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Introduction 

How to effectively embrace Big Data in your Financial 

Services organisation 

Organisations have been trying to understand their customers long 
before there were zeros and ones coded on microchips. The new Big 
Data surge in trying to gain a deeper understanding of the customer 
is largely driven by an explosion in the amount of data that can now 
be used. Every day, we create 2.5 quintillion bytes of data–so much 
that 90% of the data in the world today has been created in the last 
two years alone

1
. There is no doubt that there is more data than ever 

before; more of it is unstructured, there is a lower cost in storing it 
and more computing power is available to analyse it. With all this 
data and tools to analyse it, why would there be a problem adopting 
Big Data into an organisation? 

This paper will look at Big Data, not as a set of technology products 
but a set of opportunities that provides the possibility of business 
intelligence at a different level than with just structured data.  

There is more data out there than what is being utilised. For instance, 
a large bank is currently discarding over 300 gigabytes of web data 
logs each day, could they be throwing out important insights?  Does 
what your customer say about your brand or product on social media 
matter? Is knowing when a potential customer marries, divorces or 
has a child able to help position your products and services better? 
These are potential Big Data opportunities waiting to be exploited. 

This paper will provide examples and use cases of organisations 
executing Big Data well and explore how to make insights from Big 
Data reusable to other parts of your business. Through interviews 
with financial services companies, experts and vendors we have 
explored the typical challenges that lead them to Big Data projects 
and outlined the steps organisations can take to make Big Data 
implementations more successful. 
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Current state of Big Data in the 
Australian Financial Services 
industry 

Big Data - hype versus reality 

It is somewhat of a shame that so much hype can 
dent the perception of what is a very exciting set of 
opportunities. Over the last few years, it seems 
everyone has been introduced to the possibilities that 
“Big Data” can offer to the Financial Services 
marketplace. Indeed, with all of the White Papers and 
Big Data conferences around the world, there is 
plenty of hope and hype; around the potential 
business benefits that amassing, interpreting and 
analysing this ‘information deluge’ can bring.  
Rather like the early adopters of Banking and 
Insurance Data Warehousing in the mid-90s, there 
has been a lot of emphasis on turning data into 
information—i.e. providing ‘context’ for the data so 
that businesses can make informed decisions. 

There has also been an increasing expectation that 
the industry would see a new breed of “Data 
Scientists” arise who would explore and examine the 
data so that “new stuff” (e.g. business opportunities, 
product ideas, market segment capture plans, merger 
and acquisition opportunities and data-sharing 
partnerships) could be planned and executed with 
confidence. In practice, this is nothing more than the 
early aspirations of Data Mining and Artificial 
Intelligence (AI) from the 70s and 80s.  Big Data is 
not a replacement for Data Warehousing”, said  
Mark Madsen in his article, “What Big Data Is  
Really About”

2
. He continued, “nor is it an island to be 

maintained separately. It’s part of the new IT 
environment”. 

The reality of Big Data is that you need to look at the 
practical steps of moving into this new IT 
environment, not as a revolution but as the next 
extension to your data strategy.  

 

At this time, many large financial services institutions 
are not executing Big Data projects at an enterprise 
level. Former Westpac CTO, Jeff Jacobs recently 
blogged in www.itnews.com that, “Financial services 
organisations need to move more quickly when it 
comes to the practical implementation of big data 
analytics. He went on to say “Many of the larger 
banks and insurance companies are just taking too 
long to make this happen, and there are no excuses 
as we, as an industry, have been talking about it for a 
long time”

3
. A world-wide study in 2012 of over 1200 

companies by the IBM Institute for Business found 
that the majority of companies are still in the educate 
or explore stages of Big Data adoption  
(see figure 1 below)

4
. 

 

 

Figure 1: Big data adoption stages 
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Challenges undertaking Big 
Data projects 

What are holding companies back? The Economist 
Intelligence Unit surveyed over 500 executives across 
Asia-Pacific to examine what were holding companies 
back from undertaking Big Data projects

5
. Among the 

top of responses as the biggest inhibitors of Big Data 
adoption were:  

• Lack of suitable software (42%) 

• Lack of In-house skills (40%) 

• Unwillingness to share data (36%) 

• A lack of communication between  
departments (36%)  

• Departmental divisions (22%). 

