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Foreword
Thanks to a new world of IoT, digital transformation, and thousands of other 
evolutions in technology, data is absorbed and processed in real-time and in 
bulk. But what’s an enterprise to do with servers upon servers full of data? Ana-
lyzing it, of course, helps shape a business and gives leaders the tools needed 
for future success. Monetizing it can lead to transformative opportunities unre-
alized before. In this report the process of understanding and utilizing enterprise 
data after it’s been harnessed will be explored and how it pertains to companies 
large and small. 
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S
o many trends have come 
together to promote the rise of Big 
Data: Cloud computing. Cheap 
storage. Powerful processing. The 
overall growth in the volume and 
application of unstructured data, 
whether coming from mobile apps 

on endpoints such as laptops and tablets outside 
the firewall, customer interactions, Internet of 
Things (IoT) sensors, social media, images and 
video, enterprise network traffic – the list goes on.   

The opportunities around monetizing so much 
data are almost endless. “IoT and the ability to gather 
and analyze data for decision-making have really 
opened the realm of possibilities,” says Dinanath 
Kholkar, VP and global head, Analytics & Insights, Tata 
Consultancy Services, which is helping companies build 
systems to monetize data across many industries. 

For example, financial organizations can 
take advantage of all the data (structured and 
unstructured) generated by digital technologies 

combined with traditional customer transaction and 
interaction data to deliver differentiated, relevant, 
and personalized banking experiences based on 
a comprehensive view of each customer. “Data 
can offer insights on the best time to reach out to 
customers with suggested value-added services 
such as new loans, or a mortgage application, 
in order to reach individuals are a key decision 
moment,” he says.

But don’t mistake the potential complexity of 
data monetization opportunities. For example, as 
IoT plays a particular role in increasing the volume, 
velocity and variety of data, organizations must 
keep in mind that “most of those devices are 
headless,” says Ryan Martin, principal analyst at 
ABI Research. So it’s not just about their input being 
shown somewhere on a display but it’s also about 
that input being interpreted. Along with new types 
of data, there will be new cadences of business 
processes to which they must react using data, as 
well, he says.
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Beyond Data Collection  
Businesses are willing to spend a good portion of 
their IT budgets on tools to help them do a better 
job of analyzing the massive amount of data 
they collect and which they may stream in native 
format into data lakes as they seek to transform 
their organizations. Enterprise leaders know that 
while Big Data is on an upward trend within their 
companies, effectively monetizing those data 
assets – in support of business processes or for 
improving the value of internal and external services 
and workflows – remains a challenge in many 
respects.  

For one thing, many businesses have yet to come 
to terms with the fact “that merely having data in 
abundance isn’t valuable anymore,” according to 
David DeWolf, CEO of 3Pillar Global, a data services 
business that helps clients to analyze and monetize 
data with software products optimizing the customer 
experience. Even when they do, the mountains 
of accumulated data create problems that can 
lead to what DeWolf terms “a kind of paralysis 
that prevents people from doing anything with  
their data.” 

In some cases, it’s less a case of pahralysis than 

one of knowing the opportunities but still needing to 
work out the details. 

At luxury vacation brand Grupo Vidanta, data 
comes in from many sources, including structured 
data from its reservations systems and unstructured 
data from social media comments or reviews on 
trip planning sites, says Len Dudis, CIO / Director, 
Corporate Information Technology.  Currently this 
data tends to stay in its own source systems. The 
company hasn’t deployed Big Data infrastructure, 
like data lake storage repositories, but it is at the 
stage where the business wants to figure out what 
is relevant to keep in order to do predictive analysis 
that will improve the guest experience, he says.  

Big Data, Big Aspirations 
Some data highlights and additional data concerns 
come to light in a 2018 survey from advisory 
services firm NewVantage Partners. While it offers 
good news about, for example, a large majority 
of respondents getting measurable value from 
Big Data, there is reason to believe work remains 
to be done. Only 7% of survey respondents noted 
that data monetization is the prominent goal, and 
the success rate of those who do was low for these 
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of survey respondents noted that data 

monetization is the prominent goal, 

and the success rate of those who do 

was low for these initiatives – just 

27%
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initiatives – just 27%.  The biggest challenges to successful 
business adoption of data initiatives is led by cultural 
resistance to change; understanding data as an asset; and 
insufficient organizational alignment and business agility. 

In the absence of data leadership and stewardship 
to address these systemic issues, businesses who have 
created data lakes with high expectations for information 
discovery, analytics and monetization, could actually see 
them turn into data dumps. “No one devised a policy or 
governance structure to define how the data would be used, 
or no one defined a format for reporting, so data become 
unusable,” notes Kholkar. 

