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Description : 

Prsentation de l'diteurBig data raises more questions than it answers, particularly for those organizations 
struggling to deal with what has become an overwhelming deluge of data. It can offer marketers more than 
simple tactical predictive analytics, but organizations need a bigger picture, one that generates some real 

insight into human behaviour, to drive consumer strategy rather than just better targeting techniques. 
Humanizing Big Data guides marketing managers, brand managers, strategists and senior executives on how 

http://f3db.com/pub/links.php?id=B00TX3M5MG


to use big data strategically to redefine customer relationships for better customer engagement and an 
improved bottom line. Humanizing Big Data provides a detailed understanding of the way to approach and 

think about the challenges and opportunities of big data, enabling any brand to realize the value of their 
current and future data assets. First it explores the 'nuts and bolts' of data analytics and the way in which the 
current big data agenda is in danger of losing credibility by paying insufficient attention to what are often 
fundamental tenets in any form of analysis. Next it sets out a manifesto for a smart data approach, drawing 
on an intelligent and big picture view of data analytics that addresses the strategic business challenges that 
businesses face. Finally it explores the way in which datafication is changing the nature of the relationship 
between brands and consumers and why this calls for new forms of analytics to support rapidly emerging 

new business models. After reading this book, any brand should be in a position to make a step change in the 
value they derive from their data assets.Prsentation de l'diteurBig data raises more questions than it answers, 

particularly for those organizations struggling to deal with what has become an overwhelming deluge of 
data. It can offer marketers more than simple tactical predictive analytics, but organizations need a bigger 
picture, one that generates some real insight into human behaviour, to drive consumer strategy rather than 

just better targeting techniques. Humanizing Big Data guides marketing managers, brand managers, 
strategists and senior executives on how to use big data strategically to redefine customer relationships for 

better customer engagement and an improved bottom line. Humanizing Big Data provides a detailed 
understanding of the way to approach and think about the challenges and opportunities of big data, enabling 
any brand to realize the value of their current and future data assets. First it explores the 'nuts and bolts' of 
data analytics and the way in which the current big data agenda is in danger of losing credibility by paying 

insufficient attention to what are often fundamental tenets in any form of analysis. Next it sets out a 
manifesto for a smart data approach, drawing on an intelligent and big picture view of data analytics that 

addresses the strategic business challenges that businesses face. Finally it explores the way in which 
datafication is changing the nature of the relationship between brands and consumers and why this calls for 

new forms of analytics to support rapidly emerging new business models. After reading this book, any brand 
should be in a position to make a step change in the value they derive from their data assets.Biographie de 

l'auteurColin Strong is the Managing Director of GfK's (Gesellschaft fr Konsumforschung, or the Society for 
Consumer Research's), business and technology division and has helped to shape GfK's business in the UK 
for fifteen years. Working with large-scale datasets has been a feature of the division's work for some time, 
not only through large-scale survey data but also through the use of customer relationship management and 

social media datasets. Colin is also a regular speaker at conferences and a contributor to publications 
including ESOMAR and market research publications, Huffington Post, Medialine, AdMap and Market 

Leader. 