Immaturity 

As with any new technology you would expect there 
to be a level of immaturity. There is a general lack of 
understanding around the benefits of Big Data. Often 
there is no Big Data strategy in place and where there 
is one, it’s not getting communicated throughout the 
enterprise.  This immaturity makes it harder to 
measure true business value. Like other enterprise 
analytics initiatives, the short term costs need to be 
justifiable under conventional business case 
calculations. This can be tricky in a Big Data setting - 
quantifying potential insights you can find can  
be hard. 

Immaturity also comes across in a lack of skills. The 
big vendors are largely driving the Big Data agenda 
and can mostly provide relevant skills. They are good 
at pushing products and solutions but aren’t as close 
to the business problems Big Data can solve.  
Hiring relevantly skilled university graduates is 
another option but they may not fully understand the 
business. Both of these options don’t address the real 
gap, which is the person who understands the 
business and can drive out a technical solution to a 
business problem.  

The solution will definitely include skilling in-house 
resources. The first step should be to ask “What skill 
sets do you need to progress on big data projects?" 
Good Java programmers who understand and are 
keen to learn distributed computing are a good place 
to start (Hadoop Distributed File System is written in 
Java). By undertaking big data projects and pilots you 
are building up capability and moving along the 
maturity curve.  

Business support 

Using enterprise wide data is often the driver of Big 
Data projects and getting to a cost-sharing model is 
complex. It’s difficult for a Big Data project to show 
the business how to get a return on investment. Often 
the department that will receive the early benefits is 
not the owner of the data needed to deliver those 
benefits, so it becomes difficult to get data owners to 
engage, provide access or share the cost.  

More worrying are departmental divisions. Ingesting 
varied sources of data requires cross-departmental 
cooperation. Although Big Data offers a cheaper way 
of storing data, there are still issues of siloed data 
owners’ willingness to share, which is often a political 
decision as much as a technological one. This can be 
compounded by a lack of communication between 
departments. The Economist Intelligence Unit in 
August 2012 found that 56% of CEO’s think cross-
departmental collaboration is simple to achieve, only 
just over a quarter of other managers have the same 
opinion5. These issues cause a risk that Big Data 
projects will be just more silos of Big Data information 
for a specific business unit or project.  

Data governance 

The term “Data Governance” sometimes feels as 
open ended as Big Data itself. DAMA (Data 
Management Association)

6
, Australia’s leading data 

management association defines it as “The exercise 

of authority, control and shared decision making 

(planning, monitoring and enforcement) over the 

management of data assets.’” The goal of data 
governance (or what should really be called 
'Information Governance' as we move to include non-
structured data as well as the more traditional 
structured data) is to ensure appropriate behaviour in 
the valuation, creation, storage, use, archiving and 
deletion of information. 

This approach to information applies equally to 
structured data ('big or small') in neat databases as it 
does to unstructured data in file systems. Most major 
financial organisations still struggle with structured 
data governance and analytics initiatives at an 
enterprise level.  Many organisations don’t yet have a 
single view of their customer, or if they do, it’s siloed 
to one business function.  

Big Data Governance needs to also consider the 
aspect of veracity in the data.  Big data is inherently 
at times going to be messy, regardless of it being 
structured or unstructured. Big Data Governance 
needs to deal with the uncertainty of the data and 
measures to trust Big Data. 
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Compliance issues around structured data remain for 
Big Data. So, questions such as does it have 
personnel identifiable information? How long do you 
keep it? Is it secure? Who should have access to it?  
– are all questions that are equally, arguably more 
important in the context of Big Data. This can be 
especially true when a Big Data project is run outside 
the normal IT structure. An example of this is 
examining phone logs from customer calls. Often a 
credit card number is given over the phone. This may 
change how you store this data to comply with 
regulations. Data security for Big Data held outside of 
'normally' well protected databases (e.g. in an HDFS 
system) can be challenging.   

Data ownership may not be clear. It may well be that 
IT are custodians of the data, the business are the 
trustees and stewards. But who will own the security 
of this data? It was gratifying to see the DBA team of 
a large Australian insurance company taking the 
initiative to mask (or privatise or obfuscate or 
scramble depending upon your favourite term) 
personally identifiable (PII) information as they moved 
this data into a test environment.