The inability to scale with the growing volume and 
variety of data adds to the challenges many companies 
have long faced around data governance efforts — from 
justifying these investments to forming governance 
teams, according to the 2018 Global Data Management 
Benchmark Report from Experian. The need to pay 
attention to data governance, however, is growing. Yet 
a component essential to an overall data governance 
strategy – holistic data quality – still lags a bit behind, 
with only 28% of report respondents considering it to be a 
planned data management project. The two need to be in 
sync, as without quality an organization will be unable to 
successfully govern its data.

“There has to be governance around Big Data, otherwise 
you will end up with a mess,” Dudis confirms. A commitment 
to data governance and data quality is critical, he believes: 
“If not, three years from now you’ll be in the spot of dealing 
with incorrect data and making the wrong decisions.”  

Reaching for Big Data ROI 
It’s important for companies to realize their approach 
to Big Data must change if they are to realize the vast 
transformative opportunities it offers. Companies, 
however, may “mistakenly treat Big Data initiatives as a 
new IT project, rather than a business driven/sponsored 
transformational initiative, which can lead to failure,” 
Kholkar cautions. Businesses must acknowledge that the 
traditional techniques used for data warehousing don’t 
apply in this arena if they wish to avoid winding up with 
a non-performing and non-scalable data lake. And they 
must understand that a data lake does not equate to a 
Hadoop implementation layer. 

“They need to be aware of the Big Data Ecosystem 
beyond just Hadoop,” Kholkar says – including a data 
storage and analytics infrastructure that facilitates the use 
of unstructured and external data. Collected information, in 
its native format, must be “globally accessible and delivered 

“ I F N OT, 

3 YEARS 
from now you’ll be in the spot of 

dealing with incorrect data and 

making the wrong decisions.”  
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through a secure, robust, and scalable platform. 
NOSQL, in-memory, cache database technologies are 
needed along with the data lake to handle realtime 
data,” he says.

But opportunities to unleash Big Data-based 
digital innovation abound. An opportunity could 
come in the form of tapping into the large volume 
of structured and unstructured data sets in mobile 
devices for real-time analysis and alerts that let 
IT make faster decisions to support their revenue-
producing mobile sales workforce. It could be using 
Big Data with predictive analytics to improve 
sales forecasting and make the right plans and 
budgets that affect top- and bottom-line revenue. 
In industrial markets, predictive analytics based on 
data coming from machines can be used to offer 
equipment maintenance services to help customers 
avoid production problems and maintain peak 
performance. 

At Grupo Vidanta, planned changes will allow 
users of its web and mobile apps to set up accounts 
so that the company can better identify them. 
If the business ultimately can merge that data 
with information it may have about customers 
that’s stored in other systems, it could lead to its 
being able to provide realtime vacation offers that 
highlight features of the property that match their 
interests, Dudis says. In the future, with Big Data 
harnessed related “to guest history, preferences, 
likes and dislikes, we will be efficiently marketing 
to prospective members based on that data and 

providing a truly more personalized experience.”
National CineMedia, the largest movie theatre 

advertising company in the U.S., sees opportunities 
to augment the use of second- and third-party data 
with its growing first-party dataset, all collected in 
a privacy- and regulatory-compliant manner. “We 
will be dealing with data in very large data sets that 
come across our transom at different times,” says 
Greg Scharer, Senior VP, Technology and Operations 
at the company. They can leverage these data sets 
by employing what they learn about users and their 
preferences to offer data-based advertising.      

Companies also can become providers that 
collect and sell data insights or offer them as a 
platform service to customers. To turn such data 
into an asset they can productize and monetize, 
says DeWolf, means first making their data 
accessible, perhaps exposing it via an API that 
their customers can access or surfacing it to them 
via a mobile or web application. “Next, they need 
to make it approachable. This may mean, for 
example, taking a complex data set and using data 
visualization tools to make that data set easier to 
understand. Last but not least, they need to make it 
autonomous. You don’t want to rely on any kind of 
manual procedures or process to get data into your 
customers’ hands,” he says. 

As it leverages data to develop new facets of 
its business, National CineMedia wants to create 
new apps that will enable it to provide data insight 
services to new clients. It’s working toward using the 
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data it may collect in future data products to help movie 
studios understand how to optimize movie trailers and 
scripts and concept filtering.  

Taking on Big Data Opportunities
As such examples show, businesses are at the tipping point 
of understanding the value of their data and how it can be 
used to improve operations, Kholkar comments. Indeed, the 
NewVantage survey findings show that today, a majority 
of respondents primarily use Big Data for traditional 
batch reporting and analytics – but that nearly 48% are 
using that data for near real-time, intra-day dashboards 
and operational reporting, or for real-time, interactive, or 
streaming customer-facing or mission-critical applications.

