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� The Era of Big Data

� What’s Driving Big Data

� How Leading Companies Are 

Using Big Data

� How Big Data will Disrupt Marketing

Overview
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Era of Big Data
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Social Media Stats – July 2013

Source: http://growingsocialmedia.com/social�media�statistics�and�facts�of�2013�infographic/
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Cumulative # of Downloads – Apple App Store

50B
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Data to Grow Exponentially
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Data Tsunami
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The “Data Layer”

Source: John Battelle, Web 2.0 Conference, http://map.web2summit.com/#dl
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Tuning into Consumers’ Digital Signals

LocationLocation SocialSocial HistoryHistory

Source: Tuning into Consumers’ Digital Signals, Dr. Phil Hendrix, immr
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How Companies

Are Using Big Data
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“Big Data” includes Cloud, Algorithms

Search

• Auto-complete

• Google Instant

• Proximity Search

• Image Search

• Personalized SERs

Augmented Reality Messages, 

Ads, and Offers

Algorithms

LocationLocation

SocialSocial

HistoryHistory
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Big Data Applications
Shown below are illustrative use cases for Big Data, with an app/provider shown for each.  While these 

applications are not unique to mobile, they are especially important in the context of mobile, given small 

screen sizes, users’ limited attention spans, dynamic and contextual usage, etc.

Category Description App/Provider

Audience Profiling 

and Targeting

� Ingests large amounts of data, including unstructured, location�

based data (photos, place data, event data, digital, social, etc.)

� Applies ML to extracts patterns from the data

� Profiles discrete audience segments in terms of “dynamic context” 

Mobile Advertising 

Optimization
� Employs automated, algorithmic solutions to adjust bids in real�

time based on the performance of prior impressions

Recommendation

Engines
� Automatically uncovers unexpected buying patterns

� Learn from previous successful/unsuccessful recommendations

Content Optimization
� Shows visitors optimal content, based on interests, viewing 

behavior, time�of�day and many other variables

Audio and Image!

based Search
� Compares, finds object in a database similar to a given sample 

(e.g., clip from a song, TV program; image of a product; etc.)

Text Analytics/

Sentiment Analysis

� Analyzes unstructured text, infers meaning

� Used in wide range of applications, from sentiment analysis to 

opinion mining, market research and others

†Acquired by Walmart Sept. 2011
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Big Data Suppliers

Shown below are leading Big Data vendors, with a brief explanation of their role in the value chain.  

Category Description Vendors

Data Sources
� Companies that aggregate and supply data from social 

media, demographics, geo�referenced databases and 

many other sources

Cloud computing
� Provide cloud storage and computing capabilities

� Offer the flexibility to dynamically scale as demand 

expands/shrinks, pay on a variable basis

Databases
� Provide databases specifically architected for big data, 

MPP (massive parallel processing) and speed

High!performance

Computing
� Provide computing platforms specifically developed to 

process and analyze big data

Machine Learning/

Algorithms
� Provide advanced analytics to solve large, complex 

problems at scale and in (near) real�time

Visualization
� Given the complexity of analyzing and interpreting Big 

Data, visualization of results, especially for Business 

Intelligence applications, is important
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Opportunities

for 

Brands and Retailers
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Consumers’ Expectations Rising

What 

I Like

Who I 

am… Where I 

am

What’s

Nearby

What’s 

going On

What I 

respond to

What I’ve

bought

Where 

I’ve been What 

I need

Where 

I’m going

Source: How SoLoMo is Empowering Consumers, Transforming Shopping and Disrupting Advertising and Retailing, Dr. Phil Hendrix

Consumers expect trusted business partners to knowF
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From the 4 P’s to PEER

Reinforce

Reinforce

Surprise/
Delight

Remove 
Frictions

Learn† &
Adapt

†Securely, with full transparency

Source: Raising the Bar – How Leading Companies are Boosting Customer Loyalty with Mobile and PEER Strategies, Dr. Phil Hendrix, immr
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Discover Choose

Buy Use

Customer Experience > Path!to!Purchase
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†Source: immr Shopping Survey

Love!Hate Relationship
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Engaging by Consumers’ Rules

Right!time

Relevant

Personalized

Rewarding

Source: Drive Revenue and Loyalty by Engaging Mobile and Social Consumers, Dr. Phil Hendrix, immr
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Can Mobile Save Shopping?

