
1	



The Convergence of IT 	


Big Data & Marketing	



Regis McKenna	


2014	



Alliance of Chief Executives	


 	



C Regis McKenna 2014	





2	





3	



Marketing	

Technology	



C Regis McKenna 2014	





4	



Major Technologies Driving Marketing	



•  Mass Production & Mass Media	



•  Mainframe computer &  the Database	



•  The Microprocessor: Programmable devices & systems	



•  Software /Programmability	



•  The Internet	



•  Mobile	



•  Social Media	



•  The Cloud / Big Data	



•   	
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“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  	



Percent Reporting Underprepared 	



IBM 2012 CMO Study	
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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 ���
technology systems	



•  Fewer than 1 in 3 said they were able to get real-time views of ���
their business operations and customer expectations 	
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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 ���
10 countries, CMOs need to: 	



•  Fundamentally change the marketing operating model. 	



•  Build new skills internally. 	



•  Get the right set of partners. 	



•  Drive digital orientation throughout the enterprise. 	



•  Expand their ability to restructure the organization and work horizontally to 
deliver seamless and relevant customer experiences across all touch points all 
day, every day, will be essential to business survival 	



•  Out with the old ways of understanding customers	
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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.	



•  TV Guide, with a peak circulation of 20 million,  was sold for                    
one dollar, less than the price of a single copy.	



•  Bell Labs research: online video to account for 77% of  US TV viewing by 
2020.  Nielsen show that this change is already underway:  recent study in 
the US found that 18-24 year olds spent 1 hour and 45 minutes less 
watching TV in 2012 than they did each week in 2011, with much of this 
time being replaced with online and mobile video.	
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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 
computing, storage and communications that enables new ways of 
interacting with and monitoring customer activity in real-time	



•  Movement from transactions to interactions: social media,  Apps, 
smart phones & devices, mobile, the internet of things and The 
Cloud	



C Regis McKenna 2014	





11	



Major  IT/Marketing  Trends 2013 -2020	



•  Geographic expansion of the Internet	



•  Social Media 	



•  Mobile smart phones & devices	



•  Apps	



•  The “Internet of Things”	



•  The Cloud	



•  Big Data / correlation of unstructured & unstructured data	



•  Real Time Decision Systems	
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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 being generated real time	



   Variety of Data: 	



Structured and unstructured data as well as  

structured data and data from sensors or the  

“Internet of things”	
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More Data Generated in Past 3 Years than in the 
Past 40,000 Years	



Source: Teradata	
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From Transactions to Interactions	
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•  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	



•  This connectivity means more data, gathered from more places, with more 
ways to increase efficiency, real-time response improve safety and security.	



•  As the things we buy and use become smarter, the concept of real-time 
customer service becomes a reality	



The Internet of Things	
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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, 
organizations can make time-sensitive decisions faster 
than ever before, monitor emerging trends, course-

correct rapidly, and jump on new business opportunities.”	



Intel white paper: ���
Big Data 101: Unstructured Data Analytics	
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21st Century Realities: Mobile	

•  People are more 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 
with 79% growth rate since 
2012	



•  Asia-Pacific: 2.43 Billion 
users; MEA & Africa: 525.8 
Million; Latin America: 414.7 
Million; Brazil:142.7 Million; 
USA:     246.5 Million	


Source: eMarketer 10/1/13	
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84% of All Mobile Data will be 
Due to the Cloud in 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, life-style and books to finance, 
education, business and news and an almost infinite variety of 
subgroups - revenue growing by 85% over 2012 	



•  Gartner estimate: $27 Billion in 2013 to $76.5 Billion in 2017	



•  Great way to select, know and interact with your customers	



C Regis McKenna 2014	





20	



All My Stuff	


Apple	

 Google	



Amazon	

 “Google Wants Your Data 
In The Cloud ... But Only 

The Google Cloud”	


