
De#Big#Data#Opportuniteiten#
Markten, produkten, klanten. Een massa 
gegevens, onderling verbonden. 
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1993...#

200mm – 225 mm 
10m length 

2mm – 25 mm 
1km length 

1 measurement/cm for > 500 data points = 
 > 1B per month 
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2015#
NGDATA*

Transforming*Customer*
Experience*in*Financial*Services*

and*Telecommunica4ons*
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BIG Data 
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1998#



6 Copyright*2014.**Confiden4al*–*Distribu4on*prohibited*without*permission**

1999#
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2004:#Thefacebook#
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New#channels#adopted#by#the#Customer#

Airplane Telephone Radio Television PC  Internet iPod Facebook 

Years until mass adoption 

 
68 years*

 
50 years*

 
38 years*

 
22 years*

 
14 years*  

7 years*
 

3 years*
 

2 years*
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2006:#Hadoop#

Commercial 
Availability 2011 
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2012:#The#Data#“Explosion”#
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Data#Volume#Growth#

Data*Volume*Produced* Popula4on*US* Wireless*Subs*US*

100%$Mobile$$
Penetra0on$

70%$of$data$produced$by$consumer,$80%$stored$by$
Enterprise.$Exponen0al$growth$of$data.$Enterprises$are$
hiring$data$scien0sts$in$panic.$Handling$the$data$is$one$
thing,$but$do$they$know$what$they$are$looking$for…?$

McKinsey$–$Market$need$for$analy0cal$talent$is$
growing$fast.$By$2018,$with$over$4.5M$jobs,$the$
shortage$is$expected$to$be$1.7M.$
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Data#GeneraRon#of#Today...#

EVERY MINUTE… 

Source: Domo 
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The#UlRmate#Big#Data#Project...#

Source: The Guardian, FT, WSJ  
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Who’s#the#guy#in#the#middle?#
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Trends...#
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The#value#of#data#
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BIG Data =  
Strategic 

Challenges 
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Most#popular#channels#in#sales#Retail#Banking#

84*

77*

78*

80*

73*

3*

2*

7*

11*

8*

4*

5*

4*

4*

6*

9*

16*

11*

4*

12*

Current#Accounts#

Savings#Accounts#

Investments#

Mortgages#

Consumer#Finance#ProducRon#

53#

38#

58#

72#

32#

1#

1#

11#

3#

13#

3#

3#

3#

5#

8#

43#

59#

28#

10#

47#

Product Purchasing Branches Agents/Brokers Call Centers Direct Channels 

Current#sales#breakdown#by#channel#
2010,*%*of*sales*
 

Expected#dominant#channel##
2014e,*%*of*respondents*



18 Copyright*2014.**Confiden4al*–*Distribu4on*prohibited*without*permission**

Technology#Companies#
Threats*to*the*“old*world”…*

Google 
Voice 

Launch 
iPhone:  

Apple Pay 

“Facebook targets 
financial 

services” (Financial 
Times) 

“Facebook acquiring a 
Banking License in Ireland” 

Google 
Wallet 

Google*Voice,*Google*Wallet*
...*

“Facebook*targets*financial*services”*Financial$Times$(4/2014)$
“Facebook*acquiring*a*Banking*License*in*Ireland”*(5/2014)*

Launch*iPhone:*Apple*Pay*(9/2014)*
“Google*to*start*selling*auto*insurance*in*the*U.S.”*Reuters$(1/2015)$

...*
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Financial#Services#
What*is*the*response*from*banks’?**

Do*they*have*one?*
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The#Current#Reality#
Comparison*traits*of*the*two*

Personal* Same*for*everyone*

Fast* Slow*

Intui4ve* Sta4c*

Integrated* Siloed*

Everywhere* Have*to*search*for*what*I*need*

Relevant* Doesn’t*surprise*me*
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Google#Now#
The$Leading$Example$

real-time 

context-aware 

hyper-personal 

connect the dots 
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Vision#
Data*available*is*a*huge*opportunity*to*lead*transforma4on*

•  Financial*Services*and*Telecommunica4ons*

have*many#digital#touch#points**
with*their*customers*where*they*can*drive*
communica4on*

•  Financial*Services*don’t*want*to*put*
communica4on*in*the*hands*of*third*
par4es,*such*as*technology*companies*that*
could*become*compe44on*
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The#Big#Enterprise#Challenge#
Data*Silos*
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processing 
flow 

key functions 

The#Google/Facebook/LinkedIn#Architecture#
Customer*centric:*Profiling,*Analy4cs*and*Ac4ons*@*the*Speed*of*Light*

streaming ingest 
user identification 
behavior observation & 
tracking 
 

profile establishment 
targeting support: preference learning 
& contextualization 
micro-segmentation 
network analysis 

service delivery (newsfeeds, timelines, 
search, check-ins, ads …) 

data 
layer 

consumer 

data capturing & ingestion profiling & service enablement customer experience 

online transaction and analytical processing on shared data platform 

real-time / in-session / 
user-level analytics, 
scoring & targeting (for 
ad, service, next best 
offer, recommendations) 

model training 
collaborative learning 
deep learning 
reporting 

operational processing 

ch
an

ne
ls

 portal 

mobile 

ads 

… 

service 
applications 

interactive 
service calls 

behavioral feedback data 

service 
interaction user behavior 

observations 
(streaming) 
data flows 

(streaming) 
data flows 

(streaming) 
data flows 

profile 
enquiries 
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The#Big#Enterprise#Challenge#
Enterprise*IT*Architecture**