This work was performed without any directive from 
the business owners of the data. 

Technical 

Common technical challenges adopting Big Data 
include the ability to leverage larger amounts of data 
and force use of smaller data samplings, uncover 
insights from unstructured information, updating 
models in a timely manner, and coordinate offers 
across business lines and channels. Even if 
actionable insights can be found, applying them 
across the organisation when they are needed is 
hard. 

Other challenges include unavailability of internal or 
external data, managing volumes of transactions, 
affecting real-time response, working with a variety of 
case data as required and dealing with large numbers 
of false positives in processing. 

 

Figure 2: Key challenges undertaking Big Data Projects 
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How can Big Data help? 

Big Data can enable Financial Services companies to 
develop better predictive models by employing 
additional data, more frequent, faster and more 
effective screening of transactions, greater 
effectiveness of case analysis, and faster remediation 
of fraud situations. Big Data and Analytics 
technologies provide parallel processing of structured 
and unstructured data about customers, their 
transactions and their behaviours, in order to rapidly 
close the loop between prediction, screening, 
investigation and case management. 

Big Data may also include: 

 

Most Australian institutions are yet to realise tangible 
top-line or bottom-line benefits from the opportunities 
presented by Big Data. There are many pilot projects; 
however there is a general reluctance from most 
organisations to openly discuss them or to share their 
details with the public. Projects that are in the public 
domain include “People Like U” at UBank, which 
looks at census data overlaid with credit card data to 
give deeper insights about consumer behaviour. 
Westpac has the “Know Me” initiative that integrates 
inbound and outbound communications in every 
customer sales and service channel.  

At ANZ Bank, Watson is being used in the wealth 
management division. Watson is IBM's 
supercomputer that can interpret information in a way 
that is similar to humans. That is, it processes natural 
language and can work towards conclusions based 
on collected evidence. At ANZ it is being set up to 
assist financial advisors from the group's wealth 
management division, where ANZ is hoping to 
achieve a quick and comprehensive way to assess 
the financial needs of its customers. 

In its essence, this is the process of reducing the 
complexity of Big Data into something “simple” in the 
hopes that financial advisors will utilise this tool to 
consistently provide high quality advice for all 
customers. IBM states that Watson is a “new era of 
cognitive computing systems”

7
, that continuously 

learns from interactions with customers and data 
sources to provide intelligent answers to 
conversational questions.  

Of the projects undertaken, the majority are focused 
on trying to understand the customer better. The chart 
below (figure 3) from an IBM global study on “The 
real-world use of big data” shows that 49% of the Big 
Data pilots or implementations are developed around 
customer-centric outcomes

4
.  

 
Figure 3: Functional drivers for Big Data projects 

Examples of Big Data in Financial 

Services 

Optimise Offers 

Optimising Offers and Cross Selling is about 
analysing, predicting and delivering more targeted, 
personalised and effective offers. Personalised and 
targeted offers make the customer feel that the bank 
understands them as individuals and responds to 
their changing needs. 
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Higher offers and cross-selling acceptance rates 
improve customer profitability, satisfaction, and 
customer retention. While banks currently perform 
customer data analysis to obtain insights for 
improving customer offers, many are not able to take 
advantage of today’s mountain of internal and 
external data. Big Data and Analytics gives financial 
services organisations the capability to analyse many 
more sources of information, types of data and other 
content to deepen their customer insight. They’re 
discovering new patterns and digging for gems of 
insight from mountains of real-time and historical 
data. 

Using Big Data to optimise an organisation’s 
marketing and offer management can benefit from 
increasing revenue through the following improved 
methods:  

• Better response rates to offers 

• Improved cross-selling 

• Greater product penetration  

• Higher asset-to-balance values 

• Increased customer advocacy and retention 

• Reduced costs through improved FTE 
productivity  

• Lower campaign and infrastructure costs 

• Optimised use of channels. 

