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mann and Dr. Jochen Krauss pro-
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Simon-Kucher’s annual Global Pric-
ing Study. With a special focus on the 
logistics industry, they explain why 
successful pricing requires manage-
ment guidance just as much as sales 
team involvement. Although indus-
try specific, this article provides key 
concepts that can be applied by pric-
ers in multiple scenarios. Dr. Philipp 
Biermann is a Partner at Simon-
Kucher & Partners and head of the 
company’s Logistics Competence Cen-
ter. Dr. Jochen Krauss is Managing 
Director of the company’s Singapore 
office. Dr. Krauss is also a keynote 
speaker at the PPS 2nd Annual Asia-
Pacific Conference to be held in Sin-
gapore on 10-11 April 2014. They 
can both be reached via www.simon-
kucher.com.
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A ccording to Simon-Kucher’s 
Global Pricing Study, price 
pressure is higher in the lo-
gistics industry than in other 

sectors – no matter the country. Only 
strong positioning and committed lead-
ership can help companies in Asia, Eu-
rope, the Americas and the rest of the 
world to counter the pressure. Three-
fourths of logistics companies are unable 
to get the prices they deserve for their 
services. The causes, managers say, are 
the price-aggressive competitive envi-
ronment, the prevalence of standardized 
products and customers’ strong nego-
tiation power. Nine out of ten logistics 
companies even state that they experi-
enced a recent increase in price pressure 
caused by both customers and competi-
tors.  
 
These are the major findings of the re-
cent Global Pricing Study with 151 re-
spondents from the transportation and 
logistics sectors throughout Asia, Eu-
rope, North and South America con-

ducted. This study is conducted annu-
ally and is based on answers from a total 
of 2,700 decision-makers and managers 
from companies in all major industry 
and service sectors on pricing organiza-
tion, pricing power, inflation manage-
ment, profit orientation and profit expec-
tations. 

The results leave no doubt that logistics 
companies are often the source of their 
own misery. Successful companies, re-
gardless of industry, have “pricing pow-
er” – the ability to charge prices that 
reflect the value of their products and 
services. Especially in the logistics sector, 
where margins are considerably lower 
compared to other sectors, the impor-
tance of this “pricing power” should not 
be underestimated because in this indus-
try, pricing power and profit margins are 
even more strongly linked than in others. 

The study shows that logistics compa-
nies with strong pricing power achieve 
on average 17 percent higher margins 
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With stronger management involvement and a 
specialized pricing organization a company has 
the best chance to truly raise prices and achieve 
sustainable profits by pushing the company out of its 
pricing “comfort zone.”

than their competitors. And companies 
that apply value-before-volume strategies 
will have a 7 percent higher likelihood of 
positive EBITDA expectations. C-level 
executives of logistics companies must 
therefore be aware that a strong market 
positioning and selling premium prod-
ucts will greatly improve their company’s 
pricing power. And by doing so they will 
automatically also guarantee the interna-
tional success of their business. 

Inept price increases
Customers continue to demand dis-
counts, and over-capacities in several 
sectors are driving prices down. No mat-
ter the country, pressure is rising in the 
logistics industry, devastating price wars 
often being one of the dangerous symp-
toms of the difficult business climate, 
which – as our experience shows – are 
most likely to be no good for any of the 
participating companies. Almost two-
thirds of the responding transportation 
and logistics firms are in the midst of a 
price war, leaving the industry clearly 
above average with the 3rd highest value 
across all sectors. 

Even though 77 percent of the interna-
tional respondents tried to increase prof-
its recently by raising prices as a means 
to face the current market situation, 20 
percent failed completely, which is clear-
ly more than in other sectors. Of those 
that did succeed in raising prices, just 
two-thirds managed to take the price 
increase a step further and improve mar-
gins. Furthermore, what looks like price 
increases are in fact only price adjust-
ments. In other words, companies are 
simply passing on their increasing costs 
and, thus, will definitely not achieve 
higher profits by this means. 

So where’s the real problem of logistics 
companies? Many firms have lived for 
years in a pricing “comfort zone” and 
tolerated looser pricing practices. But 
with the current increasing pricing and 
margin pressure, it is no longer an option 
to go to market with a pricing “comfort 

zone.” In contrast, it’s up to the compa-
nies’ leaders to step up and provide fresh 
impetus. With stronger management in-
volvement and a specialized pricing orga-
nization a company has the best chance 
to truly raise prices and achieve sustain-
able profits by pushing the company out 
of its pricing “comfort zone.” 

