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Beware of ‘Simplistic Metrics’ and One-Size-Fits-All 
Thinking
Knowledge@Wharton: What haven’t I asked you that would be important for people to understand about big data 
and financial services? 

Eric Bradlow: There’s a lot of bad science that’s going on. What I mean by that is people coming up with simplistic 
metrics that are going to predict how well a firm’s going to do or a way to monetize customers -- or, make sure 
your customer logs on three times on their mobile device because that’s predictive of X or Y. I hate to say it this 
way, but there’s a reason why people are trained in data science, there’s a reason why people are trained in 
financial analysis. There’s a reason why people are experts in lots of different fields.

I think this is the time where you can easily get overwhelmed by too much data. My advice to people would 
be -- hire people that know what to do with the data and know what to do with analytics. And that’s really the 
challenge. One of the challenges we face at Wharton is, we’re training people as fast as we can to do it, it’s just 
that the demand is massive. But make sure you hire people that know what to do with the data once it arrives. It’s 
not trivial.

Steven Lewis: With all of the hype that is surrounding big data as a concept and mobile money as a concept,  
there is a danger that -- and it’s not just about banks, but  lots of different types of organizations kind of get sucked 
into thinking, “We must do something.” And they’re absolutely right. They probably should do something. But that 
something will be very different depending on the type of the organization. So, I think the key question for me is, 
who are your core customers? Are they business customers or retail customers? What are they looking for? If it’s 
about mobile, what do you need to provide them in order to satisfy their relationship? If it’s about data, you’ve 
probably got most of it already, it’s simply a question of figuring out how to make better use of what you’ve got.

Also, talk to the customers and find out. As I said, certainly for the retail customers, they’re happy to provide 
additional information if they think it’s going to be valuable. And I would imagine that if we did a similar survey of 
corporate customers that they’d say exactly the same thing because at the end of the day, it’s in their own self-
interest to have products and services that are more targeted and that will hopefully get them a better value to 
them.


