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Abstract
Considering the growth of globalization and the constant technological innovations, fields such as Internet and Social
Networks have been brought into relevance – if not into prevalence – with organizations’ attempts of better
understanding their customers – having always preserving their business and becoming more competitive to the eye
of the market as their main challenges. In this context, the increased data volume and speed naturally demands
organizations to develop processes and mechanisms to analyze and interpret data for decision making. The objective
of this article – which is based on secondary data research and theoretical comparison among the authors of the
themes, analysis of key-concept and case studies – is to introduce the relation between a data compilation tool,
named Big Data, and its relations with marketing as a customer relations vehicle, in a quest for adding value to
business.
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1. Introduction
Bearing in mind all the globalization processes of human relations taking place in every aspect and the constant
technological evolution connected to those processes (such as the use and diffusion of the Internet and the, so-called,
Social Networks) nowadays, the challenges faced by organizations, market-wise, are attracting customers, keeping
the business attractive and making it more competitive in its own field. In this context, such organizations will some
time have to use their own data, data sets from external sources with the purpose of assessing and understanding their
customers’ preferences to be able to compete or merely to survive. When they get to know what their customers
value the most, what their payment methods of preference and what their demands for the future are, etc. the
organizations become able to trace strategies which may improve their performance and their competitive edge.
Besides, with the ever faster emergence of new information technologies and the escalade of the usage of ever faster
and more practical portable devices, large amounts of data flow in significant speed and volumes, which may – from
the organization’s viewpoint – bring cost reduction and relevant improvement in the time needed to perform a
mapping or computing task or offers of new customers, products and services (Taurion, p. 5, 2013).
This is how Relationship Marketing came up, where solid economic, technical and social connections are established
between organizations and customers and its action is based on the identification of how such relationships are
established and how they can affect marketing activities’ success in a company (Kotler & Keller, 2012). In the
current context, organizations may use Big Data to support Relationship Marketing as an extraction, interpretation
and data analysis tool to produce customer information and to support decision making within the organization. Big
Data is a provision in technology that can help understand customers, develop products, services and market, besides
improve operational effectiveness and adjust market demand forecasts (Kotler & Keller, 2012; Isaca, 2013;
Davenport & Dyché, 2013).
The present work aims to introduce the understanding of referential authors in the field, besides bringing up
considerations on the use of the integration of Big Data and marketing as a tool and a strategy to improve customer
relationship, thus adding value to business by answering the following question: what is the importance of the
relation between Big Data and marketing for the improvement of the customer relationship?
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2. Methodology
Methodologically, this work is based on published studies from some conceptual understandings and practical cases
of researches performed in company organizations which used Big Data and their relations with relationship
marketing.
It is an exploratory-descriptive article. Exploratory because its objective is to build knowledge by means of selection
and analysis of scientific works published in journals and indexed in the database based on a specific theme (Vieira,
2002). To discuss and analyze the work, an information, data and understandings study on survey already produced
which references to Big Data and to customer relationship marketing was adopted as a method in order to allow for
reflection and analysis on the conceptual and practical issues on the themes (Richardson, 2008; Gil, 2008).
Based on the literature available, the present work discusses concepts referring to relationship marketing, Big Data
and Customer Relationship Management – CRM. What is intended here is a succinct discussion on the theme by
assessing cases already published on the use of Big Data by organizations which successfully achieved by doing so.
3. Theoretical Foundation
3.1 Big Data
In the current business setting, organizations looking for some competitive differential seek to optimize their
resources, aiming at best ways to work at the lowest possible cost. Based on that need, they resource to Information
Technology products for effective and efficient storage and access in a information in a well-structured way which
enables them to know their suppliers, competitors and customers, other than only their consumption trends
(Henriques & Da Costa, 2014). Thus, understanding information involving organizations is capital for the success of
the enterprise. The several features of information, as well as the diverse ways to classify them, are decisive when
choosing the tools which shall be used for their treatment.
According to Novo and Neves (2013), Big Data is an evolutionary method for traditional data assessment and
analysis, which predicts a fast and increasing demand of assessment for the high volume of data from several sources.
To Lohr (2012), Big Data, besides being a marketing term, is a technological trend that opens the door to a new
approach to understand the world and simplifies decision-making.
Henrique and Da Costa (2014) characterize Big Data as a technical and marketing term which integrates capital
information to add value to businesses. That term is about a large volume of data from sources as web analytics,
social media, graphic media, sponsored links, sociodemographic data, among others, and which does not depend on
the size of the organization. Data volume, speed, truthfulness and variety are relevant inputs, and so is the clear
possibility of benefits and real profits which enable its utilization, i.e., the value or data.
However, the large availability of data and information, added to the advancement of technology, show that this
tool`s greatest challenge is not the technological resource, but the human resource, minding that guiding the need of
information to the needs of the organization keeps being the managers` task. Then, to use the benefits of Big Data it
is considered of utmost importance understanding one`s own business, and knowing what type of information is
important for that business to develop (Henriques & Da Costa, 2014; Feijó, 2013). It is also necessary to emphasize
the importance of data safety and data privacy for all parties involved, as well as all parties involved must be aware
of the implications relative to storing and cross-analyzing large amount of confidential data (Isaca, 2013).
Aiming to reach all the benefits of Big Data, according to McAfee and Brynjolfsson (2012), companies must
effectively manage the transformation process. The challenges in this process are:


