
Differentiating in 
a new age of insight.
Big Data, analytics, and the Internet of Things, 
and how you can use them for strategic advantage.



In our dynamic world, our 
clients and their customers 
are asking bigger questions.
How can we get ahead of the market?

How can we evolve our vision, strategy and 
business model and hit the world hard?

How can we stand for something different, 
vital and of value from the rest?

The Craft was founded to help answer these questions 
- in our clients’ business, their brand, their propositions 
and their message.
 

Working in some of the most complex and competitive 
markets in the world we deploy and apply a proprietary 
strategic differentiation methodology that makes 
sure our clients are seen as the purchase of choice; 
the partner of choice; the employer of choice; and the 
investment of choice.
 
We have a deep comprehension of technology and its 
implications for change, and it’s this insight alongside 
our global market and buyer knowledge that we 
leverage for the greater good of our clients.
 
It’s in this spirit we have written this concise guide to  
Big Data and “Differentiating in a new era of insight” – to 
demonstrate intelligence, understanding and opinion 
on one of the key themes in our clients’ and their 
customers’ markets.
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Differentiating 
in a new age 
of insight.
Big Data is big and getting bigger – but many organizations are still 
getting to grips with what this means. There have already been steep 
changes in thinking, from recognizing the enormity of what’s available 
to understanding its potential underlying value. But the ‘big’ part of Big 
Data remains a stumbling block. All the while, data is being produced 
everywhere, regardless of whether anyone interacts with it or not. 
Some are, of course, and the rewards appear to be equally big, so it’s 
worth digging deeper. 

Which begs the question: 

If Big Data is an opportunity still waiting to happen 
for most of us, what else is needed to grasp  
it effectively? 

By looking at how Big Data understanding has evolved, it appears 
the answer lies not with being able to engage with the entirety of 
information available but to know the relevant areas that deserve our 
attention and will deliver operational, cultural or financial gains if we act 
upon the insight delivered. Put simply: establish data relevancy from all 
the data flooding into and around your organization and become  
more competitive. 

Big Data 
at work.
Macy’s, the US department store chain, 
is able to adjust its pricing for 73 million 
items in near-real-time, using the relevant 
demand and inventory data. Data-driven 
companies, such as Macy’s, tend to be 

5% more productive 

6% more profitable 
compared to those who don’t prioritize 
data, based on objective measures of 
financial and operational values.

3 Source – Andrew MCAFEE and Erik BRYNJOLFSSON, Big Data: The Management 
Revolution (Harvard Business Review, 2012)



Volume
Variety
Veracity
Velocity
Value

A brief history of the five Vs:  
Big Data begins.
Data officially got Big in 2001, when Gartner’s Doug 
Laney presented his “three Vs” of volume, variety and 
velocity. At that point, the focus was on the sheer 
amount of data available to organizations the world 
over and, a decade-and-a-half on, this magnitude has 
certainly increased and is growing ever more. 

The latter additions of veracity and value make up the  
five Vs of Big Data as they are now widely recognized.

According to future projection by EMC, 2020 will see 
44 zettabytes of data created year-on-year (put into 
perspective, the total amount of data ever created was 
estimated at 2.7 zettabytes in 2013). Laney stressed 
that this great volume of data will come from a variety 
of different sources (a concept in itself that has since 

been fleshed out to become the Internet of Things). 
Then, Laney’s message was clear: organizations would 
have to deal with this information quickly because the 
speed, or velocity, of data creation was getting faster 
and faster.

The state of affairs described by Laney’s three Vs is 
now the world we live and operate in. It’s the norm. If 
we accept the magnitude of data then we understand 
what Laney and his peers were warning us about. Many 
organizations have. But this represents only the first 
stage – or the unearthing – of Big Data. The next stage 
involves working out what could be done with it – to 
use Big Data as a market differentiator. Some are a lot 
closer to doing this than others.

4 Source – Doug LANEY, 3D Data Management: Controlling Data Volume, Velocity, and Variety (Meta Group, 2001) 
Source – Ben ROSSI, 4 Key Internet of Things Analytics Trends for Marketing Pros (Information Age, 2015)



Eight things  
Big Data won’t 
do (without the 
right approach).