Admittedly, things are still in the early stages for 
most companies when it comes to fully understanding 
the multitude of data categories and their correlation to 
business value, so “data maturity” is still on the low side 
for most. Right now, enterprises are probably extracting 
value from about a quarter of their data overall, but they 
are increasingly aware that “there’s much more to gain,” 
Kholkar says.

They can look to companies with high data maturity 
– think Amazon and Google – as a model. These 
organizations, he says, “have shifted their organizational 
culture so decisions are data-driven rather than gut feel-
driven, allowing them to achieve short-, mid- and long-
term business benefits.” 

“ Right now, enterprises  
are probably extracting  

value from about a quarter  
of their data overall, but  

they are increasingly  
aware that “there’s  

much more to gain ”
– KHOLKAR SAYS
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S P O N S O R  S P OT L I G H T

NetMotion 
NetMotion Mobile Performance Management software delivers an unparalleled mobile user ex-
perience, and increases operational efficiency and end-user productivity. Thousands of enterpris-
es around the world depend on the company’s solutions to deliver traffic optimization, adaptive 
policies, performance analytics and diagnostics, and security for their mobile workforces.

The NetMotion software suite is a proven solution for helping you overcome the problems 
that enterprises routinely encounter during mobile initiatives.

Unprecedented visibility for mobile environments.  NetMotion Diagnostics® gives IT teams 
and business managers the real-time visibility and operational intelligence to productively man-
age, support and understand their investments in mobile technologies. It allows them to diag-
nose connectivity-related problems, whether on the mobile device, GPS unit, corporate servers, 
or across any of the private or public networks being used. It dramatically speeds resolution of 
issues with remote devices to ensure mobile users stay productive. Diagnostics can also export 
mobile information and event data to SIEM and BI systems for extending their visibility and value 
outside the firewall.

 Real-time visual troubleshooting, analytics and alerting for mobile environments.  NetMotion 
Mobile IQ®, designed for IT and Security Operations teams, transforms mobile data into action-
able insights in customizable dashboards. Visualize field operations in real-time, receive proactive 
alerts, and keep your mobile workforce productive. With Mobile IQ, enterprises get intelligent data 
analysis to make fast, effective operational decisions, analyze security threats, and effectively 
support mobile employees. Evaluate user experience and troubleshoot devices operating inside 
and outside the corporate firewall, across any Wi-Fi and cellular network.

When business runs on mobile, every connection is critical.  NetMotion Mobility® is an intel-
ligent solution that not only secures connections and data, but enhances and optimizes network 
connectivity to ensure business-critical applications are always accessible. It is the component of 
NetMotion’s Mobile Performance Management solution that accelerates, optimizes and secures 
all mobile device traffic supporting any network, application or operating system.

NetMotion has received numerous awards for its technology and customer support. The com-
pany consistently receives an impressive customer satisfaction Net Promoter Score (NPS) of 91, 
significantly exceeding NPS averages in the technology and telecom industries. The company is 
headquartered in Seattle, Washington.

Visit www.netmotionsoftware.com to learn more about how NetMotion can help you  
accelerate your mobile enterprise.
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About Enterprise Mobility Exchange
Enterprise Mobility Exchange is an online community for global mobility professionals and business leaders 
who are leveraging mobile technology and services to improve operational efficiency, increase customer 
acquisition and loyalty, and drive increased profits across the entire enterprise.

At Enterprise Mobility Exchange we’re dedicated to providing members with an exclusive learning envi-
ronment where you can share ideas, best practices and solutions for your greatest mobility challenges.

You will receive expert commentary, tools and resources developed by experienced mobility profession-
als and industry insiders. With a growing membership and global portfolio of invitation-only meetings, 
Enterprise Mobility Exchange ensures you keep your finger on the pulse by delivering practical and strategic 
advice to help you achieve your business goals.

Market Report Offerings For 2018
Each month our editorial team produces an exclusive Market Report, which receives extensive exposure and promotion 
through a multi-channel marketing campaign. These reports each focus on a different topic within enterprise mobility. 
They are vendor-neutral and turn-key; we write the content, we deliver you the leads. You build your sales pipeline.

JULY 

The Cloud Revolution Brings Boom To Business

AUGUST 

Enterprise Evolution: How Digital Transformation  
Is Shaping Business
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Sign Up For Free to the Enterprise Mobility Exchange now!
www.enterprisemobilityexchange.com/join

Join The Discussion On Social Media: 
 


