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Abstract
Customer insight is at the heart of the big data era. This revolution makes 
it possible to directly obtain high potential data and in large quantities 
about customers. Thus we take note that, more than ever, a large volume 
of big data is collected by companies. 
We observe that big data have become a necessary tool within marketing. 
More and more companies orient their decisions according to the 
informations provided by data, with the aim of quickly having better 
results. 
Nevertheless, in order to integrate these big data in a better way and gain 
a competitive advantage, companies must face new challenges. To 
measure and understand the impact of big data in marketing decisions, 
we propose, with the support of our scientific and theoretical resources, a 
reasoning, demonstrating all the issues. Big data is increasingly 
ubiquitous and necessary for companies (I). Their impact in decisions 
needs to be taken into account (II) and their use is leading to a 
management revolution (III). Moreover, it modifies the close relation 
between decision and intuition. (IV). In this article, we present a 
perspective that study all these concepts. We close by offering a model 
and a conclusion answering our problematic. 
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Empirical  

In order to develop an analyse on how to 
use big data in strategic decision making, 
we used different articles and books on this 
topic.  

First, to understand the data concept, we 
needed to learn about the specific 
dimensions of big data: volume, variability, 
variety, volatility, and velocity (Daniel J. 
Power, 2015).  In order to make the data 
understandable there is a particular process : 
storage, processing, management, and 
ultimate analysis of data resources (Stephan 
Kudyba, 2014). 

If the quantity is not the harder to get, the 
challenge is to obtain the right data 
(Maxwell Wessel, 2016). The quality is not 
solely dependent on the data, but also on the 
process in which the data is collected and 
processed. Moreover, the understanding of 
the relationship between data and the user 
environment is necessary. If the information 
collected is not certain, it won't support big 
decisions (Marijn Janssen, Haiko van der 
Voort, Agung Wahyudi, 2016). 

Powerful data-visualisation tools have been 
created to understand data in a more 
holistically way, and to give sense to this 
exponentially growing amount of data (Phil 
Simon, 2014). Because analysing data is 
complicated and shaky, data scientists are 
asked by companies to deal with this 
enormous quantity of data (Thomas H. 
Davenport, D.J. Patil, 2012).  

Traditionally organisations make most of 
their daily decisions by rote, using simple 
rules based on experience or common 
practice (Martin Callingham, 2010). Used as 
a competitive asset to improve the company 
performance, big data are changing the 
decision-making process of the company 
(Michael Schrage, 2015)(Helena 

Kościelniak, Agnieszka Puto, 2015). Those 
changing are modifying the organisation 
and the repartition of powers inside the 
company (Randy Bean,  2016). 

Several studies show that there is a direct 
connection between data-driven decision 
making and firm performance (Erik 
Brynjolfsson, Lorin M. Hitt, Heekyung 
Hellen Kim, 2011). However, if data are 
supposed to improve decision making, a 
wrong utilisation of the information can 
lead to wrong return on investments (Foster 
Provost, Tom Fawcett,2013) and important 
financial lost for companies. In order to stop 
this waste of money and time a new trend is 
coming: the data diet approach (Tanya 
Menon, Leigh Thompson, 2016). That is 
why, the question of the delegation of the 
decision making process to from the human 
to the machine is more and more current 
(Mark Mallinger, PHD & Matt Stefl, 2015). 

Another issue is that, in the company, 
analytic skills are concentrated in too few 
employees (Shvetank Shah, Andrew Horne, 
Jaime Capellá, 2012). Companies now want 
to make better use of data by training new 
employees and giving them the right tools 
(Peter C. Verhoef, Edwin Kooge, Natasha 
Walks, 2016). Only a cross-functional team 
can ensure the integrity of data, the 
calibration of the model, and the correct 
interpretation of its output (Dennis 
Spillecke, Andris Umblijs, 2013). 

Big data are getting an higher importance in 
companies, even inside their structure. 
There are improvements: the use of big data 
in companies allow a greater transparency. 
People are increasingly wary of business 
decisions based purely on intuition and 
experience, a process using big data seems 
to be more neutral (Capgemini study, 2011). 
However, there are also bad sides : more 
and more companies are using data to 
observe their employees and increase their 
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productivity (Katina Michael, Keith W. 
Miller, 2013).  

We are still in the early stages of improving 
decision-making by making a better use of 
information and analytics in decision 
processes (Thomas H. Davenport, 2013). 
There is still more challenges: cultural 
challenges are enormous, and of course, 
privacy concerns are only going to become 
more and more significant (Andrew 
McAfee, Erik Brynjolfsson, 2012). 
Techniques will be more sophisticated and 
scientific than ever before, and so on new 
decision-making techniques in marketing 
will be developed. Data revolution is still at 
its beginning (Hai Wang, Zeshui Xu, 
Hamido Fujita, Shousheng Liu, 2016). 

Introduction 

By 2015, 63% of companies reported using 
big data, while in 2012 they were only 5% . 1

Undoubtedly, we can argue that there is a 
real enthusiasm of companies around big 
data.  
But first of all, what is big data? It’s not 
only a considerable mass of data, but also a 
spectacular computational force used to 
analyse it, with the aim of obtaining 
additional added value.  

Big data can be described through 3V 
theory. First, the volume: the amount of data 
generated is expanding and follows a quasi 
exponential law. In 2012, for example, 2.5 
exabytes of data were created each day. 
Then, velocity: companies are more than 
ever flexible, thanks to real-time or nearly 

real-time information. Last, variety: big data 
have different forms, such as images 
published on the social networks, GPS 
signals from cell phones, messages, updates, 
and even more.  
Others literatures are going further by 
adding  others Vs as a complement of the 
description, such as value, veracity, 
variability and virtual.  2

Several companies choose to take 
automated decisions. Financial and 
telecommunications sectors have been the 
pioneers, banks have followed this trend 
with the management of fraud. Others have 
made their success, as illustrate Amazon and 
Netflix with their algorithms which offer 
automated recommendations to customers.  

Big data have become indispensable in 
companies. They create a better customer 
insight and considerably guide decisions. 
Companies are using them in order to try to 
increase their efficiency and deliver better 
results with productivity and cost savings. 
Nevertheless, the biggest challenge for 
companies is not to collect big data and 
implement it, but to find a compromise in 
order to integrate big data with appropriate 
structural, cultural and decision-making 
changes.  
Companies, to truly transform big data into 
a competitive advantage, must appropriate 
big data as much as  they can. The arrival of 
big data generates several issues that the 
company has to solve. Companies are aware 
of this data revolution: in 2015, 53% of 
companies have hired a Chief Data Officer 
while they were only 12% in 2012.   3

Moreover, companies have to fix specific 
problems associated to big data utilisation 
such as the quantity, the reliability of the 

 Randy Bean - Just Using Big Data Isn’t Enough Anymore Harvard Business Review (February 2016) 1

 Hai Wang, Zeshui Xu, Hamido Fujita, Shousheng Liu (2016). Towards felicitous decision making: An 2

overview on challenges and trends of Big Data. Information Sciences.

 Randy Bean - Just Using Big Data Isn’t Enough Anymore Harvard Business Review (February 2016) 3
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source and the amount of investment 
required.  
In this era of big data, this new state-of-the-
art information also questions ourselves 
about the place it leaves to the intuition and 
creativity of the marketers.  

Consequently, in front of this boom, how 
data-driven decision making in marketing 
evolves in companies ?  

We are going to show that big data play an 
increasingly key role in companies (I). 
Nevertheless this evolution modifies 
decision making (II) and result in a 
management revolution (III). Man’s position 
is destabilised and makes us wonder about 
his creativity role in the decision (IV). 

 Analysis

I. Big data usage is increasingly 
ubiquitous and necessary within 
companies 

First of all, let’s to focus on data evolution. 
In the past, data revealed what’s happened 
through a kind of reporting or feedback, the 
company was just able to analyse the past. 
However, today, with new technologies, 
data have evolved and are used to obtain a 
specific insight in real time and even for the 
future. In other words, data had a past 
insight on a specific situation and today data 
have a present and future insight. This 
information revolution has improved 
companies decision and consequently their 
results.  
Big data have changed marketing decisions 
and now play a key role. In fact, big data 
provide a better customer insight in real 
time, with the new technologies such as 
phone, GPS, lap-top, social media and the 
like. Companies are now able to collect 

relevant data from their current customer 
and potential customer.  
More than ever, companies have a deeper 
insight of customer so much so that they 
know individually each of them. 
Consequently market segmentation is 
changed, today every firms can know 
deeper each customer with a broad view of  
his social, professional and familial life. In 
front of all these different aspects, the way 
to do marketing has evolved. 
  
