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COMPANIES CHALLENGES AND OPPORTUNITIES WITH BIG DATA 

Big Data, a concept that means many things for many people, has ceased to be limited to the world 
of technology. Today it is a question of priority given its ability to profoundly influence trade and eco-
nomic relations of an integrated economy on a global scale. In addition to providing solutions to old 
business challenges, Big Data inspires new ways of transforming processes, companies, entire sectors 
and even society itself. Even so, the broad coverage media that it is receiving does not allow us to clear-
ly distinguish the myth of reality: what is really happening? In our last investigation we have disco-
vered that companies use Big Data to the client, take advantage of internal data and create a better eco-
system of information. 

Nowadays, a concept has emerged that has been very important for many people. That a limitation 
to the current technology has been removed. This term is called Big Data and it has been born to mark 
the next great step that will give the world of the smart technologies development. 
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Introduction. Anyone with or without techno-
logical know-how asks how all the information 
generated in the world is stored: on Facebook, 
Twitter, Smart cities or how Google is able to han-
dle all the transactions that are done daily. Since 
Big Data reaches all areas: bag, climatology, as-
tronomy, the amount of data that is currently ge-
nerated is overwhelming and only the fact of 
knowing how it is achieved to capture and analyze 
this information seems a reasonable justification. 
Also when one became aware of this technology, it 
resembles the technology of data warehouse along 
with the use of Data Mining and Business Intelli-
gence in large organizations using software as 
complex as SAP and that gain competitive ad-
vantage [1]. Seen this and knowing that we come 
from the business branch to figure out how organi-
zations used Big Data and why. 

Main part. Due to the great progress that has 
been made over the last few years in the technolo-
gies, more specifically in the world of information 
and communication technology, which is common-
ly referred to as ICT, companies have had to adapt 
to different challenges, but there is one that has 
gained great importance over the last few years. 
This challenge consists of how to manipulate, 
manage, store, search and analyze large volumes of 
data. With the Big Data we refer to this great chal-
lenge of companies consisting in the treatment and 
analysis of large data repositories [2]. Therefore 
the first question to be answered will be: What is 
the Big Data? Other issues such as where do all of 
these data or information come from? How are 
they processed? What kind of software is used? 
These are questions whose answers are clearly 
stated in this document in order to show the im-
portance of Big Data in June 2011 there were se-
veral attempts to emphasize the concept. Define 

Big Data as the data set whose size goes beyond 
the capacity of capture, storage, management and 
analysis of the database tools.  

The term Big Data refers to the trend of the ad-
vancement of technologies that have opened the 
doors to a new approach to understanding and de-
cision-making, which is used to describe huge 
amounts of data that would take too long to load 
into a database relational for later analysis. There-
fore, Big Data will apply for all that information 
which can’t be processed by traditional methods.  
A database is a set of interrelated data. When talk-
ing about database relational reference is made to 
the relational data model theory by the IBM re-
searcher Edgar Codd in 1970 and has a strong 
mathematical base. The relational model is charac-
terized by very large features to provide that all the 
information that should be contained in tables and 
the relations between data must be explicitly repre-
sented in the same way. What you get with this 
model is to always work on related tables. Avoid-
ing duplicate records and ensuring referential in-
tegrity, i. e. if a record is deleted, all records rela-
ted issues are deleted. The big disadvantage that 
presents is the time necessary to handle large 
amounts of data, but this is achieved thanks to Big 
Data. On the other hand what you get when working 
with databases is to combine different types of data 
and in a formalized way. 

Nowadays, a concept has emerged that has 
been very important for many people: that a limita-
tion to the current technology has been removed. 
This term is called Big Data and for innumerable 
technologists has been born to mark the next great 
step that will give the world of the ICTs. This paper 
tries to explain this term and other terms closely re-
lated with the term Big Data, as currently the mean-
ing of this term continues to generate confusion 
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among the users: analysis of social networks, ana-
lysis of data Real-time, analysis of large data reposi-
tories. But really what is Big Data?  

It’s all this and more. To think about Big Data, 
one has to know that we are currently living in the 
information age, with a mobile phone in each 
pocket, a laptop in each backpack and large tech-
nology running daily sending data and data every 
second. It is clear that the world has more data than 
ever, but this is not all, as day by day grows even 
more. An example of this is the Sloan Digital Sky 
Survey telescope built in 2000 in New Mexico. 
During the first few weeks this telescope collected 
more information than those who had accumulated 
in the entire history of astronomy, but this is only a 
small example of the great avalanche which we 
suffer today. Thanks to this, Big Data is revolu-
tionizing the world, organizations, people and 
technology [3]. 