1. 
It won’t 

solve your business 
problems. It can help you 
understand and address 

them more effectively, in the 
right hands, but it can also 

introduce new complexities.

3. 
It won’t ease 

your security worries. 
You’ll uncover new ways 
to understand and head 

off security issues based on 
behaviour. But, unchecked, 

Big Data also gives rise to 
new security concerns by 

creating new ‘threat 
surfaces’.  

2. 
It won’t help your 

data management. 
Big Data isn’t one entity of 

information. Its various facets 
need working into your data 

management strategy.

8. 
It won’t work 

every time. Just 
because it’s big, doesn’t 

mean Big Data will answer 
every question every time. 

Without the right focus and 
approach, you’ll see bigger, 

faster failures. 

4. 
It won’t 

address critical IT 
skill areas. There isn’t a 

big pool of database, server 
management and business 

analysis experts to help 
unravel Big Data.

6. 
It won’t 

simplify data-centre 
requirements. The quantity 

of Big Data is only getting 
bigger. Your data-centre 

strategy needs to take this 
into account to avoid 

becoming swamped with 
complexity as a 

result.  

7. 
It won’t improve 

data quality. Big Data 
is like a natural resource: it 

still needs refining.

5. 
It won’t reduce 

the value of legacy 
systems. The goal is to use 

legacy systems and archives 
more effectively, to find new 

value from old data. 

This is a call for that right approach 
to exactly what you want to achieve 
through data, to make your business 
more effective and competitive.  
This need is driving the next stage of 
Big Data evolution. 

5 Adapted from: Mary SHACKLETT, 10 Things You Shouldn’t Expect Big 
Data to DO (TechRepublic, 2015) and Forbes, July 2015



From data, 
to understanding, 
to wisdom.

Five big business challenges in 
the (second) age of Big Data:

Many organizations are, in one way or another, reaching 
the next stage of Big Data already; they are now trying 
to understand data from the point of view of its value 
and veracity. Some organizations are employing  
data strategies; and data analytics is a buzzword in 
every sector. But the enormity and the complexity of 
the information available remains a challenge, on a 
macro and a micro level. 

(1) Leadership:
• How to set clear goals, underpinned by data insight
• Define what data success looks like: how to spot an opportunity
• Create a persuasive data offering for your people (employees, 

suppliers and customers)

(2) Talent management: 
• As data becomes cheaper, complements to data (such as data scientists) 

become more valuable
• Experts are required to work with and visualize large data sets
• Hone workforce ability to talk data and business

(3) Technology:
• Handle volume, velocity, variety, veracity of data
• Encourage staff with the required skills to support it

(4) Decision-making:
• Keep information and relevant decision-making rights together in the same place
• Understand how to direct people with a problem to the relevant data to become their own 

problem solvers

(5) Company culture:
• Encourage a ‘what we know’, rather than a ‘what we think’ mentality
• Move away from instinct and using data as a proof point6 Source - Andrew MCAFEE and Erik BRYNJOLFSSON, Big Data: 

The Management Revolution (Harvard Business Review, 2012)



Scale: who’s going to sift it all?
Even the experts aren’t always convinced, sometimes 
believing the scale and complexity of their data too great 
to manage or use effectively. A Big Data evangelist made 
a presentation to internal stakeholders in the UK. He 
was amazed at the negative response he got from his 
peers about the possibility of accessing and analyzing 
significantly more enterprise data. The main pushback  
he encountered was, quite simply,  

‘who’s going to sift through it all?’

After all, it’s one thing being able to analyze zettabytes of 
Big Data. It’s quite another to achieve truly useful insight 
from it. And, at root, the reason why so few are currently 
willing or able to engage with their vast data resources in 
any deep and meaningful way is to do with the difficulties 
inherent in discovering, understanding, and using data 
relevancy to achieve advantage. 

Getting ready for 
Big Data – are you 
investing enough?
Nearly 75% of companies have 

invested more than 20% of their 

technology budget on Big Data. 

Just over two in 10 have invested  

over 30%. 

But what 
are they 
focusing 

on?
Most focus is on basic analysis. 

16% are using Big Data to optimize 

their processes.

