speed and
thoroughness. Seventy years after they were invented, fractional
horsepower motors are in some 15 to 20 household products in the
average American home today. In less than 20 years, the micropro-
cessor has achieved a similar penetration. Twenty years ago, there

{enna is chairman of R McKenna Inc., a Palo Alto-head-
red marketing consulting firm that advises some of America’s

| leading high-tech companies. He is also a general partner of Kleiner

BRAWING BY TIMOTHY BLECK

pital company. He is
y, 1989) and The







Major Technologies Driving Marketing

®  Mass Production & Mass Media

® Mainframe computer & the Database
® The Microprocessor: Programmable devices & systems
°

Software /Programmability




“The capacity of electronic mass communication to transcend time and
space creates instability by disconnecting people from past traditions, but it also liberates people by making
the past less determinate of experiences in the present.”
Time Passages George Lipsitz
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IBM CMO Study:
World-wide Survey of
1700 Chief Marketing Officers
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Business Performance Management Forum Report

Based on interviews with 300 US-based company executives
(e.g. Pfizer, Xerox and Deloitte)

Unable to understand and adjust to what their customers want

More than 60% said they were ill-equipped to respond to changes
in the market

® Blame for failure to read the market: lack of good information
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Turbulence for the CMO

Charting a path for the seamless customer experience

Survey by Accenture Interactive, 2012

Based on Insights survey of more than 400 senior marketers from
|0 countries, CMOs need to:

® Fundamentally change the marketing operating model.
® Build new skills internally.
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Creative Destruction:
Old Gives Way to the New

The Daily Mail, The Guardian, The Telegraph, The Sun, The
Independent, The Times and The Financial Times all reported year-on-year
decreases in circulation. -Enders Analysis 2012

World-wide digital Advertising >$100 B in 2012 or 20% of all media
advertising. Digital ad spending growing faster than all other media
combined.
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A Technology-Driven Marketing Revolution
Underway: transactions to interactions

®  Marketers now have access to more market and consumer data than
ever before

® That data is now real-time, ever-changing, tagged by both qualitative
and qualitative events

® Moore’s Law has given allowed for the development of low cost
‘_,-:%‘Llcomputlng storage and communlcatlons that enables new ways of
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Major IT/Marketing Trends 2013 -2020

®  Geographic expansion of the Internet

® Social Media

Mobile smart phones & devices




The World of Big Data

Volume - Velocity -Variety

Volume of Data:

The large amount of data being stored in data

warehouses

Velocity of Data:

: ;_Where the data is belng generated real time
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More Data Generated in Past 3 Years than in the
Past 40,000 Years

Total info (EB)

~&-Total storage (EB)

Exabyte Age /
Transactions Z

Interactions

ettabyte Age

One Zettabyte (ZB) = 1,000,000,000,000,000,000,000 bytes = 102" bytes.
Based on IDC and UC Berkeley data growth estimates.

Source: Teradata
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From Transactions to Interactions
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The Internet of Things

®  The Internet of Things is rapidly becoming a major portion of Big Data.
Mobility plus sensor, RF and other communications technology means an
incease of real-time ,dynamic location information

°

Embedded digital sensors provide location, changes in status, time, progress,
warnings, and more. When an object can represent itself digitally, it can be
- monitored and controlled from anywhere 2
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“Big data analytics is a technology-enabled
Strategy for gaining richer, deeper, and more accurate
insights into customers, partners, and the business -
and ultimately gaining competitive advantage. By
processing a steady stream of real-time data,
- organlzatlons can make time- senS|t|ve deC|S|ons faster
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* Peopleahgt @entury Realities: Mobile
4.3 Billion World-wide

® Mobile — number of people
accessing the internet via a
mobile phone increasing by
60.3% to 818.4 million in the
last 2 years

°

Older users adoption — On
Twitter (a mobile app) the
55-64 year age bracket is the
fastest growing demographic
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84% of All Mobile Data will be
Due to the Cloud in 2017

24% 22% 20% 18% 16%
76% 78% 80% 82% 84%

2013 2014 2015 2016 2017

Source: Cisco VNI Mobile Forecast, 2013
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Apps: Something for Everybody

®  Apps are conversations with your customers

®  Apps as online user selected segmentation

® 102 Billion downloads this year - 90% on Apple & Google devices
°

From games, food health Ilfe style and books to finance,
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Apple

Amazon

ICloud

Amazon EC2 »
Web service that provides resizable
compute capacity in the cloud.