 

Fraud 

The key to fraud detection is early warning. A major 
European payment processor detects potential 
incidence of merchant fraud on a daily basis. Instead 
of relying on manual case review, a workflow of 
historic comparisons is automatically triggered 
against that merchant, and any other merchants 
related to fraudulent transactions, or to the party 
under investigation. 

These methods increase profitability by reducing 
provisions for fraud losses, thereby lowering costs of 
fraud investigations and case management. In 
addition, customer satisfaction increases due to 
reduced customer inconvenience with management 
time focused on these losses. 

 

Credit risk as a driver for marketing 

Risk Management and the impact of errors in credit 
exposure calculations have fuelled financial headlines 
worldwide.  Consequently, brand reputation has been 
diminished. For a SE Asian Bank in late 2012, 
compliance with ever increasing Basel III regulatory 
rules was becoming a major burden on its most 
profitable “Credit & Investment” business. However, 
the opportunity to identify potential line-of-credit 
opportunities very quickly became key to competitive 
advantage – particularly with major levels of capital 
investment throughout the region in manufacturing, 
communications and mining sectors. 

The Big Data vision was to implement a combined 
compliance and marketing solution that did not take 
the traditional approach of implementing a large and 
complex risk-centric data mart.  Instead, the decision 
was taken to simply ‘index’ potential exposures such 
as delayed transaction settlements and ‘dirty’ swaps, 
together with their corresponding Balance Sheet 
reserves and contingencies.   

The idea was a simple one – leave all transactional 
and other historic data where it was originally created. 
The new index was then connected to a real-time 
enquiry and credit-scoring service in the risk back-
office and marketing front-office. This service rated 
potential credit propositions for small to medium size 
businesses that had publicly declared an interest in 
participating in new design or supply contracts for 
government infrastructure schemes such as railway 
lines, sea ports and undersea cable links.  This 
‘interest’ was ‘crawled’ from public information 
sources such as Business media, Social Media and 
PR releases.  

Effectively, the Bank was able to perform debt 
exposure calculations and macro-economic stress 
testing in advance of marketing activities to these 
fast-growing clients.
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By matching the ‘right’ credit and investment offer to 
these emerging client-segments, the average duration 
of credit facility take-up was extended by nearly 20%, 
making a significant contribution to top-line earnings 
just 12 months, and without knee-jerk regulatory 
actions to re-structure their  
liquidity structures. 

Customer intimacy 

In 2013, a major European Bank had to deal with 
differing data retention policies for each country in 
which it operated.  Account statements, changes to 
terms and conditions, product performance updates 
and other marketing or legal communications were all 
examples of outbound communications that were held 
in separate silo’s that were difficult to retrieve at the 
time of inbound customer contacts.   

An important decision was then taken to commence a 
3-year programme of document management and 
call-centre log consolidation, into a new ‘customer 
intimacy’ service.   

In some countries in which the Bank operated, 
communication data had to be retained for up to 20 
years, while in others this requirement was only 7 
years.  The Big Data platform is not only a convenient 
cheap repository for storing data over many years, 
but is now being mined for indicators of potential 
customer needs and wants.  The portfolio of 
Commercial clients and High Net Worth individuals 
can now be better supported as any branches or call 
centres in the different countries have access to the 
relevant customer view, and on permission of the 
client themselves, can have access to the full portfolio 
of products and services these clients hold across the 
Banking LoB’s.  

Event based marketing 

As a follow-up to the implementation of a Banking 
Customer Registry, a European Wealth Management 
Company implemented a Big Data in-motion solution 
to continuously ingest self-identifying information, 
behaviour, purchase intentions, product feedback and 
life events from social network ‘taps’. These feeds 
were filtered for a taxonomy of keywords that scored 
a set of inference rules to determine potential 
opportunities for investment, trustee management, 
wealth management or credit services.  

The identity information was then probabilistically 
cross-matched to the Customer registry, and 
eChannel Marketing Campaigns run within 15-20 
minutes of matching. 

Results in the first 4 months of use demonstrated a 
340% increase in response rates, compared to 
previous internet-based advertising strategies. New 
marketing ‘mix’ across the channels now reflects a 
lower overall total spend year-on-year. 

Insurance 

Insurance companies can use Big Data to help move 
from a generic all covered policy to a customised 
approach for individuals.  