Matt Asay- ReadWrite.com	
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Create Your Own Channels Accessible Anywhere	



Database	



Transactions	



Process	


Transactions	



Search	



Notify	


Dialog & Listen	



  Educate/Entertain	


Community	



Listen	

Web Page/Blog	



Apps	



Location	



Photo Sharing	



Text	
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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	



Increasingly, major providers are offering most or all of these services as a single 

source for diverse modes of consumer experiences	



All of the individual “components” - data bases (past transactions), internet of 

things (time and place), social media channels (attitudes and opinions) can be 

seen as one marketplace architecture	



22	

C Regis McKenna 2014	





23	



Create Your Own Channels Accessible Anywhere	
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Database	



Transactions	



Process	


Transactions	



Search	



Notify	


Dialog & Listen	



  Educate/Entertain	


Community	



Listen	

Web Page/Blog	



Apps	



Location	



Photo Sharing	



C Regis McKenna 2014	





24	



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	



•  Use LinkedIn for additional resources	



•  Keep communication and content fresh with blogs, Webinars	



•  Twitter: Notify of events, updates, celebrations, testimonials, point at other channels	



•  Cross correlate  retail or sales transaction with unstructured social data	



•  Use Google analytics or other BI tools	



•  Use data analytics to predict behavior or possible outcomes	
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Marketing is Disappearing into the Clouds	
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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	



•  Advances in IT technology are capable of managing, 
analyzing and correlating user data, structured and 
unstructured, generating customized response and 
applying predictive analytics in real time	
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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	



•  Business models fragmenting operations yet integrating “click, buy, cash 
and ship” end to end is new model	



•  Information logistics networks manage efficient, dynamic information 
and physical goods distribution and service response define the leaders 
in every growth business & industry	
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IT is Revolutionizing Marketing	



From retail to healthcare, entertainment and 

communications, business-to-business and services, 

competition for customers, sustaining productivity and 

market uncertainties are forcing a restructuring to real time 

business models based on new value-creating services that, 

in turn are based on information network architectures and 

enterprise-wide connected processes 	



C Regis McKenna 2014	





29	



Marketing & IT Converge	



Product Refinement	


Distribution	



Pricing	


Forecasting	



Segmentation	


Research	



Service	


Advertising	



Competitive Analysis	



Customer Management	


Lead qualification & sales mgt	



Customer generation	


	



 	



Direct-connect: Product & Customer Feedback	



Logistics -inventory, scheduling, status	



RT competitive analysis, dynamic changes	



Correlation and predictive analytics	



Data Mining/dynamic transaction management	



24/7 realtime feedback and analytics	



Real-time/ Self-Service / Media Networks	



Embedded key-word links/eMail/Social Media	



Business Intelligence / Google analytics	



SalesForce.com-like	



Customer self selection such as through social media	



	



Marketing Functions	


	



IT Processes	


	



Other online management activities include licensing, franchising, loyalties, rights management, 
fee sharing, etc.	
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Issues	



•  Privacy	



•  Security	



•  Cost	



•  Complexity	



•  Learning curve	



•  Management: Marketing or CIO	
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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	



•  To articulate the market position and message of the enterprise in such a 
way as to influence changes in customer and market behavior	



•  To define and project to the market an skillfully crafted image or brand	
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Marketing is an integrating architecture enabling the 

continuous process of  learning  whereby the enterprise 

gains knowledge interacting with customers and the 

marketplace so as to rapidly adapt and respond 

creatively and  competitively.	



	



A New Role for Marketing	
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Imagine the Future	



Experiment & Risk	



“Marketing is Everything”	



Differentiate through	


IT Strategy	



IT + Marketing -	


Partners -learn from  

each other	



Take a Marketing	


Leadership Role	



Advice to Marketers	
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This presentation is a work in progress.  
Please do not distribute or reuse without 

discussing with author.	


Thank you.	


	



Regis McKenna	


regis@regis.com	



	


	


	