Source: If Shopping is Broken, Can Mobile Fix It?  Dr. Phil Hendrix, immr
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Profound Implications for Marketing

� Driving out latency, other frictions

� Internet in our pockets

� Luke Wroblewski's theorem

� Word!of!mouth becomes Social Currency

� Algorithms rule

� CX (Consumer Experience) matters even more

� Agile Marketing

� Digital signals

� The world is an auction

� Quantified self
Source: Extending the Extended Self in a Digital World, Dr. Phil Hendrix, June 2013
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Additional Perspectives

Available at www.immr.org
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Bio – Dr. Phil Hendrix

Dr. Phil Hendrix

Director, immr

www.immr.org

+1 (770) 612!1488

phil.hendrix@immr.org

@phil_hendrix

Dr. Phil Hendrix is the founder and director of immr, a research and advisory firm focused on market 

opportunities afforded by new technologies, and an analyst with GigaOm Pro. He specializes in 

helping organizations evaluate and capitalize on opportunities that are new�to�customers and new�

to�market.  Dr. Hendrix has extensive experience uncovering customer needs, identifying triggers 

and hurdles to adoption, and developing strategies that unlock market opportunities, both B2C and 

B2B.

As an analyst, Phil focuses on mobile innovation and the implications for companies across 

industries.  He is a regular contributor at leading industry conferences, including GigaOm’s Mobilize, 

Structure:Data, Street Fight (hyperlocal), ad:tech, iMedia Summit, Social�Loco and others.  His 

current work focuses on mobile and its impact on consumer behavior, especially shopping, M�

commerce and mobile payment.

As a consultant and advisor, Phil has led significant engagements with startups and Fortune 100 

clients in mobile, consumer electronics, and related categories, including financial services, 

transportation, insurance and others. He works closely with senior management and project teams 

on key issues, including market sizing, segmentation, positioning, and branding as well as 

innovation, user experience, and customer retention. Over the course of his career, Phil has helped 

clients conceive and successfully launch dozens of new products, services and businesses.

Before founding immr, Phil was a partner with DiamondCluster (strategy and technology 

consultancy), founder and head of IMS (Integrated Measurement Systems), and a principal with 

Mercer Management Consulting (now Oliver Wyman).  He has held faculty positions at Emory 

University and the University of Michigan, where he taught courses in marketing, research, and 

buyer behavior for MBAs and executives.  While at Michigan Dr. Hendrix also held a joint 

appointment as a research scientist in the Survey Research Center, Institute for Social Research.

Additional information on immr perspectives and reports prepared by Dr. Hendrix is available at 

immr and Slideshare, with additional information available at GigaOm Pro.
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immr – Recent and Forthcoming Reports

� Drive Revenue and Customer Loyalty by Engaging Mobile and Social Consumers

� Engaging Connected Consumers – Strategies for Brands, Retailers and Local 

Businesses†

� If Shopping is Broken, Can Mobile Fix it?

� Raising the Bar – Mobile and Customer Loyalty

� Social + Location + Mobile: SoLoMo Analytics and the Transformation of Shopping†

� How Consumers Are Using Local Search

� Mobilizing the Enterprise with Custom Mobile Solutions: Pt. 1 and 2

� The Promise of Hyperlocal: Opportunities for Publishers and Developers

� Tuning into Consumers’ Digital Signals

� How SoLoMo is Empowering Consumers, Transforming 

Shopping, and Disrupting Advertising and Retailing

� Location – the Epicenter of Mobile Innovation †Forthcoming