Only 13% are mining Big Data to predict 

strategic outcomes. 

Few if any, therefore, are able to translate analytics processes into a strategic position and in turn, to meaningful action to get ahead. 

7 Source -Industrial Internet Insight Report for 2015, Accenture & GE
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From analytics to relevancy: 
a key data differentiator.
Relevancy currently represents a crucial gap in the 
process of Big Data extraction and usage. As a result, 
understanding and engaging with this idea can deliver a 
major competitive differentiator. 

Many if not all organizations are drilling down into 
their data, bringing it to the surface and even 
analyzing it. But ‘analytics’ on its own is both a specific 
technology area and a very wide conceptual idea that 
creates a potentially dangerous imbalance between 
expectations and the results achieved. 

Running Data Analytics does not immediately deliver 
conclusive insight and it does not prevent results 
analyzed from being either strategically irrelevant or 
operationally immaterial. It’s knowing where to look – 
understanding the data relevancy. 

We know it’s possible to ‘listen’ to Big Data effectively, 
because some organizations are already doing so, 
driving forward with learnings from relevant  
Big Data usage.
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Identifying, extracting 
and applying lessons 
from Big Data is 
increasingly important 
as the quantity 
and complexity of 
that data becomes 
overwhelming.

One area where direct 
improvements can be seen is 
in the supply chain, where data 
relevance can deliver a wide range 
of differentiated understanding 
and benefits.

Proper 
visibility.  

With a knowledge-
sharing supplier network 

that recognizes most 
relevant data gets created 

outside the organization 
(e.g. from Twitter and 

customer service 
programmes).

Effective 
supplier 

collaboration.  
With optimization tools, 

demand forecasting, 
integrated business 

planning, and demand 
planning based on the 

same key data.

Setting 
realistic 

expectations. 
Laying robust 

foundations for 
longer-term change 

management.

Better 
understanding. 

From merging and 
optimizing delivery 

networks with 
geoanalytics.

Big Data relevancy in action.

Data 
relevance.

9 Adapted from: Forbes, July 2015



Big Data, if interpreted 
correctly, can create 
actionable - and therefore 
measurable - improvements 
to your supply chain.

As a Forbes survey showed, discovering 
the relevant among the irrelevant 
is creating real benefits for some 
companies and their supply chains, 
helping them move beyond analytics to 
true real-world data ‘wisdom’.

Increased 
supply chain 
efficiency by 

at least 
10%.

4.25x 
improvements in  
order-to-delivery 

cycle.

Greater 
contextual 

intelligence of how 
supply chain tactics and 

strategies influence 
financial targets. 

Big 
Data 

optimizing 
the supply 

chain. Improved 
traceability 

performance 
(recalls /

retrofits).

Increased 
supplier quality – 

from supplier audit 
to final assembly.

Revolutionizing the supply 
chain with Big Data.

10 Source - Louis COLUMBUS,Ten Ways Big Data Is Revolutionizing Supply Chain Management (Forbes, 2015)
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Finding relevant value in data: major 
advantages from unexpected sources.
The way these organizations are able get relevant 
value from their treatment of Big Data is contextual. 
And often high value can come from less-obvious 
places, such as a Twitter feed or even a smart sensor 
on a door. 

Tesco has been engaging with the latter for several 
years, greatly improving performance efficiency in 
its refrigeration assets through understanding the 
relevant data in their systems and reacting to it with 
changed operations and processes. Not just on doors 
(although that’s a major input) but on 70 million related 
data-points to accurately gauge performance, service 
requirements and run proactive maintenance cycles. 
The knock-on effect has been a 20% reduction in 
energy costs (to the tune of £17m), a high-value 
outcome from such a seemingly mundane  
data measurement. 

Another high-value outcome was achieved from our 
other not-so-obvious data source: Twitter.  
When Morton’s Steakhouse in Chicago received 
a jovial tweet from a customer, it had the Big Data  
capabilities to deduce enough information to run 
an impromptu but nevertheless well-considered 
publicity stunt that gained some welcome and 
valuable brand recognition.

