
1Jan-Feb 2016





3Jan-Feb 2016



4 Jan-Feb 2016



5Jan-Feb 2016 5Jan-Feb 2016

Publisher:
Densil Williams

Editor:
Claude Robinson

Contributing Editors:
Annie Paul
Dennise Williams

Editorial Assistant:
Althea Walker

Design and Layout:
Chris Samuels

Advisory Board:
Sir Kenneth Hall, Chairman
Gary Allen
Ryland Campbell
Audrey Chin
Evan Duggan
Hopeton Dunn
Canute James
Maurice McNaughton
Angela Patterson
Annie Paul
Dennise Williams
Cedric Wilson

Editorial Office:
Mona School of Business & Management
University of the West Indies
Mona

e-mail: msbreview@uwimona.edu.jm

Telephone: (876) 977-2666 / 4649

Website: www.msbreview.biz

Advertising and Marketing:
Judith Richardson
Judith.richardson@uwimona.edu.jm

Advertising rates can be obtained from the

marketing department of MSBM Business Review. 

elcome to the January 2016 issue of MSBM Business 
Review. This issue focuses on an important and growing 
area of research which has application in business and 
everyday life, Big Data.  It is said that the use of big data 
was responsible for Germany lifting the World Cup in 

2014 in Brazil. Analysts showed how the German team used big data to 
better understand their opponents and then devise strategies to outplay 
them in order to advance to win the most prestigious sporting competition, 

business also recognize the value of using data to drive decision making 
and as such, are spending a lot of time trying to build their data store and 
use it to gain a competitive advantage in the market place. This issue of 
MSBM Business Review provides some of the most insightful commentaries 
on the role of Big Data in driving competitive advantage at the level of the 

faculty and associates who are researching and writing in the area.
 In the cover story article, Maurice McNaughton spent some time 
unravelling the meaning of the concept of Big Data. He noted that:  Big 
Data refers to a collection of data-sets so large and complex that it becomes 

data processing applications. Sameer Verma suggests some practical ways 
to examine the concept. These include the nature of data that are collected – 
its size and complexity; the target population we are trying to represent; and 

the technologies that support it.
 Other writers such as Rao-Graham, Lloyd and Cowell looked 

the use of Big Data. Rao-Graham argues that SMEs have an 

distinctive competitive advantage that typically eludes larger 
organizations. Similarly, Cowell and McNaughton in looking 
at The Role of Analytics in Building the High Performance 
Workforce, opine that, to truly realize the value potential 
of workplace digitization, HR leadership must commit to 
building the analytics capabilities within the HR function 

that leverage their own internal domain expertise and the understanding 

 Further, Lloyd from a practitioner perspective, provides strong insights as 

Make it easy for customers to talk to you and don’t forget to talk back.  Let 
them tell you what they want; and use that data to give them the best value 
they’ve ever had.”   Also, Mansingh, looking at how Big Data is used in 

interaction with customers as a basis for increasing sales and customer 

 In his contribution on the policy implications of this new phenomenon 
of Big Data, Abdullahi Abdulkadri makes the case for Caribbean countries 
to make greater use of Big Data for law enforcement, tourism, health, 
agriculture, transportation, and the economy.
 In addition to the thorough analyses presented on Big Data, other 
contributions in this issue look at topical issues such as the proposed 
merger of Gleaner Company and the RJR Group, current status of the IMF 
agreement and the energy outlook for 2016.
 This issue of MSBM is not only insightful but provides critical information 
on issues that are crucial to Jamaica’s development.  The information can be 

presented.

Densil A. Williams is Executive Director, Mona School of Business and 
Management
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From the Editor
his issue of MSBM Business Review is appearing in  January as the country  gets 

back to work after the Christmas and New Year  holidays, which  may have been 

 After months of signals from the leadership of the governing People’s National 

Minister Portia Simpson Miller announced late November that this would not happen. Under 

the constitution, the Prime Minister, who has the sole constitutional authority to set the election 

well into December the smart money was betting that Jamaicans will be asked to go to the polls 

administration or recall Andrew Holness and the JLP who were voted out in December 2011.

 One reason for expecting the vote early next year is that under the four year agreement 

is committed to undertake politically risky reforms of the public sector starting in 2016. Among 

that public sector workers start contributing to their pensions.Government seem to want a fresh 

mandate to provide the political base for undertaking the risky reforms.