However do not forget the disadvantages of 
Big Data. Being the main one of them is the pro-
cess of adoption of Big Data: necessary software 
and hardware and its cost. But there are also many 
others of smaller weights as for example: 

1) rejection by staff; 
2) training expenditure; 
3) collaboration needed by all departments. 
The so-called “Passive decision making”, this 

refers to companies which, before the installation 
of Big Data, first wait for their competitors to in-
stall it to see their mistakes made with the belief 
that they can adopt it much faster: 

– cost; 
– privacy issues; 
– problems of outdated information; 
– filtering (not all data is information) [4]. 
Apart from these, it is necessary to consider a 

great inconvenience before realizing a project of 
Big Data and that is as simple as knowing this: Is it 
really useful for the organization? Has the compa-
ny need Big Data? Do you have the resources to 
handle a Big Data project? How much will it cost? 
That is, does my company really need Big Data? 
Despite all the benefits it can provide me. If the 
answer is “YES” the disadvantages should not 
matter since the advantages obtained will be much 
greater [5]. 

A strategy of evaluation means extensive, en-
compassing viewpoints on evaluation. Depending 
upon the object that is being evaluated there are 
different types of assessments. The most important 
types of evaluations are formative and combined 
evaluation. In formative evaluation it fortifies the 
object that is being evaluated but summative eval-
uation evaluates the effects as well as outcomes of 
an object. Like in this paper collaborative learning 
program is being discussed to enhance the learning 
capabilities of medical students. 

When it comes to data analytics, companies 
need a custom-tailored strategy. But far too often, 
teams find themselves constrained to cookie-cutter 
solutions already on the market. Feeling pressure 
to pull stats, report progress, and demonstrate 
growth across performance markets, they choose 
numbers for the sake of reporting figures. 

But are your metrics really capturing the key 
performance indicators (KPIs) that are most im-
portant to your business? There’s a simple test that 
can help you answer this question. 

Step 1: Create a list that includes the metrics 
needed to do job better, in addition to the metrics 
currently tracking. 

Step 2: Create a list of metrics to monitor using 
the tools available at hand in business. 

How wide is the gap between the two lists? 
How would analytics capabilities become stronger 
if there was an access to more information? 

As it turns out, many companies struggle to an-
swer these two questions. According to a recent Har-
vard Business Review study, Big Data strategies have 
arrived at a new juncture, “emerging as a corporate 
standard” with a focus that is “rapidly shifting to  
the results it produces and the business capabilities it 
enables”. But companies need to make sure that their 
tools and processes align with their established goals.  

Develop a Long-Term Strategy. Big Data 
isn’t about the trends that are observing now. It is 
necessary to focus on reinvesting this information 
into core business processes. The tools, workflows, 
and software implemented should tell a story about 
business’s growth trajectory and anticipated evolu-
tion over time. According to Randy Bean, CEO 
and managing partner of consultancy NewVantage 
Partners and author at HBR, goal-setting for Big 
Data requires three steps. 

1. Choose the Right Metrics. According to 
Bean, one of the biggest challenges that executives 
report involves the immaturity of Big Data imple-
mentations. Systems are falling short in creating a 
complete data picture, leaving software end users 
struggling to accurately assess the ROI of the stra-
tegies that they have in place. Companies are tak-
ing their biggest steps forward through trial and 
error with early successes of Big Data only meas-
urable through non-financial benchmarks. 

Stakeholders should take the time to determine 
exactly what business success looks like. Choose 
metrics that can articulate this story. 

2. Identify Opportunities for Innovation. Bean 
points out that innovation is still the bread and butter 
of Big Data. “The speed and agility it permits lend 
themselves to discovery environments such as life 
sciences R&D and target marketing activities within 
financial services”. The success stories of Big Data-
enabled innovation are still few and far between, fo-
cusing primarily on operational cost savings. 
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For instance, according to Bean, financial firms 
have improved their credit risk capabilities, and 
other companies have created logs of back-office 
operations. The next frontier? Forward-thinking 
companies will improve customer experiences and 
disrupt traditional ways of doing business. 

3. Prepare for Cultural and Business Change. 
New tools and approaches are “displacing whole 
data ecosystems”, says Bean. Data professionals 
who previously relied on advanced statistical tech-
niques are finding themselves needing to adapt to 
new workflows and processes that have emerged 
with the support of new technologies. 

Companies need to factor change management 
into their software implementation strategies. Pre-
pare for cultural shifts, emerging needs for train-
ing, and mechanisms for new habit reinforcement. 
The system that should be implemented now will 
be the foundation for the data strategy that you 
build into the future [6].  

Execute Sooner Rather than Later. When 
choosing an analytics solution, it’s easy to get 
bogged down with endless planning cycles. For 
instance, many decide to incorporate feedback 
from multiple stakeholders into their evaluation 
process. Before coming to a shared conclusion, it is 
necessary to be engaged in lengthy debates and 
hypothetical “what-ifs”.  

Conclusion. Data analytics is transforming the 
way companies do business by deriving value from 
large data sets. Uses range from applying insight to 
life-saving research in healthcare to revolutioni-
zing online retail and digital marketing by providing 
human data intelligence. This has created opportu-
nities across a broad spectrum of sectors including 
energy, automotive, financial services, agritech, 
entertainment, security, government, export poten-
tial and etc. In this article steps for analyses using 
big data analytics were described. These steps can 
be applied to all areas including export potential. 
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