Examples like these demonstrate how, when data relevancy 
is at the heart of the process, high-value outcomes can 
be achieved from relatively simply (if ‘Big’) data endpoints. 
Crucially, when competitors are unable to achieve the same 
level of understanding of back-office efficiency or front-
office brand advocacy, these organizations have been able 
to set themselves apart in the marketplace.

Steakhouse takes an online order 
and gets tipped on social media.

Morton’s was quick to react to a customer, who, after a long business meeting, 
tweeted a mock order he wanted delivered to Newark Airport for his arrival. By 
integrating social media analytics with clever customer profiling, Morton’s was able 
to ascertain he was a frequent customer, what he typically ordered and even the 
flight he was on. 

When he landed, a Morton’s waiter was there ready to serve him his dinner. It 
was a fortunate stunt that went viral but Morton’s had used Big Data – or, more 
specifically, they’d used accurately understood, relevant and actionable information 
points within their Big Data – to achieve a very quick and specific outcome and thus 
deserved the plaudits. 

Perhaps the most pertinent question to ask would be, as Laney himself asked 
on recounting this story: “Is your company even capable of something like this?” 
Increasingly, making the move from ‘maybe’ to ‘yes’ is becoming a key differentiator 
for any organization, in any sector, in any market. 

Source - Tom WOOD, Big Data – What It Can Do for You (Cloudreach, 2015)11



Mastering data relevancy 
(or the one R). 
Data relevancy works by engaging with  
Big Data in a specific context. The results, even 
in the case of a door sensor, can be very different 
depending on the nature of that specific context. 
Acquired insight could range from determining 
security levels (if incorrect access is being gained 
to a particular area of the business), measuring 
compromises to temperature levels (in the case 
of Tesco’s refrigerated units) or even redesigning 
the infrastructure of a building itself (if workers are 
having to go a longer route to reach different areas 
of a site). All using the same sensor, providing the 
same functional data, but using that data to guide a 
business-specific outcome based on context  
and relevancy.

On the face of it at least, this is functional data: the 
opening and closing of a door. But it could provide 
much more valuable insight, depending on how that 
door is used. Indeed, as with Kiddicare, ‘through the 
door’ data can underpin a successful strategy for 
combining in-store and e-commerce  
customer strategies.

What Tesco and Kiddicare are doing is just a 
snapshot of the Industrial Internet, of how 
organizations are starting to make business sense 
of the many gargantuan streams of enterprise 
information that are on-tap. This is moving beyond 
second-stage Big Data analytics, a stage at which 
many are still operating – and, as IBM recently stated, 
only scratching the surface of what is possible. 
Those that can make this move will have more 
insight to drive their business strategy forward – to 
make better, faster decisions, with more effective 
multi-channel insight, more seamless value chains 
and thus better customer and market response.

Retailer uses 
Big Data  
to drive  

omni-channel 
success.

Kiddicare was able to 
reverse ‘showrooming’, a 
trend indicated by basic 
footfall measurements, 

by combining this insight 
with guest WiFi analytics to 

provide potential customers 
with a bespoke, omni-

channel service while they 
physically viewed items in-

store. This approach has 
led to a significant uplift 
in customers over mere 

window-shoppers.

12 Source - James NUNNS, IBM’s big Big Data Play Goes Beyond 
Scratching the Surface of Data Analytics (CBR, 2015)



Insurer makes millions from 
taking a second look at  
past data.
Infinity revisited many years of archived adjuster reports and 
mined the data again to correlate instances of fraud. By using 
the same data resource in a different context and therefore 
data relevancy, the insurer gained the insight to build an 
algorithm that was used to recover $12 million in subrogation.

Shining light on ‘dark data’.
What we don’t know from these case studies is how much Big Data wasn’t used to develop the 
subsequent business strategies – and show how in-depth a role data relevancy played in 
filtering out the necessary from the unnecessary. However, dark data provides a different 
perspective on this, showing how it is possible to gain completely different insight from 
the same information source. A case in point is US-based insurance company, Infinity, 
which shows the impact relevancy and context can have on what insights and value 
might be gained from ‘dark’ Big Data.

