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Big Data. 
Anyone here not heard of it? 



Big Data is big, it is important, but it’s also become a 
buzzword, already rivaling some of the all-time greats: 

ÅWeb 2.0 
ÅSocial Media 
ÅThe Cloud 

This makes it exceedingly difficult to separate hype from 
reality 

And things will get worse before they get better 



But first, how big is Big (Data)? 



1,000 

Kilobyte 

Technically it’s 1,024, but I am going for dramatic effect, so please work with me here! 



1 kilobyte can store 
an average length 
paragraph of text 



1,000,000 

Megabyte 



It is estimated an 
average medium-length 
novel contains about 
1 megabyte of 
information 



1,000,000,000 

Gigabyte 



It is estimated that 
1 gigabyte can hold 
the contents of a 
bookshelf about 30 
feet long 



Meaning a ordinary home computer 
can hold the contents of a bookshelf 
7,500 feet long 
… for $59.95 



1,000,000,000,000 

Terabyte 



It is estimated that 
10 terabytes could 
hold the entire print 
collection of the 
Library of Congress 



Serious big data players usually have 
a minimum of several terabytes of 
data; and increasingly, they have 
much, much more 



1,000,000,000,000,00

0 

Petabyte 



It is estimated that 
just 2 petabytes could 
hold the entire 
contents of all U.S. 
academic libraries 



1,000,000,000,000,000,00

0 

Exabyte 



250 exabytes are 
equal to everything 
that moves across the 
Internet, worldwide, 
in a year 



Big Data is centered on three primary information 
challenges: 
 
- Volume (the sheer quantity of data) 
- Velocity (the speed of data in and out – think 

transactions) 
- Variety (the number and types of input data sources) 

 
Data publishers typically focus on none of these 
dimensions, at least at the scale that tends to define Big 
Data 
 
 

What is Driving Big Data? 



So “Big Data” really does mean big 
data; yet few data publishers play in 
this league 



But does this mean our products 
are “little data”? 



 
 
 
Or perhaps,  
    “mini data”? 



 
Å Is Big Data superior to data publishing? 
ÅDoes Big Data threaten data publishing? 
ÅWill Big Data assimilate us, like the Borg? 

 
Or is Big Data simply a world unto itself? 
 
 

All This Raises (Big) Questions 
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ÅLeverage the technology 
ÅFront-end the knowledge 
ÅOrganize Big Data 
ÅSolve the “last mile” problem to make Big Data 

actionable 

How to Engage with Big Data 



Leverage the Technology: Incredible Tools 

Å Dials 
Å Gauges 
Å Geographic maps 
Å Time-series charts 
Å Spark lines 
Å Heat maps 
Å Tree maps 
Å Fever charts 

Patterns, trends and correlations can be 
exposed and recognized more easily with 
data visualization software. 



Leverage the Technology: Better Data 

Case Study: Kelley Blue Book 
 
ÅMoved from semi-annually to weekly price updates 
ÅIncreased data points for increased precision 

ÅCreated a targeted advertising capability 
ÅData mining of log files to identify patterns and trends 
ÅStarted analyzing social media to gauge consumer buying 

trends and sentiment 
ÅRolled out predictive analytics capability to predict site user 

behavior 
 

“From being a legacy [publisher], Kelley has transformed 
into a completely analytics-driven operation” 

Shawn Hushman, VP 

 



Leverage the Technology: New and Better Data 

Case Study: Trulia 



Proprietary Database 
Content 

Å Freebase 
Å AWS Public 

Data Sets 
ÅWindows 

Azure 
Marketplace 

Å Google Public 
Data 

Å Knoema 
Å Infochimps 
Å Datasift 
Å Data.gov 
Å Gnip 

Analytic/Visualization 
Functionality 

Users 

Cloud-
Based 

Datasets 

Cloud-
Based 

Datasets 

Cloud-
Based 

Datasets 

Front-End Big Data: Easy, Integrated Access 

“Baby BI” 
capability? 



Proprietary coffee 
shop database 
 
Census population 
Census urbanization 
Radius mileage 
 
Client sites (Baby BI) 



PepsiCo Americas Beverages 

PepsiCo Americas Foods 

Frito-Lay North America 

PepsiCo Inc. 

Organize Big Data: Organizational Views 



Organize Big Data: Categorical/Comparative Views 

What a difference a few KB of data make! 



A big data analysis of 
multiple large datasets, 
when viewed through a 
spike map visualization 
makes it incredibly clear: 
our absolute best sales 
prospects are companies 
with sales between $1 and 
$5 million, and located in 
New York City and Miami. 

The Last Mile: Convert Analysis to Action 

But how do I reach these 
companies? 



The Big Data Bottom Line 

ÅBig Data is a capability, a means to an end 
ÅOur datasets can make Big Data better by providing 

context and connections 
ÅBig Data can make our offerings deeper and richer 
ÅBig Data depends on data scientists 
ÅWho are in exceedingly short supply 
ÅCreating opportunities for “analytics light” front-

end to Big Data datasets 
ÅContact data turns Big Data analysis into action 
ÅAnd guess who’s got the contact data? 



So in the world of data, it appears that (and you knew 
this line was coming): 

{ƛȊŜ ŘƻŜǎƴΩǘ ƳŀǘǘŜǊ 

ÅBig Data and “little data” both make the other 
stronger and more useful 
 

ÅWe won’t be crushed by Big Data, but we can’t ignore 
it either 
 

ÅOpportunity knocks! 
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