From now on, in communication, each 
word, song, picture, is elaborated according 
to the customer behaviour. Companies can 
measure customer interaction with the ads 
and then make the decision to launch 
advertising campaign or not.  
Nothing is left to chance. As an example, 
each word used in an e-mail is made to 
reach the customer personally. For instance, 
Amazon and Netflix, with automated 
recommendation, have revolutionised ads. 
Their website are able to know what the 
customer buy in real time, the time spent on 
an article and his behaviour with a 
promotion.  
Like segmentation, communication is 
personalised. The support of 
communication, the message, the time is 
chose in adequacy with target customer. In 
the same way, price is also fixed with the 
data-driven decision making. Data are able 
to create the perfect price and save money 
for the company. What even the most 
experimented employee couldn’t. For 
example, Amazon gave price fixation to an 
algorithm: this result in less spending, 
discounts, stock accumulation, and a better 
estimate for introduction of new products. 
However, big data also lead to a reduction 
of the workforce, and even elimination of 
the pricing team in this American company.   
  
By gathering and harnessing their own data, 
companies are able to set up strategies more 
precise than ever. A choice that attract 
numerous businesses because it can allow a 
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diminution of the cost and a better 
performance.  

New York University has demonstrated that 
the utilisation of big data technologies result 
in 1–3% higher productivity than the 
average firm. 
We can assume the fact that the better the 
companies use big data, the higher financial 
result and profits are. We can observe that 
the gap between previsions and reality is 
increasingly smaller. For example, 
American Airline has eliminated gaps 
between actual arrival times and the 
estimated ones. This adjustment worth 
several million dollars a year at each airport. 
  
Marketing is constantly evolving and 
depends of technologies evolution, so much 
that we now focus on a new term called 
“marketing predictive”.  
More specifically, with these latest 
technologies, marketers can anticipate 
customer behaviour thanks to databases. 
With these databases they can model a 
customer behaviour and create probabilities. 
For instance, Galerie Lafayette, during sales 
period, knew how many sales revenue the 
company could do before the period even 
start. Thanks to the localisation of customer, 
it was able to anticipate the number of 
potential customers and thus predict sale 
quantities.  
With marketing predictive, companies can 
sell more and better. In fact thanks to a 
purchase history, companies can propose the 
future product that the customer could need. 
Marketing campaign is adapted to customer 
profile and is used at best. As companies 
know the future trend, they are able to 
control stock in the best way possible. 
Finally, companies can easily implement 
corrective action because they can identify 
when a customer is dissatisfied. 
  
To sum up, we can observe that the 
advancement of science though the new 
technologies and algorithms is growing and 

influence more and more companies all 
around the world.  
The way to make marketing decision is 
completely different and now focuses on 
consumer insight. The company can go 
deeper in customer understanding and 
adapts all marketing decisions: price, 
advertising campaign and the most 
important segmentation. The customer isn’t 
anymore a part of a segment but an unique 
person. The company know perfectly and 
control each of its interactions with the 
customer. In other words big data became 
an indispensable tool for marketers. 

II. Impact of big data on the decision 
making process  

In marketing world, strategic decisions are 
taken every day, from the most usual to the 
most important. The use of data to support 
the decision-making process is increasing in 
all the levels of the company. However, 
long-term decisions are still mainly taken by 
senior managers, at the heart of the 
decision-making process and thus benefiting 
of the most developed tools. 
Traditionally, the decision-making process 
is shaped on the model of limited rationality 
by Herbert Simon: Intelligence, modelling, 
choice and control. However, with the 
exploitation of big data this decision-
making process is being complicated and 
has to improve. From now on, the process 
of decision begin when the senior manager 
has to choose which data to look for, even 
before starting to collect data. 

A correct utilisation of those enormous 
informations in the decision making-process  
is not easy. The main challenge of using 
data is not in the collect of data, but in the 
choice of which data should be sought and 
how to visualise it.  
Data recovery is becoming easier for 
businesses contrary to the process of data 
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processing, which is increasingly complex 
and perilous. However, according to a study 
by Stanford University, there is no 
correlation between the relevance of the 
data and its abundance. 

If the right data exists and can be an 
important asset for the company, it stays 
very difficult to find it and exploit it.  
The quality of the strategic decision taken is 
totally linked to the quality of the source of 
information. The non reliability of the 
source may cause a wrong decision and 
provoke deep consequences for companies.  
Moreover, data, often purchased by 
companies, come from numerous different 
sources and even sometimes a mix of them, 
which increases the likelihood of error. 

Now, data being so numerous, so 
complicated, that the manager can’t analyse 
it, understand and interpret them by itself. 
He has to trust machines, algorithms and 
others tools to get a start for reflection. 
However, in our contemporary businesses, 
there is still a very little proportion of 
employees who is able to manage the tools 
that harness data. The visualisation of data 
is the the most important challenge. 
Many tools have been created to enable the 
manager and his employees to visualise 
these data: we are witnessing a necessary 
computerisation of the decision-making 
process with tools such as TDA, OLAP … 

In addition, companies that have invested in 
data processes tend to be data-based instead 
of data-informed. They give data too much 
decision-making power and let them drive 
the decision process. Companies that rely on 
isolated data tend to focus on them, while 
other more interesting opportunities for the 
company may exist, but are just not 
expressed by data. By being data-informed, 
we are able to understand informations 
provided by the data. But also to adapt it to 
what we consider the most beneficial for the 
company. Data-driven decision is like a 

plane in autopilot, an exceptional rate of 
success but the way of flying is similar to 
the others. Data-informed means using this 
data to control the aircraft and to have a 
more personalised flight, thus flying over its 
competitors who don’t use the material as 
they should.  
Moreover, data-informed allows to create 
the ideal strategy, combining experiences 
and preferences with the newly collected 
data and therefore  being in adequacy with 
the moving market. It is necessary that the 
company does not surrender to all the 
advantages described by the data-driven 
decision making. 

Thus we have data that represent enormous 
volumes, these data in themselves are 
unusable by the basis manager. We are 
creating more and more tools that allow us 
to visualise these data and thus exploit 
them. However, these tools are not fully 
handled by employees and there are mainly 
criticised because they can’t take account of 
the environmental context. 
Decision-making process is highly 
computerised and teams are more and more 
losing control of their own decision-making 
process. They make their strategic decisions 
based on data whose they can’t measure 
their reliability. This new model doesn’t 
seem to find its balance between robustness 
and instability yet. Data informed allows the 
company to avoid errors as long as the tools 
do not mix successfully quality and 
quantity. 

III. Big data utilisation will lead to a 
management revolution 

The modification of the decision-making 
process with big data obviously lead to a 
similar management revolution in the 
company. Incorporate data into a decision 
making process is a significant and hard 
currency management exercise. 
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Today, many companies have realised that 
data are increasingly necessary and they 
begin to exploit them. But a lot of them are 
still relying on "HiPPO" - the highest-paid 
person's opinion - to take important 
decisions.  Person who are taking their 4

decision according to their own experiences, 
thoughts, relationships and/or personal 
benefits.  
However, the traditional decision-making 
structure seems to evolve, the power of 
knowledge is not given to the one with the 
most experience but to the one who knows 
how to understand and harness big data. A 
more neutral and transparent process of 
decision can be promoted through big data. 

With this management revolution,  
organisation in the team will be modified 
and new roles will come. 
Traditional leaders will have lead this 
management revolution and help team to 
adapt. If they don’t they will be replaced by 
managers who know how to understand 
data-analysis tools and maintain trust in his 
own intuition and in his team one. 

Companies are increasingly looking for 
flexible and cross functional teams, in order 
to dispatch the analytics skills to all the 
employees and not only to a closed group of 
them. 
For the moment, companies are mainly 
relying on data scientists. The job of the 
future according to the Harvard Business 
Review which even devoted an article to 
this new profession: "Data Scientist: The 
Sexiest Job of the 21st Century”. The data 
scientist is described as the only one who 
“can coax treasure out of messy, 
unstructured data” the one that helps 

“decision makers shift from ad hoc analysis 
to an ongoing conversation with data”.  5

This highlights the main difficulty which 
hampers the use of big data in the strategic 
decision process. Marketing teams are not 
yet trained in this field. Thus, experts in the 
analysis of big data in decision-making 
process are rare and actively researched by 
the biggest companies.  

