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As compAnies continue to collect an ever-ex-
panding amount of data, they're actively seeking more 
ways to derive additional value from it. While enter-
prises with more than 1,000 employees are farther 
down the road than smaller organizations (SMBs) in 
implementing these data-driven projects, companies 
of all sizes are investigating new analytic tools to 
tackle an array of business goals. What's more, in what 
may indicate a generational shift in IT expectations, 
younger participants in an IDg survey of 724 IT deci-
sion-makers who are involved in big data initiatives 
are dramatically more likely than their elders to feel 
big data will fundamentally alter the way business is 
done in the very near future.

Based on total respondents, more than half (53%) of 
their companies are currently implementing or planning 
to implement data-driven projects within the next 12 
months — that is, projects specifically undertaken with 
the goal of generating greater value from existing data. 
Out of the projects that are underway or in the planning 
stages, 26% are already implemented, 14% are in the 
process of implementation or pilot testing and 13% are 
planning implementation in the next 12 months. anoth-
er 8% are considering a data-driven project, and 8% say 
they're likely to pursue one, although they're currently 

struggling to find the right strategy or solutions.
among respondents who have no plans for a da-

ta-driven project, more than a third (38%) say they have 
no need to derive additional information or analytics 
from existing data. However, 22% cite budgetary con-
straints, and 21% say they don't have enough data.

given their greater resources, enterprises are more 
likely than SMBs to have already launched or to be in the 
process of launching a data-driven project. SMBs are 
more likely to be struggling to identify the right strat-
egy or solution for a data-driven project, or to have no 
plans to pursue one. The reasons why are contradictory, 
though. On the one hand, many SMBs report that they 
don't need any further information from the data they 
have. On the other, they're five times more likely than 
enterprises to say they lack sufficient data. 

the emerging Generation Gap
overAll, those who are implementing data-driven 
projects, or plan to do so, feel big data offers enormous 
opportunities. across all company sizes, 78% agree or 
strongly agree that the collection and analysis of big data 
has the potential to fundamentally change the way their 
company does business in the next one to three years, and 

Big Data and Its Use  
Cases Keep growing
Companies still consider data-driven initiatives potentially 
transformative, and younger employees say the transforma-
tion is coming soon.
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71% agree or strongly agree that big data will create new 
revenue opportunities and/or lines of business for their 
company in the same timeframe. While only 58% agree 
or strongly agree that their company is positioned well 
to capitalize on big data's potential, two-thirds (65%) are 
optimistic that their organization's big data ecosystem 
will begin to take, or change, form in the next year. 

Interestingly, though, these responses differ notably 
depending on the age of the respondent. Those aged 18-
34 are vastly more likely than other age groups to strong-
ly agree on both the transformative potential of big data 
and their companies' readiness to take advantage of it. 
Meanwhile, those over 55 years of age are significantly 
more likely than other age groups to disagree that big 
data will open up new revenue opportunities and/or 
lines of business in the near future. They're also far more 
unsure about whether and how their big data ecosystem 
will change in the next 12 months.

Data Goals and pain points 
responDents' top three business objectives in 
investing in data-driven initiatives are improving cus-
tomer relationships (55%), making the business more 
data-focused (53%), and changing the way operations 
are organized (41%). Unsurprisingly, given budget real-
ities, SMBs are significantly more likely than enterpris-
es to cite reorganizing operations and optimizing the 
supply chain.

The top three challenges organizations hope to solve 
through data-driven initiatives are finding correlations 
across multiple disparate data sources (60%), predicting 
customer behavior (47%), and predicting product or 
service sales (42%). While identifying computer security 
risks, analyzing high-scale machine data and predicting 
fraud and financial risk were lower on the list of chal-
lenges overall, they were higher priorities for enter-
prises. and interestingly, respondents aged 18-34 were 
significantly more likely than others to mention the need 
to analyze social network comments for consumer sen-
timent — possibly reflecting how tightly participation in 
social media is woven into the lives of this age group.

Yet implementing these initiatives can itself be a 
challenge. In fact, 90% of respondents say they've experi-
enced pain in one of these areas: data access and analysis 
ranks as the number one headache instigator (38%), 
data transformation (17%), data creation and collection 
(13%), data migration (13%), and data storage (10%). 

where Data comes From
responDents sAy thAt on average, 54% of the data 
their organization views and analyzes is generated inter-
nally, while 25% is generated externally, and 21% comes 
from a combination of the two. 