 The reforms are part of a large package of policy adjustments that the 

administration has been implementing to stabilize the economy and change 

the high debt low growth trajectory of the past four decades. So far, the 

administration has successfully passed nine consecutive IMF tests; reduced 

But these stabilizing achievements have come at a price of reduced public 

investment and anaemic economic growth.

 In this context one of our contributors, trade union educator Danny Roberts 

in the critical areas of economic growth, productivity improvements or 

job creation, which leaves us with little choice but to seek a review of the 

economy” arguing that this has shifted emphasis from the real sectors and thereby playing a 

contributory role to the lack of growth.  So, to a considerable extent, voters are being asked to 

from stabilisation so far while generating more growth and jobs.

responsibility course the government is on.  Leaders on both sides say they’ll do exactly that. 

Whether the narrative will change in the struggle for electoral advantage is to be seen.

 In addition to analysis of the IMF agreement this issue revisits the perennial concern about 

energy prices as a major input in production. Energy contributor Dashan Hendricks outlines 

or so.  

 The issue also contains a detailed analysis of the historic announcement that the island’s two 

largest and oldest media companies, The Gleaner Company Ltd. and Radio Jamaica Limited, 

would merge their media assets and operations to form a super media entity to respond to 

Osborne, and MSBM contributing editor, Annie Paul, make compelling reading. Enjoy!

Claude Robinson
Editor

T
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COVER STORY Big Data for better business decision

foreign vernacular of scientists, technologists and 

geeks. Business and technology executives in public and 

private enterprise need to appreciate what it is, understand 

the opportunities and implications for their organisations, 

and plan to make use of this incredibly valuable man-

made resource. In the words of the Independent Expert 

Advisory Group on a Data Revolution for Sustainable 

Development, it is the lifeblood of decision-making and 

providing the right information on the right things at 

the right time is essential for designing, monitoring and 

T
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of scientists, technologists and geeks. It has now become part of 

mainstream media and popular culture, pervading the spectrum 

http://bigdata-madesimple.com/dilberts-20-funniest-cartoons-on-big-

data/

Hype Cycle for Emerging Technologies” tracks emerging 

technologies with particularly high levels of hype, or the potential 
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he hype cycle progresses 
from the emergence of the 
innovation, through a “peak 

hype peak in 2014, its absence from the 

by Gartner analysts, or a conviction that 

a brief overview of the nature 

 
of data sets so large and complex that it 

hand database management tools or 
traditional data processing applications” 

can be considered in terms of several 
key attributes, namely, volume, velocity, 
variety, veracity and vastness. 
 Volume: Incredibly large volumes of data 
are being generated each day, hour, minute 
from a variety of sources, including mobile 
data, eCommerce transactions, social 

amount of data produced by mankind 
from the beginning of time up until 2003 

was created in every two days in 2011, 
and in every ten minutes in 2013”. A huge 
driver of this exponential increase in data 
intensity is the so-called Internet-of-Things, 
whereby the Internet originally designed 
primarily for human communications and 
information consumption, has evolved into 

IP addresses and all generating data at 
a rapid rate. Thus size matters with big 
data, but size isn’t everything. What really 
distinguishes Big Data from previous large 

variety, veracity and vastness. 

 Velocity: With the increasingly digital nature of human, social and 
business interaction, combined with the data from internet-connected 

data is created at such a rate and intensity that instead of being stored 

data. Traditional batch processing data management systems struggle 
to deal with this kind of velocity.
 Variety: The degree of diversity and complexity of big data arises 
from the multiple sources of data from inside and outside the 
organization such as social media tweets, Facebook likes, mobile 
and video content, which dwarfs the traditionally highly structured 

 Veracity:

issues arising from manual data collection methods, lack of currency 

trust by executive decision-makers. The increasingly digital nature 
of business interactions results in robust, real-time data that is much 

 Vastness: Big Data tends to be exhaustive in scope, capturing the 
entire target population rather than a subset. Traditional business 

analytics uses the entire population of customer behavior to discover 
data driven insights. 

 Now that we understand the nature of big data, we can readily 
address some common myths and misconceptions.
 Big Data Requires Super Computers? Science and business have 

the scale of today’s big data revolution, super computers have been 
employed for some time to do the number crunching of large datasets. 
Although today’s big data challenges traditional data management 

Verma’s illuminating article on big data technologies explains how 
open source platforms such as Hadoop use distributed computing on 
many standard computers to perform big data analytics. 
 Big Data Is No Place For Small Business? Many small businesses 
have missed out on advanced information technologies such as data 
warehousing, business intelligence and knowledge management, 

T

of data sets so large and complex that it 

hand database management tools or 
traditional data processing applications”. 