As companies rush to capitalise on the 
potential of big data, traditional managers 
will need to train quickly in order to be able 
to be efficient in this new decision-making 
processes. In this race to integrate data in 
the company, traditional managers are 
facing a stark choice: improve their 
competencies through intensive training or 
being replaced by multidisciplinary 
managers. An important support has to be 
given to the team in order to help them to 
understand this data revolution and to find 
their place in the organisation. Managers 
have to show employees that if they have to 
integrate new competencies through 
training, their intuition are still valuable 
assets for the company.  
It is important to exploit the data in order to 
increase its performance, however 
everything is not to throw in those human 
centred structures.  
The question of the balance between the 
human and computerised data is getting 
more and more current and complicated, but 
as Pablo Picasso said “Computers are 
useless. They can only give you answers.” 

 Andrew McAfee & Erik Brynjolfsson (October 2012) - Big Data: The Management Revolution Harvard 4

Business Review

 Thomas H. Davenport, D.J. Patil (2012) -  Data Scientist: The Sexiest Job of the 21st Century - Harvard 5

Business Review. 
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IV. Data-driven decision making in 
marketing affect inventiveness 

  
Marketing is helped by data or is it 
becoming dependent of  them? Is there still 
a place for marketer’s creativity? 
We observe that manager role is evolving, in 
fact the most important task for manager is 
to take the best decision.  
However in their decision process, big data 
are more and more important in spite of 
intuition. In other words manager’s decision 
is now more rational than emotional. 
Consequently when a manager want to 
make a decision its first reflex, is to test it 
with big data. Is there a risk for the own 
"culture of decision making" of each 
company ? The caught is to arrive to an 
universalisation of the decision process and 
a kind of standardisation range. 
  
Intuition still play a key role in decision. For 
example, Cadbury produced an ad that was 
controlled by the firm Millward Brown, the 
world’s largest tester of advertising. The 
research demonstrated that the ad did poorly 
in tests with customers. The result indicated 
a low brand appeal and awareness and the 
quantitative data clearly proved a no-go 
suggestion. Despite it, the company decided 
to launch the ad with stunning success. 
Results show they were right: millions of 
online views, improvement of the brand 
notoriety and a higher volume of sales. 
Consequently, we can assume the fact that 
intuition can provide better outcome that big 
data analytics, and big data aren’t a perfect 
science.  

Even in businesses which use the most big 
data, intuition still play a decisive role in the 
decision-making process of managers. As a 
result, large projects to develop new 
products or services are often initially the 
result of intuition. For example, Google is a 
big data company. We could think at first 
sight that intuition has been displaced by the 

overabundance of its big data. However, the 
idea of the self-driving car came from a 
manager who had lost one of his friends in a 
traffic accident. He had the intuition that he 
could develop something new, without 
knowing why, and this before the explosion 
of big data. 

Steve Jobs believed strongly in his 
intuitions and avoided studying market, 
because, for him, consumers did not know 
what they needed. Like Steve Jobs, some 
marketers are reluctant and still prefer to 
believe in intuition. Yet, in the era of big 
data it is difficult to work without it. In fact 
the intuition can also mislead the marketers. 
Philip Telck, after 20 years of research in 
political pundits, affirms that intuition is no 
more accurate than throwing a coin. It is 
therefore necessary to measure intuition, 
because the human being tends to put more 
belief in his intuitions which are the result 
of his feelings and his experience. 

Concerning the relationship between big 
data and creativity we can say that, big data 
can provide informations about customer 
emotion, behaviour, sensibility and create 
new opportunities. In other words big data 
give information about “existing” but the 
man create “existing” of tomorrow. 
  
The current challenge for marketers is to 
find the balance between big data and the 
couple “creativity” “intuition”. Both must 
be complementary, big data can be a tool for 
guide innovation perspective and thus 
reduce cost and improve productivity during 
the research by providing tracks of 
reflexion. Creativity and intuition deals with 
human aspect that big data can’t understand 
like desire, emotion, and behaviour. 
Emotional play a key role in marketing and 
can’t be deleted. Successful projects are the 
ones which were created upon the result of 
the intuition or creativity of the leader. Then 
the viability of the idea is oriented and 
measured by the analyses. For example, the 
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Linkedin service "People You May Know" 
was based on an intuition whereas it's a data 
product. 

To conclude, it’s important to do not 
underestimate human capacity and keep in 
mind that if the harnessing of data is now 
necessary for companies, big data stay a 
tool for decision making and not the 
reverse. 

Companies must find the perfect balance 
between big data and intuition and can’t 
entirely be driven by one nor the other. 
Although computerised tools and algorithms 
are increasingly powerful, they can be even 
more effective for strategic marketing 
decision when collaborating with the 
dedicated teams. An idea which is not so 
reckless when big data can now measure the 
probability of failure or success in a market.  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From the customer to the final decision : A process through big data. 

The scheme summarises the influence of big data in the decision process. The consumer provides 
big data with his several devices, informations that will be recovered by companies. 
These big data have to be analysed by the teams, with data-visualisation tools and experts like the 
data scientist. The information resulting from this transformation is analysed by the parties and 
allows a decision to be made. The ideal final decision is thus a necessary balance between the 
exploitation of the data and the intuition of the teams. 
The customer is at the origin of the decision making of the company. 
The schema takes an account a feed back, the final decision may lead to the need to collect new 
data but more precise idea of the data and the quantity needed. 



Conclusion  

The volume of data retrieved by companies 
is increasing and tools exploiting them more 
and more sophisticated. Marketing uses big 
data for the consumer insight, to create a 
unique relationship with the customer. 
Because the use of big data can greatly 
improve the marketing mix, it is now 
necessary to marketers. 

The decision-making process is more and 
more computerised and data-visualisation 
tools are needed in order to understand this 
enormous and complex volume of data 
collected. However, the source of the data is 
not always direct nor reliable and jeopardise 
the quality of the resulting decision. 

This data revolution bring a revolution in 
the decision-making structure. The 
traditional management is modified, teams 
must now be cross-functional, they have to 
understand and handle big data. Experts in 
this field are actively sought after by human 
resources. Companies are struggling to 
integrate these new elements in their 
structures and to find a new balance.  

In the most advanced companies in the 
field, the balance of power is disrupted. 
Some managers give now more confidence 
in data collected than in their team members 

intuition, rational is favoured rather than 
emotional. There is a reassessment of the 
culture of decision. The challenge will be to 
keep inventiveness, taste for risk, possibility 
of mistakes in order to be able to create, 
innovate and not only improve. 

If 74% of internet users are willing to give 
more personal information in exchange for 
relevant offers , 2/3 of them are regularly 6

deleting cookies because they are worried 
about their personal data being used by 
companies.   7

In a world where brands collect customer 
data in every aspects of their life (via 
cookies, IP, geolocation, application, social 
networks ...), users have now access to tools 
helping them to block this targeting. 

Trust between brands and customers is thin, 
companies must use data in a smart way in 
order to don’t break the confidence given. 
Otherwise, users may be scared or annoyed, 
and act to avoid this data recovery. 
If new future studies should be realised, we 
will ask ourselves about how to provide a 
personalised customer experience, realised 
with the use of big data, while maintaining 
the relationship of trust with the consumer.  

 "Customer data : privacy, profit and the new paradigm", LoyaltyOne, 20126

 Global Web Index Study : https://www.globalwebindex.net/blog/1-in-3-are-regularly-deleting-cookies7

Page �  of �10 13

https://www.globalwebindex.net/blog/1-in-3-are-regularly-deleting-cookies


References  

(1) Hai Wang, Zeshui Xu, Hamido Fujita, Shousheng Liu 
(2016). Towards felicitous decision making: An 
overview on challenges and trends of Big Data. 
Information Sciences. Retrieved from : http://
resolver.ebscohost.com.ezproxy.bib.hh.se/openurl?
sid=EBSCO%3aedselp&genre=article&issn=0020025
5&ISBN=&volume=367-368&issue=&date=2016110
1&spage=747&pages=747-765&title=Information+Sc
iences&atitle=Towards+felicitous+decision+making
%3a+An+overview+on+challenges+and+trends+of+
Big+Data&aulast=Wang%2c+Hai&id=DOI%3a10.10
16%2fj.ins.2016.07.007&site=ftf-live 

(2) C. Faillet (2015) « Le data-driven marketing : qu’est-
ce que c’est ? » - L’observatoire influencia. Retrieved 
from : http://www.influencia.net/fr/actualites/design-
lab,observatoire-influencia,data-driven-marketing-est-
ce-que-est,5846.html 

(3) Thomas H. Davenport (2013) “Enterprise Analytics: 
Optimize Performance, Process, and Decisions 
Through Big Data (FT Press Operations 
Management)” 289-291. Retrieved from : Ibooks  