The types of data collected vary by company size. 
enterprises are more likely to collect transactional 
data, machine-generated/sensor data, government and 
public domain data, and data from security monitoring. 
Smaller organizations, by comparison, tend to collect 
email, data from third-party databases, social media, and 
statistics from news media. Regardless of company size, 
though, the top three sources of data are sales and finan-
cial transactions (56%), leads and sales contacts from 

these age-linked differences 
may be attributable to 
younger employees being 
more comfortable with the 
latest technologies and more 
inured to the inevitability of 
technology-driven disruption. 
on the other hand, older 
respondents have seen many 
supposedly transformational 
technologies come and go 
throughout their careers. it's 
possible that they're simply 
less willing to predict that any 
particular trend —  even one as 
far-reaching and multifaceted 
as big data analysis — will be a 
source of fundamental change.
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customer databases (51%), and email and productivity 
applications (tied at 39%). 

Due to its disorganized model and lack of a pre-de-
fined database, managing unstructured data (emails, 
word documents, presentations, etc.) creates a challenge 
for organizations. Only 17% of organizations say that 
unstructured data is a primary focus of their data-driven 
initiatives, while nearly half (45%) call it one of their 
biggest challenges, and 31% say it is a problem that they 
have under control. On the other hand, another 17% say 
it's not on their short list of priorities, and 12% say it's 
not a problem. 

Data and Dollars, by size
Given the volume and variety of data organizations 
deal with, and the expense of managing it, it's no wonder 
respondents have such high hopes — and a hard time 
achieving them. almost a quarter of respondents (19%) 
are managing less than a terabyte of data, while only 
7% are managing more than a petabyte. although the 
average company manages 162.9TB of data, the average 
enterprise has 347.56TB of data, seven times as much 
data as the average SMB with 47.81TB.

Similarly, organizations of all sizes expect the 
amount of data to increase considerably in a relatively 
short timeframe. The average company expects its data 
volumes to grow to 247.1TB, an increase of nearly 52%, 
in the next 12 to 18 months. The average enterprise's 
data will grow slower than that, increasing by only 33% 
to 461.25TB. The average SMB organization expects to 
see its data volumes more than double, growing 138% 
to 113.82TB. However, don’t put too much focus on this 
number; in 2015 small organizations said their data 
volume would grow to 110.6TB by 2016. 

Under the circumstances, it’s no wonder the average 
respondent plans to spend $7.93 million on data-driven 
initiatives in the next 12 months. enterprises plan to 
invest a significant amount more than SMBs, with an 
average expected spending of $13.9 million versus $4.3 
million for SMBs. Despite this jump in spending, almost 
as many respondents expect their IT budget allocation 
for data-driven initiatives to remain the same in the next 
12 to 18 months (35%) as expect it to rise (44%). This 

holds true across all company sizes.
Ninety percent of respondents expect to have to invest 

in the data center to keep up with data-driven initiatives 
in the next 12 to 18 months, primarily in storage capacity, 
data security, and cloud management. Similarly, 89% 
expect to invest in solutions to derive further business 
value from data, with data analytics, data/application 
integration, and data visualization at the top of the list. 
No one big data technology takes the lead, though: 46% 
plan to invest in some part of the Hadoop ecosystem in 
the next year, 41% plan to invest in a NoSQL solution, 
and 39% cite some other technology. Hadoop is the clear 
winner among enterprise organizations – 52% have plans 
to adopt some form of Hadoop ecosystem versus 42% 
SMB, while 44% of SMBs have plans to invest in NoSQL 
compared to 38% of enterprises.

Big Data, Big security concerns
while rAw DAtA is valuable, the results of analysis are 
even more so — and enterprise organizations are more 
likely to appreciate the results of their analysis compared 
to SMBs. Nonetheless, only 39% of respondents overall 
say their company is securing the output of big data with 
alternate or additional security measures, while 44% say 
the measures they're taking to secure existing data are 
adequate to protect the results of analysis, too. The most 
popular approaches to securing big data output are iden-
tity and access controls (59%) and data encryption (52%), 
with data segregation (42%) a distant third. 