In companies where pricing is a board-
room matter, the chances are much 
greater that price increases will not only 
pass on higher costs, but also ultimately 

boost margins. Furthermore, logistics 
companies with active C-level executive 
involvement have a 29 percent higher 
EBITDA margin than their counter-
parts. However, C-level involvement in 
pricing is still less common in the logis-
tics industry compared to other indus-
tries and change is urgently needed.

 
Weak price implementation
Planning a price increase is one thing 
– implementing it at the customer level 
another one. Many companies end up 
giving in to their customers’ requests 
for stable prices. The study shows that 
especially the transportation and logis-
tics sector underperforms when it comes 
to implementing price increases in the 
market. Over two-thirds of the respon-
dents failed to implement more than 60 
percent of their planned price increases. 
Compared to the cross-industry average, 
price implementation in the logistics sec-
tor was lower. When so many logistics 
firms are failing so often to implement 
prices, it basically means that their price 

increases are just in theory, and not in 
practice.  
 
There are, however, companies in the 
industry that have managed to push 
through up to 100 percent of their 
planned price increases. This makes one 
thing clear: while pricing power is not 
an industry-specific phenomenon – every 
company can achieve it with the right 
management guidance. 

Price implementation requires the in-

volvement of the entire team. It’s the 
sales team in particular that must fulfill 
strict guidelines, otherwise sellers will try 
to drive prices down to achieve higher 
volumes. 

CEOs need to get active 
So how can you counter increasing 
pricing pressure in the logistics 
industry? As the findings of the Global 
Pricing Study underline, with a strong 
positioning and committed leadership 
making pricing a C-level topic, logistics 
companies can definitely battle the 
increasing pressure and turn their price 
management into better margins. But 
pricing-savvy C-level executives need 
to push the pricing organization and 
at the same time put into practice 
a dedicated pricing role or function 
within the organization that does the 
day-to-day pricing work and ensures 
the implementation of strategic pricing 
decisions. The sooner, the better!
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Figure 1: Kenichi Ohmae’s 3 C’s Model of Corporate Strategy

Kenichi Ohmae and Pricing Strategy
In this article, the author explains how 
Kenichi Ohmae’s 3C’s of corporate 
strategy, outlined in his 1982 book 
The Mind of a Strategist, can be ap-
plied to modern pricing tactics and 
strategies. Author Tim J. Smith is the 
managing principal at Wiglaf Pricing, 
adjunct professor at DePaul Univer-
sity, a frequent PPS speaker, instructor 
and presenter, and the Academic Advi-
sor for the Certified Pricing Profession-
al designation. His most recent book is 
Pricing Strategy: Setting Price Lev-
els, Managing Price Discounts, & 
Establishing Price Structures (South-
Western Cengage Learning, 2012). 
Smith is leading a workshop entitled 
“Advanced Quantitative Methods in 
Discount Management” on April 29 
at the 25th Annual PPS Spring Con-
ference in Chicago. He can be reached 
at tsmith@wiglafpricing.com.

In his classic 1982 text The Mind of 
the Strategist, Kenichi Ohmae fa-
thered the 3 C’s model of corporate 
strategy.  What can a veteran strate-

gy book tell us about contemporary pric-
ing strategy?  Surprisingly, quite a lot.

According to Ohmae, “[corporate] strat-
egy is defined as the way in which a cor-
poration endeavors to differentiate itself 
from its competitors, using its relative 
corporate strengths to better satisfy 
customer needs.”  This identified the 
three core actors to consider in defining 
strategy, or three C’s of corporate strat-
egy:  the Company, its Competitors, and 
the Customers it seeks to serve.

Customers
Starting with the customers, Ohmae 
stated that a successful strategy must de-
liver greater value to customers than they 
could otherwise attain.  Let’s explore this 
statement.

From an economic perspective, deliver-
ing value to customers requires deliver-
ing more benefits to customers than the 
firm extracts in the form of price.  That 
is, value, in the customer’s perspective, is 
the benefits delivered less the price ex-
tracted.  One can write this as:

V = B – P

where V is value, B is benefits, and P is 
price.

Yet Ohmae didn’t state that the firm 
should deliver value to customers.  