COVER STORY Big Data for better business decision
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Lila Rao-Graham’s article tells us why big 
data analytics is important for SMEs and 
how managers should go about applying 
it in their businesses.
 Big Data Is exclusively for Technologists 
and Geeks? Big Data has transcended the 
technology hype to become a strategic 
imperative for many businesses in order 
to remain relevant to their customers 
and competitive in their markets. In 
an increasingly dynamic business 
environment, where interactions with 
customers, suppliers and competitors 
are being generated in real-time through 

sense and respond readily to channel 
patterns, customer sentiment, and pricing 

through Big Data Analytics. The articles by 
Peter Lloyd and Gunjan Mansingh provide 
tangible illustrations of the business value 
propositions for Telecommunications and 
Banking, two sectors that are among the 
earliest adopters of Big Data Analytics. 
 Big Data Will Automate Decision-
Making And Replace Knowledge Workers? 
Machine learning algorithms derived from 
big data analytics are being increasingly 
used to automatically mine and detect 
patterns and apply predictive models 
about fraud detection, pricing strategy 
and product recommendation. Does this 
mean that the human knowledge worker 

notion that people are the central focus 
in the manifestation of digital businesses 
and digital workplaces.” Noel Cowell’s 
insightful article challenges Human 
Resource practitioners and leaders to 
step up to the strategic opportunities 
that Big Data presents for building high 
performance work systems.
 Big Data For Business, Open Data For 
Governments? In recent years, Open Data 

the technical and legal characteristics 
that allow it to be freely used, reused, 
and redistributed by anyone, anytime, 

much media play as Big Data. There is a 
tendency to associate Open Data with 
Government-led initiatives and Big Data 
with business enterprise. Abdullahi 
Abdulkadri discusses in his article, the 
imperative for Caribbean national statistic 

Big Data as an integral component of 

and currency of data produced by the 
traditional, prohibitively expensive Census 
data collection exercise undertaken once 

generated from human social and commercial interactions is growing 
18

21

 Business and technology executives in public and private enterprise 
need to appreciate what it is, understand the opportunities and 
implications for their organizations, and plan to make use of this 
incredibly valuable man-made resource. The remaining articles in this 
Special Issue provide an excellent start towards enlightenment.

Maurice McNaughton is director of the Centre of Excellence for IT 
Innovation, Mona School of Business and Managemet, UWI Mona. 
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and is now recognized by business and technology leaders as 

http://www.gartner.com/newsroom/id/500680. Companies that 

have been successful in BI implementations have seen their 

investments in BI generate increases in revenue and produce cost 



17Jan-Feb 2016

initiatives struggle 

technology platforms, 

warehouse architecture has proven to be 

 
 The emergence of Big Data in recent 
years, fuelled by the dramatically 
increased volume, variety and velocity 
of data being generated from sources 
such as eCommerce, social media, mobile 

the complexity and demands on Business 
Intelligence systems. The sheer volume 
of the datasets in this Big Data world, 
is increasingly beyond the capacity of 
traditional BI software tools to capture, 
store, manage and analyse. 
 Does this mean that the potential 

customer intimacy, and competitive 

intelligence and big data analytics have 
become even more inaccessible to small 
businesses that are limited by resource 

availability of a rapidly maturing range 
of open source technology platforms such 
as Hadoop and MongoDB  and Cloud 
computing services such as Cloudera 
http://www.cloudera.com/

Data Analytics accessible and 

organisations. Small business 
innovators can now access 
and use the most advanced 
Big Data technologies for a 
modest monthly expense, to 

chance in the increasingly 
global competitive landscape, 
where Sangster’s Bookstore 

contend with the Amazons and Googles of 
the world.
 However access to the technology is only 

intelligence. SMEs need a systematic yet practical approach that 
allows them to rapidly assess baseline capabilities and discover value-
adding opportunities for charting their own customized roadmap 

developed a systematic, agile approach to BI implementation that is 
applicable to forward thinking SMEs, enabling them to evaluate the 
strategic potential of Business Intelligence for their organisations. 

as its output one or more high-impact proof-of-concept analytics 
applications, and a strategic BI roadmap:

Figure 1 - Agile Approach for Strategic Business Intelligence

investments. This is often due to gaps in the information maturity 

deploy and exploit BI tools and technologies. SME business leaders 

resources on such adventures Therefore, the foundation steps in this 
prescribed approach involves  Information Maturity Assessment 
and BI Opportunity Discovery. The IM Assessment is based on a 

M

SMEs need a systematic yet practical 
approach that allows them to rapidly 
assess baseline capabilities and discover 
value-adding opportunities.