(4) Yann GOURVENNEC (2017), BIG DATA : QUEL 
IMPACT SUR LA PRISE DE DÉCISION ?-  Sales & 
Marketing Insiders. Retrieved from : https://
www.sparklane-group.com/fr/blog/big-data-quel-
impact-sur-la-prise-de-decision/ 

    
(5) Helena Kościelniak, Agnieszka Puto (2015) - BIG 

DATA in decision making processes of enterprises -
International Conference on Communication, 
Management and Information Technology (ICCMIT 
2015). Retrieved from : http://
resolver.ebscohost.com.ezproxy.bib.hh.se/
openurlsid=EBSCO:edselp&genre=article&issn=1877
0509&ISBN=&volume=65&issue=&date=20150101
&spage=1052&pages=1052-1058&title=Procedia%20
Computer%20Science&atitle=BIG%20DATA%20in
%20Decision%20Making%20Processes%20of%20En
terprises&aulast=Kościelniak%2C%20Helena&id=D
OI:10.1016/j.procs.2015.09.053 

(6) Daniel Newman (2016) - Big Data, Big Benefits for 
Market Intelligence - Converge.XYZ. Retrieved 
from : http://converge.xyz/big-data-big-benefits-
market-intelligence/ 

(7) Stephan Kudyba (2014) Big Data,Mining, and 
Analytics - Components of Strategic Decision Making 
- 13-29, 121. Retrieved from : http://bookzz.org/book/
2370219/239a7f 

(8) Foster Provost, Tom Fawcett (2013) - DATA 
SCIENCE AND ITS RELATIONSHIP TO BIG 
DATA AND DATA-DRIVEN DECISION MAKING - 
MARY ANN LIEBERT, INC. VOL. 1 NO. 1 
MARCH 2013 BIG DATA - Retrieved from : http://
online.liebertpub.com/doi/pdf/10.1089/big.2013.1508 

        
(9) Thomas H. Davenport, D.J. Patil (2012) -  Data 

Scientist: The Sexiest Job of the 21st Century - 
Harvard Business Review. Retrieved from : https://
www.tias.edu/docs/default-source/Kennisartikelen/
harvard_data-scientist-the-sexiest-job-of-the-21st-

century_2012.pdf?sfvrsn=0  
   

(10) Phil Simon (2014) - Data Visualization, Big Data, and 
the Quest for Better Decisions. 176-182. Retrieved 
from : http://bookzz.org/book/2613298/79b685 

(11) From Insight to Action: How Data-Driven Marketing 
Is Supporting Big Decisions (2016) Think with 
Google. Retrieved from : https://
www.thinkwithgoogle.com/articles/data-driven-
marketing-decision-making.html 

(12) Daniel J. Power (2015) - Big Data’ Decision Making 
Use Cases - Decision Support Systems V – Big Data 
Analytics for Decision Making - First International 
Conference, ICDSST 2015 Belgrade, Serbia, May 27–
29, 2015 Proceedings. Retrieved from : http://
bookzz.org/book/2570694/cfedff 

(13) Thiago Poleto, Victor Diogho Heuer de Carvalho, and 
Ana Paula Cabral Seixas Costa (2015) The Roles of 
Big Data in the Decision-Support Process: An 
Empirical Investigation - Decision Support Systems V 
– Big Data Analytics for Decision Making - First 
International Conference, ICDSST 2015 Belgrade, 
Serbia, May 27–29, 2015 Proceedings. Retrieved 
from : http://bookzz.org/book/2570694/cfedff 

     
(14) Marijn Janssen, Haiko van der Voort, Agung Wahyudi 

(2016) - Factors influencing big data decision-making 
quality - Journal of Business Research January 2017 
70:338-345 - Retrieved from : http://
eds.b.ebscohost.com/eds/detail/detail?
vid=1&sid=b7c6be4c-ddfc-4687-
b033-92e867b1a0f4%40sessionmgr103&hid=103&bd
ata=JkF1dGhUeXBlPWlwLHVpZCZzaXRlPWVkcy
1saXZlJnNjb3BlPXNpdGU%3d#AN=S01482963163
04945&db=edselp 

(15) Marc de Swaan Arons, Franck van den Driest,Keith 
Weed, Aditya Joshi, Eduardo Giménez (2015) - La 
grande mutation du marketing (oubliez tout ce que 
vous avez appris) -  Harvard Business Review Édition 
Française. Retrieved from : http://www.prismashop.fr/
media/catalog/product/LIVRE_BLANC_HBR_2_.pdf 

(16) Philippe Mauchant (2016) - Le marketing est mort. 
Vive le data-driven marketing ! - Les Échos.fr - 
Retrieved from :https://www.lesechos.fr/idees-debats/
cercle/cercle-155244-le-marketing-est-mort-vive-le-
data-driven-
marketing-1207551.php#xkD51HuxCxKgbe7I.99 

(17) Dennis Spillecke, Andris Umblijs (2013) - Making 
data-driven marketing decisions - Article adapted 
from the 2013 edition of Retail Marketing and 
Branding: The Definitive Guide to Maximizing ROI.  
McKinsey & Company. Retrieved from : http://
webcache.googleusercontent.com/search?
q=cache:K9uY83Il6B0J:www.mckinsey.com/~/
media/McKinsey/Industries/Retail/
Our%2520Insights/
Making%2520data%2520driven%2520marketing%25
20decisions/
Making_data_driven_marketing_decisions.ashx+&cd
=2&hl=fr&ct=clnk&gl=se&client=safari 
   

(18) Martin Callingham (2010) - Market Intelligence/ How 
and Why Organizations Use Market Research (Market 
Research in Practice Series) - 35. Retrieved from : 
http://bookzz.org/book/883280/3392bc 