He stated that the firm should deliv-
er more value to its customers than they 
could attain from its competitors.  This 
implies that the total value delivered isn’t 
relevant in defining strategy, but rather 
the relative value delivered.  That is, the 
value delivered by the firm relative to 
the value delivered by 
its competitors.  Hence, 
the relevant equation 
for defining competitive 
strategy is:

Δ V = Δ B – Δ P ≥ 0

where Δ, delta, is the 
difference in value be-
tween the firm’s of-
ferings and its com-
petitors’.  That the firm 
must deliver more value 
than its competitors 
implies that the ΔV is 
positive, at least at the 
margin.

Not only have we been 
claiming for years 
that this is the foun-

dation of value-based pricing, but this 
same sentiment can also be found in the 
work of others.  For instance, denote the 
firm’s offering with the subscript F and 
the competitor’s offering with the sub-
script C, and we can write:

(VF - VC) = (BF - BC) – (PF – PC) ≥ 0

Which can be rearranged to yield the re-
quirement for compelling offers of:

(BF - PF) ≥ (BC – PC)

Ignoring differences in notation, this 
is the same equation that is found in 
Anderson, Kumar, and Narus’s 2007 
text Value Merchants, one of the leading 
books for managing pricing and selling 
in business marketers today.

From a customer-capture perspective, 
these statements and equations draw at-
tention to the differences in benefits and 
the differences in price between offer-
ings.

That is, to capture customers, the firm 
has to either deliver more benefits to its 
customers than its competitors at the 

 

Customers 

Starting with the customers, Ohmae stated that a successful strategy must deliver greater value to 
customers than they could otherwise attain.  Let’s explore this statement. 

From an economic perspective, delivering value to customers requires delivering more benefits to 
customers than the firm extracts in the form of price.  That is, value, in the customer’s perspective, is 
the benefits delivered less the price extracted.  One can write this as 

V = B – P 

where V is value, B is benefits, and P is price. 

Yet Ohmae didn’t state that the firm should deliver value to customers.  He stated that the firm should 
deliver more value to its customers than they could attain from its competitors.  This implies that the 
total value delivered isn’t relevant in defining strategy, but rather the relative value delivered.  That is, 
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same price, or deliver the same benefits 
at a lower price, or offer both more ben-
efits and lower prices simultaneously.

From this vantage point, price becomes 
a lever to wield in managing the value 
equation from the customer’s perspec-
tive.  The firm can raise or lower prices 
relative to the differences in benefits 
between competing offers.  If the firm is 
delivering more benefits, it can capture 
a higher price.  If it is delivering fewer 
benefits, it must accept lower prices or 
fewer customers.

Competitors
From the competition perspec-
tive, a firm seeking to deliver 
greater value to its customers 
than its competitors must differ-
entiate itself.  Again, let’s explore 
this statement.

To differentiate a firm from its 
competitors in a manner relevant to its 
customers, that firm must develop some 
form of competitive advantage.  That is, 
it must create or acquire some capabil-
ity or resource that enables it to deliver 
greater value to its customers without a 
commensurate increase in costs, and that 
capability or resource must be rare and 
unique enough that the competitors can-
not simply copy it.

That capability may derive from an or-
ganizational strength in its people, rou-
tines, and culture.  It may lie in its intel-
lectual property in the form of a unique 
technology or process.  Or it may be 
derived from a classic strategic resource 
such as a highly productive oil field, 
mine, airport landing gates, etc.

It must be created or acquired, which 
implies investment.  And it must be rare 
and unique in order for it to truly dif-
ferentiate the firm from its competitors.  
This implies that the investment may 
be perceived as risky because it involves 

throwing money into a capability or 
resource in which a competitor did not 
invest.  

The investment also usually takes time 
to come to fruition, sometimes months 
but usually years, which implies that it 
will be a large and significant investment 
over time.  This is the epitome of strate-
gic investments.

Additionally, the strategic capability or 
resource must deliver greater value to 

the firm’s customers, which returns us to 
pricing.  The strategic capability will be 
strategic precisely because it either en-
ables the firm to deliver more benefits to 
customers than they could get elsewhere 
without a proportionately higher cost, or 
deliver the same set of relevant benefits at 
a lower price, or do both simultaneously.

Company
From the company perspective, the firm 
must make choices regarding the areas in 
which it will be superior.

No firm can be superior to its competi-
tors for every customer and in every di-
mension.  The firm must make tradeoffs, 
such as the classic tradeoff between oper-
ational efficiency (low cost) and product 
creativity (high benefit).  It must also de-
cide which customers it should capture, 
and which it should cede to its competi-
tors.  These issues also affect the pricing 
strategy of a firm.