A second example of dark data usage occurred much closer to home, during the 
recent public-transport strikes in London. Then, Uber mined its existing customer 

profiles in conjunction with location-based 
insight to send drivers to the biggest-

spending customers stranded across the 
Capital. This is dark data relevancy in action – 

reusing existing data to achieve new levels of 
profit (putting the rights-and-wrongs of  

fare-hiking to one side).

These examples show how dark data can power strategic 
difference and provide organizations with additional gains 

from old data-sets. Data relevancy plays a central part in this 
process. Not many can accomplish what the likes of Infinity and 

Uber have, but those that do will thrive in the third stage – a new and 
vital age – of Big Data. They will differentiate themselves from much of 

the competition in the process and shift further and further ahead of  
their competitors. 

Proactive private car firm 
helps their biggest spenders 
reach their destination.
When industrial action hit London, Uber used relevant 
customer data and geo-location touch-points together 
with real-time fleet presence to send drivers directly to high-
spend customers. This proactive analysis of targeted data-
sets for significant profit shows how relevancy and context 
can play a lucrative role in understanding Big Data.
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Smart data for smart cities.
With the smart-city concept, data relevance is key to separating intelligence 
from non-intelligence on a truly urban scale. There are a number of 
examples of smart cities at different stages of development already, each 
extrapolating a wide variety of Big Data applications across a cityscape to 
improve anything from a single process to a whole environment. 

In Barcelona, for example, smart-city thinking is helping the emergency 
services do their job quicker by clearing a route for emergency vehicles to 
reach their call with minimal disruption to urban traffic. 

With the Aspern smart city currently 
in development near Vienna, the 

focus is on using Big Data smartly to 
maximize sustainable and environmental 

outcomes. Aspern is unusual too, in that it is 
being purpose-built to harness Big Data, with 
a dedicated City Data Center connected to a range of sources. This will  
likely provide some valuable lessons in understanding how data relevancy 
and the use of data tied to specific outcomes can drive change and  
encourage growth.

With Barcelona and Aspern, we can see large-scale, smart-city platforms 
actively engaging with the Big Data being produced in buildings, roads and parks 

– and how this can enhance the wider environment. The result is proactive, rather 
than reactive, service delivery on an urban scale.

How 
Big Data helps 

emergency services 
reach emergencies faster. 

Every time an ambulance or fire engine is on 
the move in Barcelona, Big Data is helping them 

to attend emergencies quickly and safely. Before, 
traffic jams would have resulted as drivers tried to 
move out of the way (some more effectively than 
others). Now, emergency vehicles are guided by 
real-time GPS and traffic management data to 

follow an optimum route away from heavy 
traffic and where all lights remain green until 

they pass. The result is much faster call 
times and minimal traffic issues. 

The 
smart city 

where the central 
heating knows what the 

weather is doing. 

The pioneering Aspern smart city is harnessing 
Big Data to drive sustainable energy efficiency on 

an urban scale. This is being achieved by actively co-
ordinating specific data-sets, such as to optimize 

local energy generation through the integration 
of Big Data from meteorological, photovoltaic 
and solar-thermal systems all communicating 

directly with the buildings’ heat pumps.
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More relevant and  
actionable Big Data as  
the big differentiator.
Like any vast natural resource, Big Data is worth very 
little before it is properly refined. This might explain why 
it has taken so long for us to feel comfortable engaging 
with it. But today we have reached the point where Big 
Data is too big to ignore: not for its size, although that 
remains a challenge, but for the value it can bring. 

After all, too many organizations are now succeeding 
with it, whether in back-office productivity gains or 
from uncovering new opportunities previously missed 
in so-called ‘dark data’. Governments and consortiums 
are even building cities founded upon it. They are able 
to do so because data relevancy and context – science 
rather than intuition – is at the centre of their  
business strategies. 

Now we can turn Big Data from just another buzzword 
into a viable process of integrating analytical 
understanding with actionable intelligence. 

Now we can use Big Data to enhance a wide range 
of business outcomes, from procurement and HR 
decisions, to market penetration and global expansion 
plans, as well to inform a more complete awareness of 
what the competition is doing and show ways to  
stay ahead. 

Measure better, manage better. 

But only by knowing what’s relevant can we truly 
differentiate in this new age of insight. 
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