Page �  of �11 13

http://resolver.ebscohost.com.ezproxy.bib.hh.se/openurl?sid=EBSCO%3aedselp&genre=article&issn=00200255&ISBN=&volume=367-368&issue=&date=20161101&spage=747&pages=747-765&title=Information+Sciences&atitle=Towards+felicitous+decision+making%3a+An+overview+on+challenges+and+trends+of+Big+Data&aulast=Wang%2c+Hai&id=DOI%3a10.1016%2fj.ins.2016.07.007&site=ftf-live
http://resolver.ebscohost.com.ezproxy.bib.hh.se/openurl?sid=EBSCO%3aedselp&genre=article&issn=00200255&ISBN=&volume=367-368&issue=&date=20161101&spage=747&pages=747-765&title=Information+Sciences&atitle=Towards+felicitous+decision+making%3a+An+overview+on+challenges+and+trends+of+Big+Data&aulast=Wang%2c+Hai&id=DOI%3a10.1016%2fj.ins.2016.07.007&site=ftf-live
http://resolver.ebscohost.com.ezproxy.bib.hh.se/openurl?sid=EBSCO%3aedselp&genre=article&issn=00200255&ISBN=&volume=367-368&issue=&date=20161101&spage=747&pages=747-765&title=Information+Sciences&atitle=Towards+felicitous+decision+making%3a+An+overview+on+challenges+and+trends+of+Big+Data&aulast=Wang%2c+Hai&id=DOI%3a10.1016%2fj.ins.2016.07.007&site=ftf-live
http://resolver.ebscohost.com.ezproxy.bib.hh.se/openurl?sid=EBSCO%3aedselp&genre=article&issn=00200255&ISBN=&volume=367-368&issue=&date=20161101&spage=747&pages=747-765&title=Information+Sciences&atitle=Towards+felicitous+decision+making%3a+An+overview+on+challenges+and+trends+of+Big+Data&aulast=Wang%2c+Hai&id=DOI%3a10.1016%2fj.ins.2016.07.007&site=ftf-live
http://resolver.ebscohost.com.ezproxy.bib.hh.se/openurl?sid=EBSCO%3aedselp&genre=article&issn=00200255&ISBN=&volume=367-368&issue=&date=20161101&spage=747&pages=747-765&title=Information+Sciences&atitle=Towards+felicitous+decision+making%3a+An+overview+on+challenges+and+trends+of+Big+Data&aulast=Wang%2c+Hai&id=DOI%3a10.1016%2fj.ins.2016.07.007&site=ftf-live
http://resolver.ebscohost.com.ezproxy.bib.hh.se/openurl?sid=EBSCO%3aedselp&genre=article&issn=00200255&ISBN=&volume=367-368&issue=&date=20161101&spage=747&pages=747-765&title=Information+Sciences&atitle=Towards+felicitous+decision+making%3a+An+overview+on+challenges+and+trends+of+Big+Data&aulast=Wang%2c+Hai&id=DOI%3a10.1016%2fj.ins.2016.07.007&site=ftf-live
http://resolver.ebscohost.com.ezproxy.bib.hh.se/openurl?sid=EBSCO%3aedselp&genre=article&issn=00200255&ISBN=&volume=367-368&issue=&date=20161101&spage=747&pages=747-765&title=Information+Sciences&atitle=Towards+felicitous+decision+making%3a+An+overview+on+challenges+and+trends+of+Big+Data&aulast=Wang%2c+Hai&id=DOI%3a10.1016%2fj.ins.2016.07.007&site=ftf-live
http://resolver.ebscohost.com.ezproxy.bib.hh.se/openurl?sid=EBSCO%3aedselp&genre=article&issn=00200255&ISBN=&volume=367-368&issue=&date=20161101&spage=747&pages=747-765&title=Information+Sciences&atitle=Towards+felicitous+decision+making%3a+An+overview+on+challenges+and+trends+of+Big+Data&aulast=Wang%2c+Hai&id=DOI%3a10.1016%2fj.ins.2016.07.007&site=ftf-live
http://resolver.ebscohost.com.ezproxy.bib.hh.se/openurl?sid=EBSCO%3aedselp&genre=article&issn=00200255&ISBN=&volume=367-368&issue=&date=20161101&spage=747&pages=747-765&title=Information+Sciences&atitle=Towards+felicitous+decision+making%3a+An+overview+on+challenges+and+trends+of+Big+Data&aulast=Wang%2c+Hai&id=DOI%3a10.1016%2fj.ins.2016.07.007&site=ftf-live
http://www.influencia.net/fr/actualites/design-lab,observatoire-influencia,data-driven-marketing-est-ce-que-est,5846.html
http://www.influencia.net/fr/actualites/design-lab,observatoire-influencia,data-driven-marketing-est-ce-que-est,5846.html
http://www.influencia.net/fr/actualites/design-lab,observatoire-influencia,data-driven-marketing-est-ce-que-est,5846.html
https://www.sparklane-group.com/fr/blog/big-data-quel-impact-sur-la-prise-de-decision/
https://www.sparklane-group.com/fr/blog/big-data-quel-impact-sur-la-prise-de-decision/
https://www.sparklane-group.com/fr/blog/big-data-quel-impact-sur-la-prise-de-decision/
http://resolver.ebscohost.com.ezproxy.bib.hh.se/openurl
http://resolver.ebscohost.com.ezproxy.bib.hh.se/openurl
http://resolver.ebscohost.com.ezproxy.bib.hh.se/openurl
http://converge.xyz/big-data-big-benefits-market-intelligence/
http://converge.xyz/big-data-big-benefits-market-intelligence/
http://bookzz.org/book/2370219/239a7f
http://bookzz.org/book/2370219/239a7f
http://online.liebertpub.com/doi/pdf/10.1089/big.2013.1508
http://online.liebertpub.com/doi/pdf/10.1089/big.2013.1508
https://www.tias.edu/docs/default-source/Kennisartikelen/harvard_data-scientist-the-sexiest-job-of-the-21st-century_2012.pdf?sfvrsn=0
https://www.tias.edu/docs/default-source/Kennisartikelen/harvard_data-scientist-the-sexiest-job-of-the-21st-century_2012.pdf?sfvrsn=0
https://www.tias.edu/docs/default-source/Kennisartikelen/harvard_data-scientist-the-sexiest-job-of-the-21st-century_2012.pdf?sfvrsn=0
https://www.tias.edu/docs/default-source/Kennisartikelen/harvard_data-scientist-the-sexiest-job-of-the-21st-century_2012.pdf?sfvrsn=0
https://www.tias.edu/docs/default-source/Kennisartikelen/harvard_data-scientist-the-sexiest-job-of-the-21st-century_2012.pdf?sfvrsn=0
http://bookzz.org/book/2613298/79b685
https://www.thinkwithgoogle.com/articles/data-driven-marketing-decision-making.html
https://www.thinkwithgoogle.com/articles/data-driven-marketing-decision-making.html
https://www.thinkwithgoogle.com/articles/data-driven-marketing-decision-making.html
http://bookzz.org/book/2570694/cfedff
http://bookzz.org/book/2570694/cfedff
http://bookzz.org/book/2570694/cfedff
http://eds.b.ebscohost.com/eds/detail/detail?vid=1&sid=b7c6be4c-ddfc-4687-b033-92e867b1a0f4%40sessionmgr103&hid=103&bdata=JkF1dGhUeXBlPWlwLHVpZCZzaXRlPWVkcy1saXZlJnNjb3BlPXNpdGU%3d#AN=S0148296316304945&db=edselp
http://eds.b.ebscohost.com/eds/detail/detail?vid=1&sid=b7c6be4c-ddfc-4687-b033-92e867b1a0f4%40sessionmgr103&hid=103&bdata=JkF1dGhUeXBlPWlwLHVpZCZzaXRlPWVkcy1saXZlJnNjb3BlPXNpdGU%3d#AN=S0148296316304945&db=edselp
http://eds.b.ebscohost.com/eds/detail/detail?vid=1&sid=b7c6be4c-ddfc-4687-b033-92e867b1a0f4%40sessionmgr103&hid=103&bdata=JkF1dGhUeXBlPWlwLHVpZCZzaXRlPWVkcy1saXZlJnNjb3BlPXNpdGU%3d#AN=S0148296316304945&db=edselp
http://eds.b.ebscohost.com/eds/detail/detail?vid=1&sid=b7c6be4c-ddfc-4687-b033-92e867b1a0f4%40sessionmgr103&hid=103&bdata=JkF1dGhUeXBlPWlwLHVpZCZzaXRlPWVkcy1saXZlJnNjb3BlPXNpdGU%3d#AN=S0148296316304945&db=edselp
http://eds.b.ebscohost.com/eds/detail/detail?vid=1&sid=b7c6be4c-ddfc-4687-b033-92e867b1a0f4%40sessionmgr103&hid=103&bdata=JkF1dGhUeXBlPWlwLHVpZCZzaXRlPWVkcy1saXZlJnNjb3BlPXNpdGU%3d#AN=S0148296316304945&db=edselp
http://eds.b.ebscohost.com/eds/detail/detail?vid=1&sid=b7c6be4c-ddfc-4687-b033-92e867b1a0f4%40sessionmgr103&hid=103&bdata=JkF1dGhUeXBlPWlwLHVpZCZzaXRlPWVkcy1saXZlJnNjb3BlPXNpdGU%3d#AN=S0148296316304945&db=edselp
http://eds.b.ebscohost.com/eds/detail/detail?vid=1&sid=b7c6be4c-ddfc-4687-b033-92e867b1a0f4%40sessionmgr103&hid=103&bdata=JkF1dGhUeXBlPWlwLHVpZCZzaXRlPWVkcy1saXZlJnNjb3BlPXNpdGU%3d#AN=S0148296316304945&db=edselp
http://www.prismashop.fr/media/catalog/product/LIVRE_BLANC_HBR_2_.pdf
http://www.prismashop.fr/media/catalog/product/LIVRE_BLANC_HBR_2_.pdf
https://www.lesechos.fr/idees-debats/cercle/cercle-155244-le-marketing-est-mort-vive-le-data-driven-marketing-1207551.php#xkD51HuxCxKgbe7I.99
https://www.lesechos.fr/idees-debats/cercle/cercle-155244-le-marketing-est-mort-vive-le-data-driven-marketing-1207551.php#xkD51HuxCxKgbe7I.99
https://www.lesechos.fr/idees-debats/cercle/cercle-155244-le-marketing-est-mort-vive-le-data-driven-marketing-1207551.php#xkD51HuxCxKgbe7I.99
https://www.lesechos.fr/idees-debats/cercle/cercle-155244-le-marketing-est-mort-vive-le-data-driven-marketing-1207551.php#xkD51HuxCxKgbe7I.99
http://webcache.googleusercontent.com/search?q=cache:K9uY83Il6B0J:www.mckinsey.com/~/media/McKinsey/Industries/Retail/Our%2520Insights/Making%2520data%2520driven%2520marketing%2520decisions/Making_data_driven_marketing_decisions.ashx+&cd=2&hl=fr&ct=clnk&gl=se&client=safari
http://webcache.googleusercontent.com/search?q=cache:K9uY83Il6B0J:www.mckinsey.com/~/media/McKinsey/Industries/Retail/Our%2520Insights/Making%2520data%2520driven%2520marketing%2520decisions/Making_data_driven_marketing_decisions.ashx+&cd=2&hl=fr&ct=clnk&gl=se&client=safari
http://webcache.googleusercontent.com/search?q=cache:K9uY83Il6B0J:www.mckinsey.com/~/media/McKinsey/Industries/Retail/Our%2520Insights/Making%2520data%2520driven%2520marketing%2520decisions/Making_data_driven_marketing_decisions.ashx+&cd=2&hl=fr&ct=clnk&gl=se&client=safari
http://webcache.googleusercontent.com/search?q=cache:K9uY83Il6B0J:www.mckinsey.com/~/media/McKinsey/Industries/Retail/Our%2520Insights/Making%2520data%2520driven%2520marketing%2520decisions/Making_data_driven_marketing_decisions.ashx+&cd=2&hl=fr&ct=clnk&gl=se&client=safari
http://webcache.googleusercontent.com/search?q=cache:K9uY83Il6B0J:www.mckinsey.com/~/media/McKinsey/Industries/Retail/Our%2520Insights/Making%2520data%2520driven%2520marketing%2520decisions/Making_data_driven_marketing_decisions.ashx+&cd=2&hl=fr&ct=clnk&gl=se&client=safari
http://webcache.googleusercontent.com/search?q=cache:K9uY83Il6B0J:www.mckinsey.com/~/media/McKinsey/Industries/Retail/Our%2520Insights/Making%2520data%2520driven%2520marketing%2520decisions/Making_data_driven_marketing_decisions.ashx+&cd=2&hl=fr&ct=clnk&gl=se&client=safari
http://webcache.googleusercontent.com/search?q=cache:K9uY83Il6B0J:www.mckinsey.com/~/media/McKinsey/Industries/Retail/Our%2520Insights/Making%2520data%2520driven%2520marketing%2520decisions/Making_data_driven_marketing_decisions.ashx+&cd=2&hl=fr&ct=clnk&gl=se&client=safari
http://webcache.googleusercontent.com/search?q=cache:K9uY83Il6B0J:www.mckinsey.com/~/media/McKinsey/Industries/Retail/Our%2520Insights/Making%2520data%2520driven%2520marketing%2520decisions/Making_data_driven_marketing_decisions.ashx+&cd=2&hl=fr&ct=clnk&gl=se&client=safari
http://webcache.googleusercontent.com/search?q=cache:K9uY83Il6B0J:www.mckinsey.com/~/media/McKinsey/Industries/Retail/Our%2520Insights/Making%2520data%2520driven%2520marketing%2520decisions/Making_data_driven_marketing_decisions.ashx+&cd=2&hl=fr&ct=clnk&gl=se&client=safari
http://bookzz.org/book/883280/3392bc