Interestingly, conformance with industry standards 
for security is low on the overall list of criteria respon-
dents cite as important when evaluating an offering from 
a data and analytics vendor — far behind ease of integra-
tion, ease of use, support and services, and scalability. 
However, enterprise organizations have this vendor 
criteria tied as the third most important factor. It's pos-
sible that some companies, especially SMBs, are trusting 
their vendors to handle security concerns. The average 
company's big data storage and analytics tools are just 
18% cloud-based, but SMBs are nearly twice as likely as 
enterprises to have 50% or more of their big data storage 
and analytics in the cloud.

It's also possible that companies don't feel the data 
they're collecting requires further protection, since 68% 
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either do not collect sensitive data (e.g. financial infor-
mation, personally identifying information, or medical 
records) or restrict how much they collect. among that 
group, half cite the need to meet compliance mandates, 
while 38% have concerns about their ability to store this 
data securely, and 37% say they don't need to collect 
sensitive data. enterprises are far more likely to limit 
data collection for compliance purposes, while SMBs are 
more than twice as likely as larger companies to say they 
don't need sensitive data in the first place.

Whether it be security concerns, overabundance, or 
inability to effectively analyze data, there are multiple 
reasons why organizations may seem stagnant when 
it comes to data and analytics progress. Nonetheless, 
big data and analytics terminology has become main-
stream and is no longer in the “hype” stage. In order 
to stay ahead in this time of digital disruption and im-
plement effective tech projects, organizations are and 
will continue to invest in their raw numbers and create 
actionable data. 

methodology
iDG conDucteD its 2016 Data & analytics survey to 
gain a better understanding of organizations' big data 
initiatives, investments and strategies. a total of 1,060 
respondents participated in the survey and results in this 
report are based off of 724 respondents who reported 
their organizations are currently implementing, planning 
or considering big data projects. audience members of 
six IDg brands (CIO, Computerworld, CSO, InfoWorld, 
ITworld and Network World) were asked to take the 
survey via pop-up and email invitations. 

a broad range of industries are represented including 
high tech (18%), education (11%), financial services (11%), 
manufacturing (9%), government (9%), professional ser-

vices (7%), healthcare (7%), and telecommunications and 
utilities (6%. Two out of five respondents (41 %) work in 
organizations with 1,000 or more employees while 58 per-
cent work in companies with fewer than 1,000 employees 
(1% indicated they were not sure).

Over a third (47%) of respondents indicated they are a 
top IT executive at their company or business unit/loca-
tion. Fifty-two percent of respondents hold executive IT 
management titles, 17 percent hold mid-level IT man-
agement titles, 14 percent hold IT professional titles, 12 
percent hold business management titles and 5 percent 
hold other titles.

the margin of error for a sample size 
of 724 is +/- 3.6 percentage points. 
the margin of error for a sample size 
of 1,060 is +/- 3.0 percentage points. 
For the purposes of this report, 
“enterprise” refers to organizations 
with $1 billion or more in annual 
revenues, “mid-market” refers 
to organizations with $100 - 999 
million in annual revenues and 
“small” refers to organizations with 
less than $100 million in annual 
revenues. For questions requiring 
respondents to select a single 
answer, percentages may not sum to 
100 percent due to rounding.
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tech marketers cite lack of bandwidth to create valuable content as one of their biggest chal-
lenges. Whether it is a need for more content, help with orchestrating the distribution across 
the funnel, or a lack of focus on key touch points most important to your target audience that is 
causing missed engagement opportunities, we can help!

we are uniquely positioned to help you create and optimize content, leveraging the multi-
tude of tools and platforms needed to reach your goals. For more information contact your 
sales executive or visit us online at: www.idg.com/marketingservices

Content 
Strategy

Content 
Creation

Creative 
ServiCeS

reSearCh 
ServiCeS

Content 
verSioning

 content assessment
 Funnel analysis
 messaging alignment
 content  
 integration guide
 content calendar
 measurement and  
 optimization

 Design and  
 production services
 image creation

 topic and audience  
 analysis
 primary research  
 studies

hiGh vAlue content
	white papers and dossiers
	interviews
	ebooks
	presentations/slideshare
	webinars/webcasts
premium content
	Articles & Blogs
	case studies
	infographics/motion Graphics
	video/series
	crowd sources content
	sales enablement tools

modifying and repurposing assets:
	localization
	translation
	verticalization
	new formats

Content Marketing SolutionS

Our Strategic Marketing Services provide full-ser-
vice global digital marketing services which leverage 
IDg’s 50+ years of expertise in engaging and acquiring 
audiences through high-quality content.

