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Salvatore Parise is an Associate Professor in the Technology, Operations, and Information Management 
Division at Babson College. His research focuses primarily on how organizations are using social 
technologies to improve innovation. 
 
Bala Iyer is a Professor in the Technology, Operations, and Information Management Division at Babson 
College. Among others areas, his research interests include exploring the role of IT architectures in 
delivering business capabilities. 
 
Dan Vesset is Program Vice President of IDC's Business Analytics research. His research and consulting 
are focused on business analytics, business intelligence, and data warehousing software markets. 
  
Companies that effectively create and implement big data strategies – such as those described above –
stand to gain a competitive advantage. Readers will learn how to build that advantage from these authors. 
 
Five years ago, most companies collected data that were a part of their daily transactions and stored them 
in a database. This data was used primarily to keep track of operations or forecast needs. Today, both the 
sources and volume of data collected have exploded. It is now possible to collect click-stream data about 
every potential customer interaction with your web site. Marketers can also collect information about 
every conversation people are having about their brand.  These sources of data have created modern-day 
treasure troves that can be mined to glean insights into products, services and customers. While this is 
conceptually possible, it requires the implementation of new processes, technology and governance 
mechanisms that are collectively being referred to as big data. Today, bid data is big business. 
 
We define “big data” as a capability that allows companies to extract value from large volumes of data. 
Like any capability, it requires investments in technologies, processes and governance. The research firm 
IDC forecasts that the big data services and technology market will grow in value from $3.2 billion in 
2010 to $16.9 billion in 20151.  
 
 
Big data framework 

In our work we have developed a framework (Figure 1) to understand big data strategies and the 
techniques used with each strategy. The first dimension that we consider is labeled business objective. 
When developing big data capabilities, companies try to measure or experiment. When measuring, 
organizations know exactly what they are looking for and look to see what the values of the measures are. 
When the objective is to experiment, companies treat questions as a hypothesis and use scientific methods 
to verify them.  

The second dimension that we consider is labeled data type. In their normal course of functioning, 
companies collect data on their operations (e.g., sales) and capture it in their database that has a structure 
or schema. We call this transactional data. In other instances, companies deal with data that come from 
sources other than transactions and are typically unstructured (e.g., social media data).  This combination 
results in four quadrants, each representing a different strategy: performance management, data 
exploration, social analytics, and decision science. We explain each strategy in the next section. (Figure 2 
provides a list of popular big data techniques and vendors). 
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Figure1: Big Data Framework 
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