(19) The Deciding Factor/ Big Data & Decision Making 
(2012) - A global survey from the Economist 
Intelligence Unit commissioned by Capgemini. 
Retrieved from : https://www.capgemini.com/
resources/the-deciding-factor-big-data-decision-
making 

(20) Shvetank Shah, Andrew Horne, Jaime Capellá (2012) 
- Good Data Won’t Guarantee Good Decisions - 
Harvard Business Review. Retrieved from : https://
hbr.org/2012/04/good-data-wont-guarantee-good-
decisions 

(21) Erik Brynjolfsson, Lorin M. Hitt, Heekyung Hellen 
Kim (2011) - Strength in Numbers: How Does Data-
Driven Decisionmaking Affect Firm Performance? - 
Retrieved from : https://papers.ssrn.com/sol3/
papers.cfm?abstract_id=1819486 

(22) Katina Michael,University of Wollongong & Keith W. 
Miller, University of Missouri-St Louis (2013) - Big 
Data: New Opportunities and New Challenges - 
Retrieved from : http://ieeexplore.ieee.org/stamp/
stamp.jsp?arnumber=6527259 

(23) Niraj Dawar (August 2016) - Use Big Data to Create 
Value for Customers, Not Just Target Them Harvard 
Business Review  - Retrieved from: https://hbr.org/
2016/08/use-big-data-to-create-value-for-customers-
not-just-target-them&ab=Article-Links-
End_of_Page_Recirculation 

(24) Michael Schwartz & Shobit Mathur (2015) - Feel the 
power Big Data, Big Opportunity - Is Your 
Commodity Value Chaine Smart? - Retrived from: 
https://www.ekaplus.com/resources/docs/european-
oil-gas-big-data-july-2015.pdf 

(25) Andrew McAfee & Erik Brynjolfsson (October 2012) 
- Big Data: The Management Revolution Harvard 
Business Review - Retrieved from: http://
www.rosebt.com/uploads/8/1/8/1/8181762/
big_data_the_management_revolution.pdf 
  

(26) Michael Schrage (August 2015) - How the Big Data 
Explosion Has Changed Decision Making Harvard 
Business Review - Retrivied fom: https://hbr.org/
2016/08/how-the-big-data-explosion-has-changed-
decision-making 

(27) Katerine Ailine (February 2015) - What is Market 
Intelligence? - Retrieved from: http://
www.businessnewsdaily.com/4697-market-
intelligence.html 

(28) Matthew Harrison and Julia Cupman (2017) - 
Competitor Intelligence Research & Market 
Intelligence - Retrieved from: https://
www.b2binternational.com/publications/competitor-
intelligence/ 

(29) Randy Bean (February 2016) - Just Using Big Data 
Isn’t Enough Anymore Harvard Business Review - 
Retrieved from: https://hbr.org/2016/02/just-using-
big-data-isnt-enough-anymore&ab=Article-Links-
End_of_Page_Recirculation 

(30) DVL Smith and JH Fletcher (2004) - The art and 
science of interpreting market research evidence - 
Retrieved from: https://books.google.se/books?
hl=fr&lr=&id=C8KBiT6g9QoC&oi=fnd&pg=PR5&d
q=%27The+Art+and+Science+of+Interpreting+Mark

et+Research+Evidence%27&ots=0SVEh1_xpH&sig=
QX1RXM00jCR3TbdBhmHkFLLwtzw&redir_esc=y
#v=onepage&q='The%20Art%20and%20Science%20
of%20Interpreting%20Market%20Research%20Evide
nce'&f=false 

(31) Maxwell Wessel (November 2016) - You Don’t Need 
Big Data, You Need The Right Data Harvard Business 
Review - Retrieved from: https://hbr.org/2016/11/you-
dont-need-big-data-you-need-the-right-
data&ab=Article-Links-End_of_Page_Recirculation 

(32) Tanya Menon & Leigh Thompson (November 2016) - 
How to Make Better Decisions with Less Data - 
Retrieved from: https://hbr.org/2016/11/how-to-make-
better-decisions-with-less-data&ab=Article-Links-
End_of_Page_Recirculation 

(33) Mark Mallinger, PHD & Matt Stefl (2015) - Big Data 
Decision Making Is There Room for Intuition in the 
Era of Big Data? - Retrieved from:https://
gbr.pepperdine.edu/2015/10/big-data-decision-
making/ 

(34) Suni Erevelles, Nobuyuki Fukawa, Linda Swayne 
(2015) - Big Data consumer analytics and the 
transformation of marketing - Retrieved from: http://
www.sciencedirect.com/science/article/pii/
S0148296315002842 

(35) Keith Carter (September 2013) - Using Big Data to 
amplify your customer experience - Retrieved from: 
http://thinkbusiness.nus.edu/article/big-data-2/ 

(36) Peter C. Verhoef,Edwin Kooge,Natasha Walk (2016) - 
Creating Value with Big Data Analytics: Making 
Smarter Marketing Decisions. Retrieved from : 
https://books.google.se/books?
id=w7RYCwAAQBAJ&printsec=frontcover&dq=Cre
ating+Value+with+Big+Data+Analytics:
+Making+Smarter+Marketing+Decisions&hl=fr&sa=
X&ved=0ahUKEwiI-
N7zzcbSAhVBkywKHbrVC6cQ6AEIHDAA#v=one
page&q=Creating%20Value%20with%20Big%20Dat
a%20Analytics%3A%20Making%20Smarter%20Mar
keting%20Decisions&f=false 

(37) Patrick Spenner & Karen Freeman (May 2012) - To 
Keep Your Customers, Keep It Simple - Retrieved 
from: https://hbr.org/2012/05/to-keep-your-customers-
keep-it-simple 

(38) McKinsey (April 2016) - How companies are using 
big data and analytics - Retrieved from: http://
www.mckinsey.com/business-functions/mckinsey-
analytics/our-insights/how-companies-are-using-big-
data-and-analytics 

(39) Daniel J.Power (2016) - Using Big Data for analytics 
and decision support - Retrieved from: http://
www.tandfonline.com/doi/full/
10.1080/12460125.2014.888848?needAccess=true 