 

Underwriting profitability 

A major insurance and wealth management institution 
in South East Asia has been working with a couple of 
technology and privacy consultants in partnership 
with government authorities. After three years of 
research, they gained provisional approval to launch 
a radical new form of motor insurance product which 
will unquestionably shake-up the regional insurance 
market by replacing the archaic ‘common risk pool’ 
with up-to-date empirical information on drivers’ day-
to-day driving behaviour—also known as 
“Telematics”. The technology to capture this data has 
been around for many years, but it was previously 
quite expensive. With recent technology advances, a 
sensor can be plugged into every driver’s car to 
transmit all manner of positional data to the cloud, at 
a cost that institutions and governments can 
subsidise for all. An entirely new type of data that with 
Big Data analytics is enabling drivers to prove that 
they deserve lower premiums while enabling forward 
thinking insurance companies like this to crush  
the competition. 
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Steps an organisation can take 
to be more effective in 
undertaking projects 

There are many steps an organisation can take to 
increase the ability to successfully implement on Big 
Data; many of them are the same tactics currently 
being faced for structured data projects. 

First know your customer better in the 

structured way  

The ability to have an accurate master data 
management (MDM) source of structured data 
throughout an organisation is a huge step in having a 
basic understanding of who your customer is. This 
creates a base on which you can apply Big Data 
aggregation with the useful information you find in Big 
Data projects to strengthen the understanding of your 
customer. Being able to do this will help build a 
complete view of your customer in a trusted source 
that can be used throughout the organisation. Ted 
Friedman, an analyst from Gartner quotes “The world 
of big data is a world of unknowns, and you need to 
somehow anchor it to the stuff you do know and trust 
-- that's the relationship between big data and master 
data"

8
. Moreover, MDM then allows an organisation to 

create a flexible view of that customer based on the 
business need of the person viewing it. For example, 
Marketing will be interested in a different view of the 
customer than fraud or a relationship manager would 
want to see. 

Suncorp-Metway Limited are well into their MDM 
journey and by creating a master data hub, 23 million 
source records were reduced to roughly 9 million 
unique accounts that contain all the data available for 
each customer in one place. This single view 
enhances their understanding of each customer’s 
total value across multiple brands and helps them 
make more informed decisions about which products 
to promote to which customers. 

 

Divide the data governance function 

Good data governance requires an enterprise 
approach, with a central place for rules that are 
applied consistently across all systems. Having 
policies in place for privacy, ownership, security, 
stewardship and intellectual property.  
This enterprise approach needs to be supported from 
the very top of the organisation.  

If senior, C-level support is not forthcoming, many 
information governance strategies will fail. Getting 
widespread adoption of an information governance 
strategy will require senior executive support. The 
earlier example of the DBA team using their initiative 
in privatising customer data in test environments is a 
positive move but unless the business and the senior 
executive team support and extend this initiative to 
other parts of the business, value to the business will 
be small. Worse still is the risk that because the 
business believes the DBA team are 'taking care of 
the data', other areas of information governance -e.g. 
data quality and data veracity; may not be complete. 

Although an enterprise-wide information governance 
strategy is important, it can start small, but only when 
the goal is to extend it to the whole enterprise. 
Persistent failure at audits will result in ineffective 
decisions taken because of poor data quality; will 
result in small or large scale data breaches; and can 
lead to legislation or industry body-driven financial 
penalties. 

Whatever the underlying technologies and solutions 
put in place, the principle causes of poor data quality 
are going to be the same. The most successful Data 
Governance initiatives are the ‘divided’ ones. There is 
no need for a costly and monolithic centralisation of 
this governance.  Information Management tools in 
the last few years have emerged to enable the 
separation of data stewardship duties across each 
business workgroup. Common definitions, 
standardisation rules and ‘just in time’ data 
remediation techniques mean that as new data 
arrives, it need not be assumed to be suspect quality. 

Figure 4: Questions to ask when undertaking a  

Big Data Project 
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Business led through short and active 

stakeholder engagement 

One approach for Big Data projects is performing 
pilots in sandpit environments, reviewing the results, 
and then successfully deploying improved production 
systems. Not being afraid to “learn or fail fast” is a 
significant change of business culture that ultimately 
saves time and effort if the business is to become 
more nimble and move on getting data flowing around 
the company.  

