
The Age of Big Data 

Welcome to the age of Big Data. This age presents an economy in which technology forces change. 

Technology has changed the way we travel, the way we eat, the way we communicate, and the way we work. 

Note that the top ten in-demand jobs in 2013 did not exist in 2004. One of the major challenges for higher 

education is to prepare “students for jobs that do not yet exist, using technologies that have not been invented, 

to solve problems that are yet unknown.” As technologies evolve, graduates will be changing jobs much faster 

than previous generations. The U.S. Department of Labor estimates that today’s students will have 10-14 jobs 

by the age of 38. In the U.S., one out of four workers has been with their current employer for less than one 

year.  

About 3.5 zettabytes (35 followed by 20 zeros!) of unique new information will be created this year, which is 

more information than was created in the last 5,000 years. The amount of new technical information (and 

innovations) is doubling every two years and it continues to drive change in our society. This is the first time in 

history that four generations (traditionalist, baby boomer, generation X, and millennial) are working together. In 

addition, our business communications methodology has evolved from write me to call me to email me to text 

me. The first text message, “Merry Christmas”, was sent in December 1992, but now, over 14 billion text 

messages are sent every day.  

About 2.5 billion people are using the Internet now and 50 billion devices will be connected to the Internet by 

2020. There are 100 billion searches on Google every month. If Facebook were a country, it would be the 

world’s second largest, between China and India. There is a dated business axiom that states “a happy 

customer will tell a friend, but an angry customer will tell four others.” Today, a disgruntled online customer can 

broadcast his complaints to an audience of millions. To see how a negative customer experience could affect a 

company, perform a Google search using “bad customer experiences” plus the name of any company.   

According to a new Forrester Research e-retail forecast, consumers on mobile phones and tablets will account 

for 11% of total retail sales in 2018, up from 8% in 2013 because consumers are increasingly impatient with 

traditional purchase methodologies. ComScore reports that 63% of smartphone users make purchases for the 

on-the-go convenience and more than 40% of these users would buy via smartphone if a store was out of 

stock.  

The millennials (aged 18-33) grew up embracing the deep discounts and speedy convenience of online retail 

shopping. Many millennials spend an hour per day comparing product prices, quality, features, availability, 

warranties, and deliveries. In a January 2013 survey, the ad agency DDB Worldwide revealed that about 17% 

of respondents utilize shopping apps on smartphones.  In addition, about 60% of seniors use email and more 

than 20% visit social networks. 

Apple Pay changes how consumers pay for purchases. It is a huge step forward for mobile payment 

technology that allows consumers to pay for purchases by just reading their fingerprint on their phone. Over 

500 banks have signed on for Apple Pay as have Macy’s, McDonald’s, Subway, Whole Foods and more than 

220,000 other stores.  

What does all this mean for a local business? Successful businesses should embrace the growth of mobile 

technology and adapt rapidly to market changes to provide consumers the speed, service, security, and 

convenience they desire from today’s technology.  

Much of this content was sourced from  http://www.youtube.com/watch?v=PcZg51Il9no which was originally 

created by Scott McLeod and Karl Fisch in 2008 and updated for 2014 by Katy Scott 

(katyscott22@gmail.com).  
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