We create high-quality content marketing solu-
tions that drive technology buyers to take action. 

Through the broad range of services from content 
strategy and development to customized integrated 
marketing solutions that engage audiences on social, 
native, mobile and desktop platforms, we combine our 
institutional knowledge with data intelligence to build 
relevance, context and impact.

http://www.idg.com/marketingservices
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exaMining the MarketplaCe
We think research is invaluable in helping to connect marketers with customers and prospects.  
Our research portfolio explores our audiences’ perspectives and challenges around specific technologies, exam-
ines the changing roles within the IT purchase process, and arms IT marketers with the information they need to 
identify opportunities. To review the presentation of full results from any of these studies, contact your IDg sales 
executive or Sue Yanovitch, VP, Marketing at sue_yanovitch@idg.com. 

Buying proCeSS
each year we take a deep dive into the enterprise IT  
purchase process to learn more about who is involved and 
who influences decision-making, what sources purchasers 
rely on to keep up to date with technology—and throughout 
the purchase process—and how they feel about the vendors 
they’re working with.

  role & influence of the technology Decision-maker
The annual IDg Role & Influence of the Technology 
Decision-Maker survey is conducted to gain insight into 
the evolving role and influence of IT decision-makers 
in today’s corporations. The research examines the 
involvement of IT decision-makers during each stage of 
the IT purchase process and the primary influences and 
information sources they rely on throughout the pur-
chase process.

  customer engagement
The IDg Customer engagement survey looks at the role 
content consumption plays in the purchase process for 
major technology products and services, and provides 
insights to IT marketers to map their engagement touch-
points to customers information needs. The survey looks 
at how a wide variety of content types are used through-
out the individual stages of the IT purchase process and 
how that content is consumed, discussed and shared. 

teChnology inSightS
each year we explore the technologies that are top of  
mind among our audiences to understand the business  
challenges, drivers, and adoption within the enterprise.  
each research study is designed to help IT marketers  
understand what their customers are focused on and  
where the market is moving.

  role & priority studies
CIO Tech Poll: economic Outlook
CIO Tech Poll: Tech Priorities
CIO/CMO Partnership
Computerworld Forecast Study
Cyber Security Watch Survey
global Information Security Survey
State of the CIO
architect Persona
Developer Persona
State of the Network

  technology specific studies:
Big Data & analytics: Insights into Initiatives &  
Strategies Driving Data Investments
Cloud Computing: Key Trends and Future effects
Consumerization of IT in the enterprise
The Mobile First enterprise
Unified Communications & Collaboration
Security Priorities

CuStoMer Journey poSter
Want to know which content drives IT decision-makers and fuels their engagement during the IT purchase process?  
IDg’s Customer Journey poster serves as your content marketing guide to strategically reach your target customers.  
request a copy of the poster at www.idgenterprise.com/report/customer-journey-poster

ADDitionAl wAys to stAy on top oF inFormAtion From iDG:
  sign up for IDg’s newsletters and receive media and marketing trends as well as our proprietary research, product and event information  

direct to your inbox. Go to www.idg.com/newsletter
  To get results from IDg research when it happens, or any other news, follow us on Twitter: @iDGenterprise
  Visit us on LinkedIn for research, services and events announcements: linkedin.com/company/idg-enterprise

mailto:sue_yanovitch%40idg.com?subject=
http://go.idgenterprise.com/marketingfit-subscribe?__hssc=149879401.1.1472663804050&__hstc=149879401.6f35353e7ff097051b0f66953f170572.1452110049582.1471962333749.1472663804050.103&__hsfp=1784135447&hsCtaTracking=e937b98c-bbb3-4530-9584-deea6a0f5357%7C4d9c9383-e1f7-46f7-b02d-7657b90751c8
http://www.linkedin.com/company/idg-enterprise

