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Banking and Big Data’s Unfulfilled Promise
Knowledge@Wharton: We’re meeting today with Wharton marketing professor Eric Bradlow and Stephen Lewis, 
the lead analyst for Ernst & Young’s Global Banking and Capital Market Center. We’re going to discuss the huge 
role that “‘big data” is expected to play in the mobile financial services revolution now underway. Professor 
Bradlow is author of Marketing for Financial Advisors: Build Your Business, Bring in Clients and Establish Your 
Brand. 

What do we know and what don’t we know about big data, and how it can best be collected and used in today’s 
digital marketing realm?

Eric Bradlow: Well, we actually know quite a bit. The thing that hasn’t caught up is, we know a lot about technology 
and technology has really enabled the capture of individual-level data today. You mentioned mobile -- actually, 
it’s pretty easy to track people through their GPS, through their phones. It’s also easy to track what apps they’re 
using. It’s easy to track a lot of those things. The part that’s less well understood, still, is what to do with all of that 
data. And that’s why we started a center here at Wharton -- the Wharton Customer Analytics Initiative to work with 
companies to understand the data. But the data capture part -- that’s not the hard part. It’s the data inference part 
and making better business decisions -- that’s the harder part.

Steven Lewis: That’s absolutely right, certainly from the perspective of the banking industry. They -- just by sheer 
virtue of the sort of payments infrastructure and the cards that people use everyday -- have a huge amount of data 
on their customers. But most of them actually do relatively little with it. And if you think about the basic regulatory 
aspects of client relationships, every bank has to go through a process of “know-your-client” to protect against of 
money laundering. And as part of that, [they are] collecting a huge amount of data. What tends to happen is, it sits 
in siloes, in compliance or in risk. They don’t use it to think about the customers, to think about the products and 
services they’re looking for, to think about how to improve service or improve profitability. So, Eric is absolutely 
right. The data’s there, but trying to move from that sort of thinking about how to mine it and make the most of it 
is a huge leap forward.