(40) Bernar Marr (2016) - How Many Companies Are 
Really Making Money From Their Data? - Retrieved 
from:https://www.forbes.com/sites/bernardmarr/
2016/01/13/big-data-60-of-companies-are-making-
money-from-it-are-you/#60b2717a2d8f 

Page �  of �12 13

https://www.capgemini.com/resources/the-deciding-factor-big-data-decision-making
https://www.capgemini.com/resources/the-deciding-factor-big-data-decision-making
https://www.capgemini.com/resources/the-deciding-factor-big-data-decision-making
https://hbr.org/2012/04/good-data-wont-guarantee-good-decisions
https://hbr.org/2012/04/good-data-wont-guarantee-good-decisions
https://hbr.org/2012/04/good-data-wont-guarantee-good-decisions
https://papers.ssrn.com/sol3/papers.cfm?abstract_id=1819486
https://papers.ssrn.com/sol3/papers.cfm?abstract_id=1819486
http://ieeexplore.ieee.org/stamp/stamp.jsp?arnumber=6527259
http://ieeexplore.ieee.org/stamp/stamp.jsp?arnumber=6527259
https://hbr.org/2016/08/use-big-data-to-create-value-for-customers-not-just-target-them&ab=Article-Links-End_of_Page_Recirculation
https://hbr.org/2016/08/use-big-data-to-create-value-for-customers-not-just-target-them&ab=Article-Links-End_of_Page_Recirculation
https://hbr.org/2016/08/use-big-data-to-create-value-for-customers-not-just-target-them&ab=Article-Links-End_of_Page_Recirculation
https://hbr.org/2016/08/use-big-data-to-create-value-for-customers-not-just-target-them&ab=Article-Links-End_of_Page_Recirculation
https://www.ekaplus.com/resources/docs/european-oil-gas-big-data-july-2015.pdf
https://www.ekaplus.com/resources/docs/european-oil-gas-big-data-july-2015.pdf
http://www.rosebt.com/uploads/8/1/8/1/8181762/big_data_the_management_revolution.pdf
http://www.rosebt.com/uploads/8/1/8/1/8181762/big_data_the_management_revolution.pdf
http://www.rosebt.com/uploads/8/1/8/1/8181762/big_data_the_management_revolution.pdf
https://hbr.org/2016/08/how-the-big-data-explosion-has-changed-decision-making
https://hbr.org/2016/08/how-the-big-data-explosion-has-changed-decision-making
https://hbr.org/2016/08/how-the-big-data-explosion-has-changed-decision-making
http://www.businessnewsdaily.com/4697-market-intelligence.html
http://www.businessnewsdaily.com/4697-market-intelligence.html
http://www.businessnewsdaily.com/4697-market-intelligence.html
https://www.b2binternational.com/publications/competitor-intelligence/
https://www.b2binternational.com/publications/competitor-intelligence/
https://www.b2binternational.com/publications/competitor-intelligence/
https://hbr.org/2016/02/just-using-big-data-isnt-enough-anymore&ab=Article-Links-End_of_Page_Recirculation
https://hbr.org/2016/02/just-using-big-data-isnt-enough-anymore&ab=Article-Links-End_of_Page_Recirculation
https://hbr.org/2016/02/just-using-big-data-isnt-enough-anymore&ab=Article-Links-End_of_Page_Recirculation
https://books.google.se/books?hl=fr&lr=&id=C8KBiT6g9QoC&oi=fnd&pg=PR5&dq=%27The+Art+and+Science+of+Interpreting+Market+Research+Evidence%27&ots=0SVEh1_xpH&sig=QX1RXM00jCR3TbdBhmHkFLLwtzw&redir_esc=y#v=onepage&q='The%20Art%20and%20Science%20of%20Interpreting%20Market%20Research%20Evidence'&f=false
https://books.google.se/books?hl=fr&lr=&id=C8KBiT6g9QoC&oi=fnd&pg=PR5&dq=%27The+Art+and+Science+of+Interpreting+Market+Research+Evidence%27&ots=0SVEh1_xpH&sig=QX1RXM00jCR3TbdBhmHkFLLwtzw&redir_esc=y#v=onepage&q='The%20Art%20and%20Science%20of%20Interpreting%20Market%20Research%20Evidence'&f=false
https://books.google.se/books?hl=fr&lr=&id=C8KBiT6g9QoC&oi=fnd&pg=PR5&dq=%27The+Art+and+Science+of+Interpreting+Market+Research+Evidence%27&ots=0SVEh1_xpH&sig=QX1RXM00jCR3TbdBhmHkFLLwtzw&redir_esc=y#v=onepage&q='The%20Art%20and%20Science%20of%20Interpreting%20Market%20Research%20Evidence'&f=false
https://books.google.se/books?hl=fr&lr=&id=C8KBiT6g9QoC&oi=fnd&pg=PR5&dq=%27The+Art+and+Science+of+Interpreting+Market+Research+Evidence%27&ots=0SVEh1_xpH&sig=QX1RXM00jCR3TbdBhmHkFLLwtzw&redir_esc=y#v=onepage&q='The%20Art%20and%20Science%20of%20Interpreting%20Market%20Research%20Evidence'&f=false
https://books.google.se/books?hl=fr&lr=&id=C8KBiT6g9QoC&oi=fnd&pg=PR5&dq=%27The+Art+and+Science+of+Interpreting+Market+Research+Evidence%27&ots=0SVEh1_xpH&sig=QX1RXM00jCR3TbdBhmHkFLLwtzw&redir_esc=y#v=onepage&q='The%20Art%20and%20Science%20of%20Interpreting%20Market%20Research%20Evidence'&f=false
https://books.google.se/books?hl=fr&lr=&id=C8KBiT6g9QoC&oi=fnd&pg=PR5&dq=%27The+Art+and+Science+of+Interpreting+Market+Research+Evidence%27&ots=0SVEh1_xpH&sig=QX1RXM00jCR3TbdBhmHkFLLwtzw&redir_esc=y#v=onepage&q='The%20Art%20and%20Science%20of%20Interpreting%20Market%20Research%20Evidence'&f=false
https://books.google.se/books?hl=fr&lr=&id=C8KBiT6g9QoC&oi=fnd&pg=PR5&dq=%27The+Art+and+Science+of+Interpreting+Market+Research+Evidence%27&ots=0SVEh1_xpH&sig=QX1RXM00jCR3TbdBhmHkFLLwtzw&redir_esc=y#v=onepage&q='The%20Art%20and%20Science%20of%20Interpreting%20Market%20Research%20Evidence'&f=false
https://books.google.se/books?hl=fr&lr=&id=C8KBiT6g9QoC&oi=fnd&pg=PR5&dq=%27The+Art+and+Science+of+Interpreting+Market+Research+Evidence%27&ots=0SVEh1_xpH&sig=QX1RXM00jCR3TbdBhmHkFLLwtzw&redir_esc=y#v=onepage&q='The%20Art%20and%20Science%20of%20Interpreting%20Market%20Research%20Evidence'&f=false
https://hbr.org/2016/11/you-dont-need-big-data-you-need-the-right-data&ab=Article-Links-End_of_Page_Recirculation
https://hbr.org/2016/11/you-dont-need-big-data-you-need-the-right-data&ab=Article-Links-End_of_Page_Recirculation
https://hbr.org/2016/11/you-dont-need-big-data-you-need-the-right-data&ab=Article-Links-End_of_Page_Recirculation
https://hbr.org/2016/11/how-to-make-better-decisions-with-less-data&ab=Article-Links-End_of_Page_Recirculation
https://hbr.org/2016/11/how-to-make-better-decisions-with-less-data&ab=Article-Links-End_of_Page_Recirculation
https://hbr.org/2016/11/how-to-make-better-decisions-with-less-data&ab=Article-Links-End_of_Page_Recirculation
https://gbr.pepperdine.edu/2015/10/big-data-decision-making/
https://gbr.pepperdine.edu/2015/10/big-data-decision-making/
https://gbr.pepperdine.edu/2015/10/big-data-decision-making/
http://www.sciencedirect.com/science/article/pii/S0148296315002842
http://www.sciencedirect.com/science/article/pii/S0148296315002842
http://www.sciencedirect.com/science/article/pii/S0148296315002842
http://thinkbusiness.nus.edu/article/big-data-2/
https://books.google.se/books?id=w7RYCwAAQBAJ&printsec=frontcover&dq=Creating+Value+with+Big+Data+Analytics:+Making+Smarter+Marketing+Decisions&hl=fr&sa=X&ved=0ahUKEwiI-N7zzcbSAhVBkywKHbrVC6cQ6AEIHDAA#v=onepage&q=Creating%20Value%20with%20Big%20Data%20Analytics%3A%20Making%20Smarter%20Marketing%20Decisions&f=false
https://books.google.se/books?id=w7RYCwAAQBAJ&printsec=frontcover&dq=Creating+Value+with+Big+Data+Analytics:+Making+Smarter+Marketing+Decisions&hl=fr&sa=X&ved=0ahUKEwiI-N7zzcbSAhVBkywKHbrVC6cQ6AEIHDAA#v=onepage&q=Creating%20Value%20with%20Big%20Data%20Analytics%3A%20Making%20Smarter%20Marketing%20Decisions&f=false
https://books.google.se/books?id=w7RYCwAAQBAJ&printsec=frontcover&dq=Creating+Value+with+Big+Data+Analytics:+Making+Smarter+Marketing+Decisions&hl=fr&sa=X&ved=0ahUKEwiI-N7zzcbSAhVBkywKHbrVC6cQ6AEIHDAA#v=onepage&q=Creating%20Value%20with%20Big%20Data%20Analytics%3A%20Making%20Smarter%20Marketing%20Decisions&f=false
https://books.google.se/books?id=w7RYCwAAQBAJ&printsec=frontcover&dq=Creating+Value+with+Big+Data+Analytics:+Making+Smarter+Marketing+Decisions&hl=fr&sa=X&ved=0ahUKEwiI-N7zzcbSAhVBkywKHbrVC6cQ6AEIHDAA#v=onepage&q=Creating%20Value%20with%20Big%20Data%20Analytics%3A%20Making%20Smarter%20Marketing%20Decisions&f=false
https://books.google.se/books?id=w7RYCwAAQBAJ&printsec=frontcover&dq=Creating+Value+with+Big+Data+Analytics:+Making+Smarter+Marketing+Decisions&hl=fr&sa=X&ved=0ahUKEwiI-N7zzcbSAhVBkywKHbrVC6cQ6AEIHDAA#v=onepage&q=Creating%20Value%20with%20Big%20Data%20Analytics%3A%20Making%20Smarter%20Marketing%20Decisions&f=false
https://books.google.se/books?id=w7RYCwAAQBAJ&printsec=frontcover&dq=Creating+Value+with+Big+Data+Analytics:+Making+Smarter+Marketing+Decisions&hl=fr&sa=X&ved=0ahUKEwiI-N7zzcbSAhVBkywKHbrVC6cQ6AEIHDAA#v=onepage&q=Creating%20Value%20with%20Big%20Data%20Analytics%3A%20Making%20Smarter%20Marketing%20Decisions&f=false
https://books.google.se/books?id=w7RYCwAAQBAJ&printsec=frontcover&dq=Creating+Value+with+Big+Data+Analytics:+Making+Smarter+Marketing+Decisions&hl=fr&sa=X&ved=0ahUKEwiI-N7zzcbSAhVBkywKHbrVC6cQ6AEIHDAA#v=onepage&q=Creating%20Value%20with%20Big%20Data%20Analytics%3A%20Making%20Smarter%20Marketing%20Decisions&f=false
https://books.google.se/books?id=w7RYCwAAQBAJ&printsec=frontcover&dq=Creating+Value+with+Big+Data+Analytics:+Making+Smarter+Marketing+Decisions&hl=fr&sa=X&ved=0ahUKEwiI-N7zzcbSAhVBkywKHbrVC6cQ6AEIHDAA#v=onepage&q=Creating%20Value%20with%20Big%20Data%20Analytics%3A%20Making%20Smarter%20Marketing%20Decisions&f=false
https://books.google.se/books?id=w7RYCwAAQBAJ&printsec=frontcover&dq=Creating+Value+with+Big+Data+Analytics:+Making+Smarter+Marketing+Decisions&hl=fr&sa=X&ved=0ahUKEwiI-N7zzcbSAhVBkywKHbrVC6cQ6AEIHDAA#v=onepage&q=Creating%20Value%20with%20Big%20Data%20Analytics%3A%20Making%20Smarter%20Marketing%20Decisions&f=false
https://hbr.org/2012/05/to-keep-your-customers-keep-it-simple
https://hbr.org/2012/05/to-keep-your-customers-keep-it-simple
http://www.mckinsey.com/business-functions/mckinsey-analytics/our-insights/how-companies-are-using-big-data-and-analytics
http://www.mckinsey.com/business-functions/mckinsey-analytics/our-insights/how-companies-are-using-big-data-and-analytics
http://www.mckinsey.com/business-functions/mckinsey-analytics/our-insights/how-companies-are-using-big-data-and-analytics
http://www.mckinsey.com/business-functions/mckinsey-analytics/our-insights/how-companies-are-using-big-data-and-analytics
http://www.tandfonline.com/doi/full/10.1080/12460125.2014.888848?needAccess=true
http://www.tandfonline.com/doi/full/10.1080/12460125.2014.888848?needAccess=true
http://www.tandfonline.com/doi/full/10.1080/12460125.2014.888848?needAccess=true
https://www.forbes.com/sites/bernardmarr/2016/01/13/big-data-60-of-companies-are-making-money-from-it-are-you/#60b2717a2d8f
https://www.forbes.com/sites/bernardmarr/2016/01/13/big-data-60-of-companies-are-making-money-from-it-are-you/#60b2717a2d8f
https://www.forbes.com/sites/bernardmarr/2016/01/13/big-data-60-of-companies-are-making-money-from-it-are-you/#60b2717a2d8f