Should a firm choose to pursue market 

share today at a low profitability (i.e. 
lower prices) in the anticipation of gar-
nering future profitability due to econ-
omies of scale, scope, or learning, or 
through positive network effects?  Or 
should the firm alternatively choose to 
pursue high profitability (i.e. higher 
prices) today in order to attain the cash 
resources necessary to invest in the next 
source of competitive advantage?  This is 
a crucial strategic decision that the ex-
ecutives within the firm can and must 
make.

And Pricing
As Kenichi Ohmae stated, “In 
problem solving, it is vital … to 
formulate the question in a way 
that will facilitate the discovery 
of a solution.”

So let us seek to define a firm’s 
pricing strategy not as a tech-
nique nor as an answer, but 

rather as a series of questions.  And let 
this series of questions focus our atten-
tion on the company, its competitors, 
and the customers it seeks to serve.

These questions can be boiled down to:

1. What is the nearest comparable alter-
native?

2. Is your product or service better or 
worse?  And

3. Does the customer care?

As simple as this series of questions 
sounds, it is profoundly based on 
Kenichi Ohmae’s 3 C’s of Competitive 
Strategy.  These three questions are also 
of fundamental importance to all firms, 
as they inform a company’s vision and 
ethos, and, more tangibly, a clear and 
current knowledge of the answers to 
these questions is absolutely essential to 
any firm’s ability to competitively price. 

So let us seek to define a firm’s 
pricing strategy not as a technique 
nor as an answer, but rather as a 
series of questions.
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Figure 1: Healthcare Value

Accountable Care Organizations 
(ACOs), Value-Based Purchasing 
(VBP), and other reimbursement rules 
are changing how customers are re-
warded and their business model. This 
means understanding value for hospi-
tals has become much more complex, as 
the author explains. Chris Provines is a 
24-year veteran of the healthcare indus-
try having held executive roles at John-
son & Johnson and Siemens Health-
care.  He is the CEO of ValueVantage, 
and the author of Strategic Pricing for 
Medical Technologies (2012), and his 
newest book Healthcare Value Sell-
ing (2014). He is on the PPS Board of 
Advisors and an Adjunct Professor at 
Rutgers University where he teaches in 
the MBA program.  He can be reached 
at chris@valuevantagepartners.com.

Hospital Suppliers:  
The New ACO Value Math

What is value? Early in my 
career, I worked on a key 
account management 
team that managed con-

tracting and pricing for a medical devic-
es company in the United States. 

In the throes of customer negotiations, I 
would often hear key account executives 
say that we needed to give the customer 
“more value.” I soon learnt that this was 
a euphemism for “we need to lower our 
prices.”

Price was often confused with value. As 
Warren Buffet says, “Price is what you 
pay, and value is what you get.” Few in 
that business, including myself at that 

time, actually understood the value that 
we provided to customers. We had no 
real idea of the value that we delivered, 
let alone having it quantified.

With the introduction of healthcare 
reform, healthcare suppliers (compa-
nies that sell devices, diagnostics, sup-
plies, drugs, and services to providers) 
are faced with an even more complex 
challenge. Accountable Care Organiza-
tions (ACOs), Value-Based Purchasing 
(VBP), and other reimbursement rules 
are changing how customers are reward-
ed and their business model. This means 
understanding value has become more 
complex. Combine this with the changes 
to the buying process, and many suppli-
ers face a challenging environment.

Healthcare Value Basics
It’s helpful to think about value in the 
broadest context. There are many defini-
tions of value. Value is usually quanti-
fiable and is based on consequences or 
outcomes. Value includes the economic, 
clinical, and other benefits provided to 
stakeholders. 

Lastly, value is always relative to some 
alternative. Figure 1 provides an inte-
grated way to think about value in the 
healthcare market. There are three key 
elements of value – clinical, economic, 
and emotional.

The first two elements of value, clinical 
and economic, tend to be more rational 
and quantifiable. These elements of value 
are also ones that payers, policy makers, 
and other economic buyers look to when 
making decisions. 

The third element of value is meant to 
capture all of the intangible elements 
of value involved in purchase decisions. 
Despite the need for quantitative value, 
individuals and groups making buying 
decisions are human beings. This means 
that decisions often involve subjective 
and emotional factors as well.

