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Squeezing Value from Big Data – Watch Behaviors 
Knowledge@Wharton: What kind of data is most valuable? How can that information be used to create an affinity 
for brands, for products and for services?

Eric Bradlow: I’ve always been a strong believer that behavior predicts behavior a lot better than other things 
predict behavior. We as marketers tell firms, “You know, it’s great to know demographics about people.” And 
it is. It’s great to know, especially in the banking industry – things like, psychographics, like risk-taking and risk 
preferences. That has a lot to do with people’s invest strategy -- those are good things to know. It’s great to know 
maybe people’s political views and other things. But if the goal of the business is to understand people’s future 
behavior and be able to monetize towards that future behavior by better discounts, better offers, tailored e-mails, 
tailored contacts -- your financial advisor contacting you when maybe you’re about to churn and the time is right – 
then [past] behavior is going to be your best predictor of [future] behavior. At the end of the day, a lot of data can 
be useful, but it really is -- as Steve said -- it’s going to be the focus on data that you have on behavior that’s going 
to help you predict that going forward.

Knowledge@Wharton: What kind of information is that? How do you leverage that? What does that information 
look like?

Bradlow: It’s literally the data that was mentioned, which is, you have people’s transactions data. So, that could be 
from the card you slip in every time you go to the bank, it could be Web traffic behavior, which can now be linked 
back to the individual customer. It could be -- if it’s a full-service operation, someone’s stock transaction data, 
which can then be linked back to the individual. It could be someone’s phone calls, e-mail contacts, all of this stuff 
in our new digital world and also, in our world of taking web-scraping software -- all of that can be linked back to 
the individual customer. And that’s where the power of marketing and individual-level marketing comes in and 
makes it feasible.