Leadership: people establishing goals to be achieved manage to involve and influence the work team in the
search of desired results by means of a decision-making process. That means, the existence of leaders in the
organization operates integration and guides people’s efforts to achieve excellence.



New Talents Management: to work with large amounts of information it is capital hiring and keeping
qualified professionals to lead and to manage by using tools and techniques.



Technology: tools available to deal with data volume, speed and variety have improved very much in the
latest years and should be always kept up-to-date and in good working conditions.



Decision-Making: for effective decision-making, data must be known and assessed to be used the right way.
Data-based decisions tend to be better decisions.



Organization Culture: organizational challenges are huge, but the concern with privacy is the most
significant of them all.
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The objective and most important reward from Big Data are the ability of analyzing diverse sources and new types of
data, and not the management of large bulks of data (Davenport & Dyché, 2013). Big Data can add value to
organizations by finding patterns and relationships among data– located on the web, in data warehouses, on
Facebook, on Twitter, in YouTube videos and other sources, regardless of the business segment. Companies that
manage using Big Data and keep innovative in its use will be able to produce competitive advantages along time and
to interact more effectively with customer relationship marketing (Taurin, 2013).
3.2 Customer Relationship
Organizations constantly seek to differentiate their products or services (offer) to their competitors’ market. From the
moment a company becomes successful, other organizations will copy that offer and offer short-term competitive
advantages. Thus, companies need to rethink their strategies, developing new features and benefits with the purpose
of grasping the attention and interest of ever more demanding consumers – who always seek for lower prices, good
quality and satisfaction. And that is why it becomes important to establish a good relationship with already loyal
customers using, above all, marketing tools (Kotler & Keller, 2012). Relationship marketing is a tool used by
organizations to manage the interaction with consumers by means of a set of techniques, tools and processes applied
continuously with the goal of identifying the customer and promoting a satisfactory relation between the parties
(Demo & Guanabara, 2015; Stone & Woodcock, 2009; Soares & Monteiro, 2015).
Relationship marketing first appeared in the 80’s by changing the focus from transactional marketing to relational
marketing, aiming to customer participation with the purpose of producing satisfaction and trust (Soares & Monteiro,
2015; Morgan & Hunt, 1994). In a highly competitive scenario and one with strong competition, knowing the
customer becomes a need for organizations and relationship marketing is a tool with great relevance so that
organizations may bring closer the customer (Barreto, Crescitelli & Figueiredo, 2015).
Demo (et. al. 2015) presents relationship marketing as a strategy where the consumer is placed in the spotlight,
breaking the paradigm of marketing as a manipulator and entering an actual involvement with the customer as a
virtual leading figure in the process. This way, relationship marketing must always be as lasting as possible, aiming
at bringing profit as it increments customer permanence, satisfaction and loyalty, besides compromise and trust
(Morgan & Hunt, 1994).
Customer Relationship Management – CRM – first appeared in the 90’s from the evolution of studies and researches
on relationship marketing with the goal of providing loyalty and profitability to companies and adding value to their
customers (Agrawal, 2004; Freitas, Cunico & Pedron, 2014). CRM is a tool to understand better the target audience
of an organization through information collected or made available by customers themselves (Demo et. al., 2015).
CRM consists of using software to analyze customer data collected (either internally to or externally from the
company) and deeply analyzed with the purpose of creating and developing a reliable and harmonious relationship
with those customers. Based on the information collected, CRM can produce, create and offer goods or services the
customer wants to consume, even with the possibility of anticipating their needs (Freitas, Cunico & Pedron, 2014).
Implementation of CRM into the organizations is of utmost importance as a competitiveness strategy. However, the
development and utilization of programs to manage that relation requires involvement and technical knowledge of
the company so that tools can be properly used, besides resources and capacity to manage everything that is
produced in that process (Maklan & Knox, 2009).
With the current technological advances and the large amount of information stored and available (by clouds, for
example, that surpass the ability to capture, manage, store and analyze specific database tools on the Internet), using
Big Data as a tool to create and develop CRM becomes necessary and indispensable for companies to perform an
efficient and effective management to build a good relationship with their consumers. This way, a CRM work would
support relationship marketing in order not only to produce relevant information for business decision-making, but