With all of reimbursement pressures 
facing providers, economic value is be-
coming the dominant focus in many 
buying decisions. It’s estimated that ap-
proximately two-thirds of hospitals now 
have value analysis committees. These 
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The goal of the ACO is to keep 
patients out of the hospital 
and ER. However, the hospital 
still has its high-fixed cost 
infrastructure.

groups have a number of roles. One of 
the key roles is to balance economic 
and clinical factors in buying decisions. 
Therefore, it’s important that suppliers 
understand the value math behind their 
solutions.

The New ACO Value Math  
for Supplier
Healthcare reform is changing the value 
math for suppliers. As an example, con-
sider a company launching a new proce-
dure with a new medical device in the 
old Medicare fee-for-service payment 
model. 

In the old fee-for-service model, the 
company might have tried to convince 
hospital executives that the new proce-
dure opens up a new service line or rev-
enue stream. 

With a high fixed cost structure, many 
hospitals have had a “fill the beds” and 
“efficient factory” view. In other words, 
keeping the hospital full and busy in 
order to bill more and leverage the fixed 
costs was the goal.

However, in the new world of account-
able care, selling to the hospital based 
on growing its revenue might not be the 
right strategy. Medicare ACOs are new 
legal entities that are voluntary. 

There are two basic organization types – 

physician-led ACOs and 
hospital-physician col-
laborations. Without get-
ting into all the details and 
to keep it simple for now, 
Medicare ACOs basically 
get rewarded to reduce 
the total cost to care for a 
Medicare population over 
a three-year period. If the 
ACO is able to beat a per 
Medicare beneficiary ex-
penditure target, the ACO 
gets to share in the savings. 
This expenditure target in-
cludes in-patient as well as 
outpatient costs.

If a hospital is part of an 
ACO, hospital in-patient 
revenue actually becomes 
a cost to the ACO. The 
goal of the ACO is to keep 
patients out of the hospital 
and ER. However, the hospital still has 
its high-fixed cost infrastructure. In this 
case, the ACO-hospital collaboration has 
to consider what is the best care pathway 
and care setting for the patient. For this 
type of entity, it’s no longer the old mod-
el of do more and get paid more.

The new math requires that suppliers 
carefully consider the customer base and 
do some segmentation. The value story 
and messaging will likely be different for 

the various segments based on their pay-
ment and business model. 

Although growth of ACOs has slowed 
recently, by some estimates there are 500 
Medicare and private payer ACOs out 
there. Many predict that accountable 
care isn’t going away, and will continue 
to be part of the health system. There-
fore, suppliers need to be able to decipher 
the new ACO value math in order to ef-
fectively communicate their value.
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Price Optimization: How Big Data Can 
Help You Get Your ‘Pricing Mojo’ 

In this article, the author examines 

how companies can begin rethinking 

their data strategies and how pricers 

can utilize Big Data to improve their 

tactics. The author also presents a case 

study of Big Data utilization in prac-

tice. Ed Farquhar serves as director of 

marketing for PROS EMEA opera-

tions. He is responsible for developing 

the company’s European-wide mar-

keting strategies and managing opera-

tions for its business-to-business vertical 

markets in the service parts, chemical, 

manufacturing and distribution mar-

kets. He can be reached at efarquhar@

prospricing.com.

Pricing is one of the biggest chal-
lenges that sales and marketing 
professionals have to face. It’s 
more than the Recommended 

Retail Price that you see on a label – 
companies can have hundreds to thou-
sands of SKUs (stock keeping units) to 
manage across multiple markets. The 
complexity that exists around pricing 
makes it a difficult subject to broach.

Yet it is one of the most powerful tools 
that businesses can use to improve 
their growth. According to Christopher 
Fletcher, research analyst at Gartner, a 
successful price optimization and man-
agement (PO&M) implementation can 
increase margins by 50 basis points or 
more, and increase a company’s revenues 
by 2% to 4%.

The 2013 Gartner MarketScope for this 
sector points out that “price optimization 
has shown steady growth during the past 
two to three years and has found its way 
onto the CXO’s agenda, aligning closely 
with executive priorities of revenue gen-
eration, customer acquisition and profit/
margin improvement.”

Getting started  
with Big Data
Bringing data and analytics into the sales 
process is a topic for the CEO, accord-
ing to Sebastian Mamro, an executive 
at a Big Data software company: “Ask 
any CEO and their number one priority 
will be growth. Ask them how they will 
achieve this, and then it becomes much 
more complicated. 