Amazon CloudWatch »
Monitoring for AWS cloud resources
and applications.

Amazon EBS »
Highly available, highly reliable,
predictable storage volumes.

Amazon SNS »
Web service to set up, operate, and
send notifications from the cloud.

Amazon SWF »
Workflow service for building
scalable, resilient applications.
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All My Stuff

Amazon S3 »
Highly-scalable, reliable, and low-
latency data storage.

AWS Data Pipeline »

Orchestration for data-driven
workflows.

Amazon ELB »

" Web service that provides scalability

and high availability.

Amazon Elastic

Transcoder »
Convert your media files easily, at low
cost and at scale.

\o/ AWS Marketplace »

Partner software pre-configured to
run on AWS.

B H

Search

Amazon RDS »

Managed MySQL, Oracle and SQL

Server databases.

Amazon DynamoDB »
Fully managed NoSQL database

service with seamless scalability.

Amazon ElastiCache »
"W Managed scale-out caching.

Amazon SQS »

Scalable queue for storing messages
as they travel between computers.

20

Google

o LM

Translate Books Offers

| S

Wallet Shopping

Finance Photos

“Google Wants Your Data

In The Cloud ... But Only

The Google Cloud”
Matt Asay- ReadWrite.com



Create Your Own Channels Accessible Anywhere

Search

£l by

(M Tube| TIICHKD

Google
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Educate/Entertain Jugtagwwb

Photo Sharing
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Social Media and other Channels or Data
Sources

Considered as separate and discrete
All have one thing in common: They are cloud based
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Launching a New Program

®  Set up Cloud-based program center

= Develop a specific Mobile App to engage customers or potential customers
®  App feeds database

®  Create YouTube video for testimonials/training/how to/education

[

Engage Facebook community for engaging conversations
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Real Time Systems

®  Until recently, marketers viewed social media as a new tool for
capturing and selling users in real time

®  But without a real-time IT infrastructure, social media loses its real value

®  The value in social media is realized by the ability to correlate it
with a wide range of other user data sources: database info,
location, trends, history, demographics, patterns, choices and more
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Business Realities: Everything is Marketing

® Competition for customers, sustaining productivity and market
uncertainties are driving a restructuring of the old business models and

the creation of new, global, flexible, real-time, network-based
information models

® People, things, events & business processes represented in software —
allows for programmable, flexible, customized solutions




IT is Revolutionizing Marketing

From retail to healthcare, entertainment and
communications, business-to-business and services,

competition for customers, sustaining productivity and
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Marketing & IT Converge

Marketing Functions IT Processes
Product Refinement ®  Direct-connect: Product & Customer Feedback
Sismibution ' Logistics -inventory, scheduling, status
Pricin - L% . .

& RT competitive analysis, dynamic changes
Forecasting —) . it :
. Correlation and predictive analytics
Segmentation — s . ;
ata Mining/dynamic transaction management
" Research . el s E
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Issues

Privacy

Security

® Cost




Traditional View of Marketing's Role

To be the intermediary between the development of the product or service
and the marketplace

Persuasive selling using the media and convincing prospective customers to
buy through mediated communication channels
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A New Role for Marketing

Marketing is an integrating architecture enabling the
continuous process of learning whereby the enterprise
gains knowledge interacting with customers and the
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Advice to Marketers

Imagine the Future “Marketing is Everything”

IT + Marketing -
Partners -learn from
each other

Differentiate through
IT Strategy




This presentation is a work in progress.
Please do not distribute or reuse without
discussing with author.

Thank you.




