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companies, such as Spotify, that allow customers to listen to music without purchasing CDs.

Figure 5.3 Cultural Trends Important to Customer Behavior

Sustainability

A mega cultural trend worth examining in more depth is the green movement of the twenty-first
century. Customers care a great deal about sustainability, or the impact of their purchases on the
environment, and there are a variety of different ways that this concern influences their purchasing
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Business and Technology Trends

Business and technology trends represent opportunities to those firms in a position to capitalize
and threats to firms which are not.

Big Data

The ability to capture and store data became possible in the 1950s and 1960s with large mainframe
computers. Since then, the advent of the personal computer in the 1980, the rise of the Internet in
the 1990s, and expanded bandwidth into the 2000s have set up the ability to collect, store, and
manipulate large data sets often referred to as big data. Supported by the “cloud” where data are
now stored and accessed by customers and companies, big data is one of the megatrends of our era.
Firms in general and marketing teams in particular are swamped by data and are struggling to
turn that data into insights, more valuable products and services, and better decisions. It is truly an
avalanche that has many sources, some new and some ongoing. One distinguishing feature of these
data is that they are at the individual customer level, which means that the company has a much
richer understanding of customer behavior and the ability to act on it. For example, a bank
achieved more than 600 percent ROI (return on investment) by using predictive analytics to more
intelligently target customer offers. Among the sources of these data are Internet search and
shopping records, social media activity, blogging participation, mobile phone usage behavior
including opt-in records of GPS (Global Positioning System) locations, digital picture and videos,
purchasing data, and much more.

A second distinguishing feature of big data is that it is often real time in nature, which means
that companies are able to learn quickly if there are problems and work to resolve them. For
example, social media activities help alert the firms to problems with their products and services,
and credit card companies are able to alert their customers to the possibility of fraud by
documenting purchases in real time and comparing to the customers’ purchase history patterns.

Firms trying to use “big data” to get an edge or just to keep up with competitors require a set of
competencies. First, it is critical to be able to ask the right questions, both strategic and tactical,
because with big data, questions are not obvious and the nature of the insights is often hidden.
Finding the right questions requires a deep connection to customers achieved through interviews
or visits where customers purchase and use products. Second, firms need to be competent in
designing and interpreting an ongoing flow of experiments. The ability to learn in real time sets up
an opportunity for companies to run small and numerous experiments to tune their strategies.

..EEP big data often presents big integration challenges because companies have social media data
In one repository and purchase data in another. To get the 360-degree view of customers in
communication, purchasing, and social activities, systems should be set up to capture and integrate
customer data. Finally, companies need to be good at data storage, data handling, analytics, and the

development of problem-driven statistical models. Without such capabilities, they can’t play the
big data game.

Innovations

W,nmz%“ vom, market and environmental, can stimulate innovation. It is useful to distinguish
etween incremental, substantial, and transformational innovation. They differ in terms of how

=om<m they are and how much wealth they represent for the business. An incremental innovation

makes the offering more attractive or profitable, but does not fundamentally change customer