The ability of different business teams to leverage the 
same new sources of data is a fundamental ‘green 
button’ to help these initiatives launch successfully. In 
order for information to be highly useful, it is 
necessary that an insight must be able to be reused 
by the business at the time that it  
is needed. 

It is the individual business teams, and not the so 
called ‘data scientist’, that should be expected to 
drive business outcomes and competitive advantage 
in the marketplace. There should be clear criteria for 
success and how that success will be measured. All 
of these measures need to gain executive 
sponsorship.  

“Fluid” access to data and process 

Economist Intelligence Unit respondents state that 
81% of front line employees say critical data 
resources are not available to them

5
. Access to data 

is critical—companies will increasingly need to 
integrate information from multiple data sources, 
often from third parties. Considering the larger picture 
of the banking industry, there is an existing theme in 
which creating data teams and making the data fluid 
across the organisation is central to operations. 
Equally important is finding ways throughout the 
enterprise to allow seamless information and process 
flow. One way is to embed the data management 
(and as a consequence the Big Data implementation) 
into all future change management activity. As new 
information is captured, it becomes part of the fabric 
of 
 the organisation. 

External data 

Although it is recommended that an organisation 
starts with internal data, there is definitely a lot of 3

rd
 

party data that can enrich an organisations 
understanding of their customers. 

Companies of all industries are looking for new ways 
to make use of the huge influx of public opinion that is 
currently being generated within social media. 

 

Figure 5: Steps an organisation can take to improve  

the likelihood of Big Data success 

On average, Twitter generates over 400 million tweets 
per day. While this high volume of data brings with it a 
high level of noise, when applied correctly it can 
uncover trends to not only better understand your 
customers, but to better understand your company in 
the eyes of your customer. A few other possible twitter 
use cases: 

• Predict stock market trends 

• Predict election results  

• Mapping emotions towards certain 
products/services. 

There are many Australian based companies 
collecting customer behavioural data. Sydney start up 
Tapit uses Near Field Communication technology 
(NFC) to interact with physical objects using their 
smartphone. The data collected from real world 
interactions helps companies assess how effective 
their physical marketing and build up a consumer 
behaviour patterns.  The interaction, the time, the 
date, the phone and carrier used is recorded but most 
importantly the geo-location of the ad. As well as 
deepening customer experience they are amassing 
data in the back ground of how people are interacting 
with their physical world which can be used to help 
tailor not only advertising but also product offerings 
and customer interactions. 
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Creating an environment for data 

innovation to thrive 

Companies are generally designed to reward 
accuracy and certainty in their operational 
environments. They rely on deductive reasoning – 
solving specific problems using complete and 
accurate data sets. However, innovation often 
requires stepping into the unknown through 
“abductive reasoning” – creating guesses or 
hypotheses based on incomplete information.  

Other new challenges for business that are trying to 
innovate include: 

• How to deal with “fear of failure”? 

• Are the present skill sets relevant? 

• How to manage cross functional teams? 

Innovate like an entrepreneur 

Organisations can adapt some of the tools from 
Design Thinking and Lean Start-up, which have been 
used very successfully by entrepreneurs in creating 
disruptive new business models. 

The starting point is to create a safe environment to 
fail. This is done by creating rapid cycles of low cost, 
low risk experimentation under tight  
time constraints.  

Diverse groups drawn from the various business 
silos, customer groups, and traditional data scientists 
are given a challenge so bold that they have to 
venture into unchartered territory to solve it. The 
challenge could take the form of “How can I tell a 
month in advance if a customer is going to churn”. 

Through facilitated brainstorming sessions, teams are 
encouraged to look beyond their day to day 
constraints in order to create a “hypothesis solution”. 
This is nothing more than a “guess” of which 
approach they think would best solve the challenge, 
and more importantly, what information they would 
need to validate whether the solution is feasible and 
viable.  

In the above example, they may have a hunch about 
new data sources that could be used, in which case 
the validation would be around the availability and 
quality of the data source, and the legality of using it. 

The teams then set up a rapid experiment to see if 
they are on the right track by trying to validate the 
most important assumptions as quickly as possible. 