Where*is*the*customer?*
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Big#Data#Market#Size#
Financial*Services*will*be*biggest*investor,*transforming*customer*experience*

Financial*Services*firms*are*projected*to**
spend*$6.4B in*Big*Datagrelated*hardware,**
sohware*and*services*in*2015,**
growing*at*a*CAGR*of*22%*through*2020.*
Forbes:*Roundup*Of*Analy4cs,*Big*Data*&*Business*Intelligence*Forecasts*and*
Market*Es4mates,*2014*

ANNUAL#
GROWTH#
to#2020#
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BIG DATA ANALYTICS MARKET SIZE 
BY BUSINESS CATEGORY 

Customer experience management 

Innovative business model 

Operation efficiency 

Precise marketing 

Real-time analysis & decision-making 

Source:*Heavy*Reading*

50x 
GROWTH 
FROM 
2010 

to 2020 

800*
EB*

40,000*
EB*

Source:*IDC’s*Digital*Universe*Study,*sponsored*by*
EMC,*Dec.*2012*

$ 
IN#2015*

22% 

$6.4B 

26% 

$2.8B 

22% 

$2.8B 

40% 

$1.2B 

54% 

$800M 
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BIG Data 
Marketing 

The Customer 
Experience 
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Relevancy#–#What#Customer#Experience#is#All#About##
...*What*everybody*says,*but*nobody*can*deliver...*

OFFER 
THE RIGHT 

PERSON 
THE RIGHT 

TIME 
THE RIGHT 

CHANNEL 
THE RIGHT 

IMPROVED FREQUENCY 

IMPROVED SEPARATION 
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How#Tech#Companies#work#

over 10x Targeting Precision 
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How#Most#of#the#companies#(sRll)#work...#

Insight 

SEGMENTATION 
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How#Most#of#the#companies#(sRll)#work...#

•  Born in 1948 

•  Grew up in  
Great Britain 

•  Married, w/children 

•  Successful, 
wealthy, celebrity 

•  Loves dogs and 
the alps 

•  Born in 1948 

•  Grew up in  
Great Britain 

•  Married, w/children 

•  Successful,  
wealthy, celebrity 

•  Loves dogs and  
the alps 

Understanding Lifestyle and being able to capture and predict behaviour is 
key to become relevant to your customer 
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INSIGHTS* IMPACT*

Impact#of#OperaRonal#AnalyRcs#
Impressive*Difference*in*Relevancy*–*translated*in*Marke4ng*ROI*

VS*

“People$belonging$to$Segment$A$are$$
likely$to$buy$product$X”$

“Lily$selects$top$100$people$that$are$$
likely$to$buy$product$X$NOW”$

50% 6500% 
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LAUNCH OF

A SALES CAMPAIGN


TODAY


START
 DROP DM 
TO 800K


SEND 
REMINDER 
EM TO 790K


EVALUATE


2 WEEKS 
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LAUNCHING A "
SALES CAMPAIGN "
TOMORROW


START

CREATE 

DYNAMIC 
TARGET 
PROFILE


3 MONTHS 

A


B


C


SEND 
PERSONALISED E-

MAIL

EVALUATE


IN
TER

ACTION
S


RIGHT TIME


RIGHT MESSAGE


RIGHT CHANNEL
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Put#into#PracRce#at#the#Customer#–#Example##
Increased*customer*value*and*reduced*helpdesk*calls**

Predict who is going to call and what their issue will be... 
And take action before they call 

HAPPY 
CUSTOMERS 

FEWER 
CALLS 

HUGE 
SAVINGS 

A#personally#relevant#
video#is#delivered#
based#on:#
•  Customer*data*

•  Specific*solu4on*

•  Preferred*products*

RESULTS#
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Enterprise#side#of#Customer#Experience:#CLTV#

CUSTOMER LIFETIME CHURN ACTIVATION 

M
AR

GI
N 

PERSONAL 
ADVISE 

CUSTOMER 
SUPPORT 

UP SELLING 

PERSONAL 
ADS 

PARTNER 
PROGRAMS 

RISK 
PROGRAMS 

CHURN 
REDUCTION 

ACQUISITION 
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UPCOMING 

TARGETED TV ADVERTISING


NEW 1-TO-1 EXPERIENCE


“If at first an idea isn’t absurd, 
there is no hope for it.”

- Albert Einstein
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TARGETING 
EVOLUTION 

OFFER 
THE RIGHT 

PERSON 
THE RIGHT 

TIME 
THE RIGHT 

CHANNEL 
THE RIGHT 

IMPROVED FREQUENCY 

IMPROVED SEPARATION 

FAMILY 
THE RIGHT 
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TARGETING 
EVOLUTION NEW ‘KPI’ IN TV ADVERTISING???


INTRUSIVENESS
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Talking#to#Customers...#
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FROM WHEN THE COMPANY IS READY  
TO  WHEN THE CUSTOMER IS READY 
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PRIVACY? 
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Living In the 
DIGITAL 
AGE... 
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PRIVACY? 

 DIGITAL PRIVACY HAS NEVER BEEN HOTTER  
IMPLEMENTING THE OPTOUT MECHANISM. 

IN 
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Did#you#want#to#use#GPS#or#OPTfOUT...?#
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Aim*for*the*Perfect*Shot...*
Be*pa4ent*and*

Customer Takes Charge 
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The#Human#Brain...#

I O I O I O 

1900 1950 2000 

? 

I*(input)**
+*O*(output)**
*C*(Constant) 



Thank#You#


