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[ CAN'T UNDERSTAND
WHY PEOPLE ARE
FRIGHTENED OF

NEW IDEAS.

['M FRIGHTENED

OF THE OLD ONES.
John Cage







How Marketers are Embracing
the Big Data Opportunity

L
Get beyond the myths for o‘G}g greater customer insights

MARKETING is about . L »
ideas, creativity and Walit...what is “big data”?

knowing the customer

“Big data” is characterized by large volumes

of all different types of data (e.g. social,

BIG DATA is about
numbers, cold facts
and analytics

web, transaction) that builds very quickly.
It exceeds the reach of commonly used
hardware environments and software

tools to capture, manage and process

in a timely manner for its users.

m MAKE SENSE?
Think big data is just for IT?
Think again. To marketers,
big data may be something
just for IT, but if vou believe
that, you’re buying into one
of the myths around big data.




DOLLARS, BITS AND ATOMS: A ROADMAP TO THE FUTURE OF MARKETING

Marketing is in a state of transition, driven by changes in technology, demographics and society. This map visualizes trends identified by industry leaders and experts, showing relationships
between technologies and marketing tactics, and where the industry is headed.
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“Tell me and | forget,
teach me and | may remember,
involve me and | learn.”

- Benjamin Franklin









PINTEREST

SOCIALSITE

THAT IS ALL ABOUT

DISCOVERY
LARGEST
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TWITTER
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s |40
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LARGEST
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4
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SLOWLY AND STEADILY

O O0 6 O

FACEBOOK

SOCIAL SHARING
SITE THAT HAS

1BILLION

USERS WORLDWIDE

LARGEST

OPPORTUNITIES

&

COMMUNICATING WITH

CONSUMERS

IN A NON-0BTRUSIVE WAY
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J HaskTAGS
AND POSTING

PICTURES % |
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CAN RELATE T0 Lo |
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j 350

ACTIVE USERS
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BILLION
ACTIVE USERS

MOST FOLLOWED
BRAND IS

v

150

m e

GOOGLE+

SOCIAL NETWORK
BUILT BY GOOGLE
THAT ALLOWS FOR

- BRANDS
ao USERS

~ TOBUILD CIRCLES

NOT AS MANY
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ACTIVE,
BUT THE ONES THAT ARE

TEND TO BE A

GOOD FIT wmia
GREAT FOLLOWING

GROWING RAPIDLY
witH 925,000

NEW USERS
E EVERY DAY

LINKEDIN

BUSINESS
ORIENTED
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BRANDS THAT ARE
PARTICIPATING
are CORPORATE
mBRANDS

GIVING POTENTIAL AND
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APLACE TO NETWORK

& CONNECT

’ ‘
.\-_4”

= 400

MILLION
ACTIVE USERS

Designed by: Leverage - leveragenewagemedia.com

795, OF USERS

i ARE 35

OR OLDER

in 240

MILLION

ACTIVE USERS



Gen Y's
New Addiction

Cisco surveyed young adults, 18-30 years old, in 18 countries
to see how our new connected reality affects daily life.

Sixty percent of Gen Y members find
themselves compulsively checking their
smartphones for emails, texts or social
media updates.

More than 40% "would feel anxious, like
part of me was missing® if they couldn't
constantly check their smartphones.

\ Y
dtfrat]n,

CISCO #DatainMotion Source: 2012 Cisco Connected World Technology Report (CCWT







There are two rules for
sSuccess...

1.Never reveal
everything you kn