(41) Thomas H. Davenport (2014) - Big Data at Work : 
Dispelling the Myths, Uncovering the Opportunities - 
31-37 Retrieved from: http://fr.bookzz.org/ireader/
254976 

(42) Global Web Index Study : https://
www.globalwebindex.net/blog/1-in-3-are-regularly-
deleting-cookies 

(43) Thomas H. Davenport (2013) - Big Data and the Role 
of Intuition - Retrieved from: https://hbr.org/2013/12/
big-data-and-the-role-of-intuition 

(44) Greg Satell (2014) - The Future of Marketing 
Combines Big Data With Human Intuition - Retrieved 
from: https://www.forbes.com/sites/gregsatell/
2014/10/12/the-future-of-marketing-combines-big-
data-with-human-intuition/#3bf08223319e 

(45) H.O. Maycotte (2015) - Be Data-Informated, Not 
Data-Driven, For Now - Retrieved from:  https://
www.forbes.com/forbes/welcome/?toURL=https://
www.forbes.com/sites/homaycotte/2015/01/13/data-
informed-not-data-driven-for-now/
&refURL=&referrer=#590eecc0f5b7 

Page �  of �13 13

http://fr.bookzz.org/ireader/254976
http://fr.bookzz.org/ireader/254976
https://www.globalwebindex.net/blog/1-in-3-are-regularly-deleting-cookies
https://www.globalwebindex.net/blog/1-in-3-are-regularly-deleting-cookies
https://www.globalwebindex.net/blog/1-in-3-are-regularly-deleting-cookies
https://hbr.org/2013/12/big-data-and-the-role-of-intuition
https://hbr.org/2013/12/big-data-and-the-role-of-intuition
https://www.forbes.com/sites/gregsatell/2014/10/12/the-future-of-marketing-combines-big-data-with-human-intuition/#3bf08223319e
https://www.forbes.com/sites/gregsatell/2014/10/12/the-future-of-marketing-combines-big-data-with-human-intuition/#3bf08223319e
https://www.forbes.com/sites/gregsatell/2014/10/12/the-future-of-marketing-combines-big-data-with-human-intuition/#3bf08223319e
https://www.forbes.com/forbes/welcome/?toURL=https://www.forbes.com/sites/homaycotte/2015/01/13/data-informed-not-data-driven-for-now/&refURL=&referrer=#590eecc0f5b7
https://www.forbes.com/forbes/welcome/?toURL=https://www.forbes.com/sites/homaycotte/2015/01/13/data-informed-not-data-driven-for-now/&refURL=&referrer=#590eecc0f5b7
https://www.forbes.com/forbes/welcome/?toURL=https://www.forbes.com/sites/homaycotte/2015/01/13/data-informed-not-data-driven-for-now/&refURL=&referrer=#590eecc0f5b7
https://www.forbes.com/forbes/welcome/?toURL=https://www.forbes.com/sites/homaycotte/2015/01/13/data-informed-not-data-driven-for-now/&refURL=&referrer=#590eecc0f5b7
https://www.forbes.com/forbes/welcome/?toURL=https://www.forbes.com/sites/homaycotte/2015/01/13/data-informed-not-data-driven-for-now/&refURL=&referrer=#590eecc0f5b7

