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If You Can Track It, You Can Monetize It 
Knowledge@Wharton: It sounds as if many companies and some banks are quickly moving up the learning curve 
regarding what they should be doing with their data. But what opportunities will there be in two or three years 
once they’ve climbed that curve a little bit more? 

Eric Bradlow: I’m hoping there’s a day and time -- it’s back to Steven’s earlier point -- where what I do at the 
supermarket might be predictive of my banking behavior. Maybe what I do with my insurance agent might be 
predictive of my banking behavior.

The problem never gets solved in the sense that -- I’ve recently gone around the country with a talk called “The 
Golden Age of Marketing” – and it’s never now. That’s because you always think you have the data you need. Ten 
years ago -- I can’t imagine I would have GPS data. Well, now you have it. I can’t imagine I could link someone’s 
transactions online with offline -- well, now you have it. The next two to three years, you know what? Mobile 
maybe. No one really effectively has mobile that linked in. But then it will become something else. Very soon, it’ll 
be not just mobile. Now it’ll be -- I don’t know -- maybe they can detect where you are in your home or something 
like that. There’s always the next frontier when it comes to data.

So, the answer is, if you tell me what technologists right now are working on to make tracking better, I’ll tell you 
what’s going to happen in two or three years. But until someone can tell me that, I’m not sure I have a great 
answer, but to say, if you can track it, you can monetize it. That much I do know.

Steven Lewis: That is absolutely true. And if you think about where we are with the combination of the broader 
macroeconomic challenges and all of the regulation that is coming down the pipe that banks need to implement -- 
they are already going through a huge process of change in terms of business models, operating models, and the 
technology and the systems and the infrastructure to support those new models. They have an opportunity to go 
that extra step in developing the technology -- to do so in a way that delivers more than the core requirements.

It enables them to mine it and conduct the analytics that we’ve been talking. If they invest in that kind of 
incremental step now, then in two or three years’ time, you will see a step change in the way that banks can 
interact with their customers. But as the change is happening now, as the investment is happening now, so, too, 
that incremental investment in the analytics needs to happen now so that the data doesn’t just sit in various 
siloes, in various functions of the bank.

 Knowledge@Wharton: Are the banks planning to do it? Or is it a question of some will, some won’t?

Lewis: I think it’s definitely a question of some will, some won’t. I think more would like to than are probably able 
to due to sheer financial constraints. But it’s one of those things that, if there is the opportunity to invest in it right 
now, then definitely it should happen. The other thing to think about is that banks are not necessarily the experts 
when it comes to new technology. Is there an opportunity for banks to collaborate with technology providers? Not 
necessarily, [with] the online companies, but [with] others who can work with them to develop these services in a 
collaborative way so that they both can get something out of the end result.