Many of the CEOs I speak with have 
found they can’t cut costs any further as 
it will have a potential impact on their 
ability to compete, so they are hungry to 
look at alternatives. Pricing and sales ef-
fectiveness is a topic that gets their inter-
est when they hear about the potential 
revenue improvements, but they also rec-
ognize that this is not a short-term effort. 
Data plays a critical role here.”

So how can companies start rethink-
ing their data strategies? Peter Ostrow, 
analyst at Aberdeen Research puts it this 
way: “Our Big Data research shows an 
increasing number of technology and 
line-of-business professionals acknowl-
edging the need to address the virtual 
fire hose of incoming customer data. 
Most of them, though, are still in search 
of the best tools to get their arms around 
the vast opportunities.”

For companies that are taking their first 
steps in Big Data, looking at sales per-
formance can be a good starting point as 
it focuses on answering particular ques-
tions. Ostrow continues: “With an en-
hanced ability to know which deals are 

likely to close and at what gross and net 
price points represent the ideal spot be-
tween the needs of buyer and seller, com-
panies now have the opportunity to cre-
ate opportunities, up-sell, and cross-sell 
more efficiently than ever before.”

Mamro seconds this view point, but also 
points to how sales, marketing and fi-
nance professionals will all be involved 
in setting out how new pricing strategies 
are put into practice: “Pricing and sales 
effectiveness is a cross-business challenge 
– it can be everybody’s responsibility and 
no-one’s. In these situations, it’s best to 
go back to the data that you have already 
to help support decision-making. This 
helps get everyone on the same page, 
and it also makes it easier for everyone to 
agree on next steps. 

Big data can provide great ammunition 
for the CEO around the strategy for the 
future, but it should also filter down to 
the sales professionals who are in front of 
customers every day.”

What does this look  
like in practice?
U.S.-based medical manufacturer DePuy 
Spine is an example of how to look at 
sales, pricing and Big Data. Prior to the 
financial crash in 2008, DePuy would 
see annual 5% or 6% price increases for 
its products as standard. This was similar 
to the rest of the medical manufacturing 
sector.

While the changes in the world financial 
markets did not stop demand for DePuy 
products, they did have a big impact on 
how willing those customers were to buy. 
According to an interview conducted by 
Ostrow, DePuy worldwide director of 
pricing David Mok commented, “Since 
we traditionally sold to the physicians 
and clinicians, we were not as well pre-
pared as we would like, when faced with 
the more confrontational approaches 
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We started by defining what 
our pricing priorities were, and 
then created a strategy with 
supporting rules and policies.

used by supply chain and materials man-
agement departments.” This led to signif-
icant erosion in the company’s revenue 
and profit because pricing was never a 
core focus until 2011, when he was the 
first pricing professional to join DePuy 
Spine.

Working with the company’s finance 
director, Mok led the roll out of a 
data analytics strategy at the com-
pany. This included tackling the 
challenges of pricing discipline and 
re-educating the sales team on how 
to sell in the new market environ-
ment.

Mok explained this further: “In 
terms of our pricing approach, we 
addressed it holistically. We started 
by defining what our pricing priori-
ties were, and then created a strat-
egy with supporting rules and poli-
cies. 

Finally, we gained alignment with 
all the key stakeholders. This gave 
us the ‘pricing mojo’ needed to en-
able proper control of price man-
agement, including the confidence 
to make the right calls — be it an 

approval, counter, or flat-out denying a 
price request.”

The company is now using its data ana-
lytics as part of all its customer engage-
ments, including using market data to 
protect pricing and maintain margin, 
even in competitive situations.

Making the first step
Sales and pricing strategies are long-term 
decisions. So what are the future steps 
that a company can take around apply-
ing data analytics to these areas?

From a deployment point of view, Mok 
notes that this is not something that can 
be achieved solely with technology. From 

his experience, a blend is required: 
“The best strategy in the world 
without the right tool won’t go as 
far as it can, and neither will the 
best tool in the world without the 
right strategy. They complement 
each other.”

Mamro follows up on this: “Big 
Data has the potential to be trans-
formational for a business. Look 
at a small project where the results 
can be delivered, and then extend 
the approach to other product lines 
or business units. Companies al-
ready hold most of the information 
they need to get started; it is main-
ly a question of desire to get there.”

A version of this article was originally 
published on MyCustomer.com. 