They manage risk by doing everything on small scale 
first, and in a sandbox environment. 

The benefit of this approach is that teams know that 
they will get some guesses wrong, but they will learn 
valuable insights during the validation phase. These 
insights can be used to refine and improve their 
guesses as they iterate towards a solution. 

Only once the key assumptions have been validated 
do the business cases get written, and concepts 
scaled up. 

 

The future of Big Data 

When evaluating the future of Big Data, one thing is 
certain: the amount of data that is generated in our 
world will continue to grow. More important than this, 
is that the power and technology to analyse this 
information will also grow. This increase will cause 
industries to see an emergence of new ingestion 
methods and imaginative uses for Big Data. The 
number of uses will continue to multiply as the search 
for actionable data is applied to more aspects of 
business and life.  

With so much data, it cannot be expected that 
humans alone will have the capacity to form new 
business questions. So-called ‘analytic agents’ will 
continuously patrol information ‘on-the-wire’, in the 
enterprise, or in the enterprises business partners.  
An example of those already been piloted in Financial 
Services are Artificial Intelligence agents that will 
identify previously undetected transaction patterns 
and other behaviour, and how they relate to 
previously understood customer segments. Once the 
correlation proves strong enough to bear scrutiny, 
business workflow will automatically: 

• Trigger new product specifications with the 
required components, bundling rules, terms 
and conditions 
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• Define new market segments 

• Select and activate required communication 
channels 

• Formulate the entire marketing proposition, 
including the recommended promotion 
schedule, with all related wording and imaging 
automatically generated. 

The only human intervention will be ongoing ROI 
measurement, and monitoring of impact on  
Brand sentiment. 

The next five years will see a shift of focus in how Big 
Data is applied. Many industries will see the benefit of 
predictive analytics and will begin to develop 
strategies around anticipation, which will allow them 
to take action before problems occur. 

Consider healthcare, for example, where the current 
focus is shifting to preventative care with cost savings 
and cost avoidance due to early intervention, 
diagnosis resulting in improved quality of life. In 
financial services, this trend is already evident, where 
companies attempt to minimise risk by predicting the 
lifetime value of their customers and making informed 
decisions based on this insight. While Big Data will 
bring about new and innovative ways to utilise 
information, it will also help companies to do even 
better with what they already do well. Optimisation 
techniques will be better applied to existing 
operations and practices  
in an attempt to maximise and manage existing 
resources. 

The use of Big Data will become a key basis of 
competition and growth for individual firms. 
Established competitors and new entrants, who can 
leverage data-driven strategies to innovate actionable 
value from deep and real-time information will gain, a 
competitive advantage. 

Conclusion 

The ability of an enterprise to share results of 
analytics for more effective decision-making is what 
makes for an ‘intelligent enterprise’. It is this shared 
insight ,which if nurtured properly (i.e. continuously 
updated and shared frequently), from these ‘new Big 
Data” sources of high volume, unstructured data from 
the customer service and marketing channels, and 
also from the more familiar Data Warehouse and 
Data Mart capabilities that are already well-embedded 
in the financial institutions worldwide. 

Big Data is just another step along this data 
management path. It opens many possibilities but 
cannot be done in isolation and needs to fit within a 
company’s data management strategy. There is no 
turning back to a time with less data, and much like 
not going ahead with a data warehouse in the 90’s 
drew opportunities away from your bottom line, not 
moving ahead with Big Data will only make your data 
problems worse in the years to come.  

While in exploration and consideration mode, quick 
projects sitting outside of the heavy overhead of IT 
may be the way to go. When business cases are 
proven, then you can move into production  
ready environments. There is also the risk that Big 
Data projects make many of the same mistakes as 
previous technology shifts. Where projects are 
isolated and not rolled out to the organisation and 
insights remain in a standalone environment.  

Financial service organisations will have to find ways 
of letting data flow more freely across the 
organisation allowing them to be used across the 
enterprise when and where they are needed. A bright 
aspect for the future is that many new young leaders 
have earned their stripes in managing data and have 
a good understanding of what is needed.  
This is key to shaping a lasting data governance 
framework that is supported from the top down and 
built into the culture. 
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