also to produce new management policies for that information and how to make them more accessible, useful and
safe.
3.3 Relationship between Big Data and Client Relationship Marketing
Advances on analytic techniques, on information technology, on the technology cost reduction and on the attempts of
capturing and retaining customers are boosting the growing the use of Big Data. Large organizations have used that
technology to raise awareness that may lead to a competitive edge. The relationship between relationship marketing
and Big Data may allow companies to relate with clients more effectively, creating opportunities for automation of
relationship processes and to manage useful business information. In this context, CRM and other technologies may
be used in several business segments and cause more interactivity among people with possibilities of information
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sharing in favor of the creation and definition of customer relation strategies (Taurion, 2013; Davenport & Dyché;
2013; Waller & Fawcett; 2013; Novo & Neves, 2013).
A big company such as Macy’s –a giant worldwide retailer – use high quality technology to know and service their
customers and is strongly oriented to the wishes and needs of their customers. Through the use of Big Data and the
implementation of customer relationship actions – which involved personalization and segmented advertisement –
Macy’s managed to integrate the existing systems in their organization and cut costs with informatics equipment
purchasing in up to 70%. Companies in diverse segments use the link between Big Data and marketing to know and
service their clients, here are some of them: Bank of America, MasterCard, IBM, Intel, Wal-Mart, NetShoes, among
others (Davenport & Dyché; 2013; Mcafee & Brynjolfsson, 2012).
Bulygo (2013) reports that Netflix performs daily studies of their customers through the use of Big Data with the
purpose of providing and suggesting them their products and services. Starbucks company, the worldwide known by
using Big Data with effective profit in their businesses and in the development of strategies to retain their customers,
uses this tool in order to be more assertive in the process of opening new units always following regional demands
(Rijmenam, 2015).
According to research by Pricewaterhouse Coopers in 2013, managers believe that Big Data is much more than only
data compilation; they think Big Data actually represents a new way to manage and know customers. It is a
decision-making process based on data and on new types of data-enriched products and services which have been
given new perception from customers, products and markets.
4. Final Considerations
After this exploratory research came to its end we could infer that, based on Big Data, all business sectors are
affected, in higher or lower degree, mainly if we bear in mind that the technology which makes this tool operational
is available to everyone – through flexible arrangements of allocation of resources and cloud computing – thus
enabling the creation of Big Data scenarios for the definition of strategies and decision-making in virtually every
possible organizational scenario.
Based on the authors’ understandings seen in this work we believe that the differential Big Data brings to
organizations relays on the sophistication and maturity managing information, and on how that information may be
used to improve customer relationship and add value to the business. To Waller and Fawcett (2013) an appropriate
exploration of Big Data can help improve organizational development but for that it is capital changing the
companies’ culture and their provision. That means to say that it is necessary to employ some effort for the
transformation and assessment of a large volume of informational data which can add value to the business in
day-by-day activities.
Based on the joint utilization of Big Data and relationship marketing companies are able to modify information data
and knowledge and, by consequence, increase competitiveness, add value to the business and boost customer loyalty
relations. It is important to highlight that information obtained must be used as to ensure the aspects: privacy, ethics
and legal factors.
Understanding customers’ needs and desires is not always an easy task. Some consumers present demands upon
which they have no awareness or cannot articulate them competently enough (Kotler, 2000). To identify those
customers’ desires, even before they are aware themselves, the organization should consolidate a relationship based
on data trustworthiness, at the same time that organization follows up market evolution.
Limitations of this study point to the lack of national researches relating the constructs “relationship marketing” and
“Big Data”, and to how that relation could contribute for organizations in general; besides the lack of comparative
data and empirical evidence and theories to provide critical support, the usability and awareness of Big Data in the
decision-making process.
For future works on Big Data we suggest scientific researches to be developed related to business intelligence with
focus on social networks and on the competitive edge that can be reached by using Big Data. It is of major
importance that those studies proposed should focus on other business administration theories (marketing,
organizational and contingency behavior, etc.)
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