COVER STORY Big Data for better business decision
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customized instrument that enables SMEs 
to baseline and benchmark their 
Information Management capabilities as 
the setting within which BI initiatives are 
conceptualized, developed and deployed, 
in order to deliver real business value to 
the organisation. 
 This maturity assessment examines 
six domains: People/Organisation, Policy, 
Technology, Compliance, Measurement 
and Process/Practice, in order to provide 

a business-wide assessment of the BI 
readiness of the organisation. 
 Although the IM assessment was 
designed to be typically self-administered 
for larger organisations, most SMEs are 
unlikely to have specialists in the various 
domains that the tool measures and 

The assessment is therefore conducted in 
parallel with semi-structured interviewing 
of the key business stakeholders as part of 
the Step 2 - BI Opportunity Discovery. 
 Step 2 provides a thorough understanding 
of the nature of the organisation’s business, 
assessing any existing BI or data-driven 
initiatives. The information garnered 
at this stage is used to inform a set of BI 

likely have more generalist knowledge 
than specialist expertise, the ability of the 

understanding of the business context 
with knowledge of industry-relevant, best-
practice BI case studies and expertise in a 
broad range of BI application possibilities, 
is key to discovering the high-impact BI 
opportunities for the SME. The information 
garnered from these combined steps one 
and two, is used to develop a portfolio of 

 Once this portfolio of initiatives is created, given the likelihood 
of limited resources, there is a need to prioritize these initiatives by 
assessing the value impact of each. It may be the case that some of 

most will be discretionary based on business context and priority 
ranking. To maximize the engagement and buy-in of the SME business 
stakeholders in the overall BI initiative, a workshop is usually conducted 

interviews, discuss the value 
opportunities, and employ 
group decision-making 

on the subset of BI POC 
initiatives to be implemented 
for the organisation.
 

 The selected PoC 
prototypes are developed, based on the available resources and 
appetite of the business. The ability to rapidly mobilize and deploy 

to heterogeneous, non-conventional sources of data to experiment, 
prototype, evaluate the various initiatives and better control the 
scope, cost, and timeline of their implementation/evaluation. This 

Warehouse Architecture and several available open source platforms 

 The PoC prototypes provide a practical demonstration of the value 

deployment of high-impact production BI applications. 

 In addition to the POC prototypes, this prescribed approach 
provides the business decision-makers with a strategic BI roadmap 
with a full portfolio of initiatives customized for the business, and 
designed in such a way, that the organisation can plan execution 

Based on our evaluation of this prescribed approach to Agile BI, in 

factors are critical to the success of strategic BI for SMEs: 

1. The Information Maturity Assessment is a key foundational step 
for understanding the business context, discovering high-impact 

SMEs have an opportunity to combine 

distinctive competitive advantage that 
typically eludes larger organisations 

bureaucracy.



19Jan-Feb 2016

BI opportunities and mitigating the risk of 
misallocated initiatives and resources.

2. The use of rapid prototypes to demonstrate 

the business value of BI, is essential for SME 
business owners concerned about investing 
limited resources in BI initiatives without 
a good understanding of the value it can 

3. The use of Open Source software provides the 

value and, importantly, increased opportunity 
for experimentation. These are important 

and a willingness to experiment are assets in 
competing with larger more bureaucratic 
organisations.   

4. It is important to identify a high-level 
champion within the organisation to provide 
business context and facilitate executive 
stakeholder engagement. 

success. Therefore, 

the BI roadmap.   

 We have referred to this approach as Agile, 

iterative approach that allows small business 
managers to experiment with short term gains and 
evaluate the longer-term strategic opportunity 
for BI. However, there is another aspect of 
Agility to be considered. For SMEs to survive 
and compete globally with larger, more well-
resourced organisations, then Business Agility- 

readily to a dynamic environment”- is an essential 
capability.  SMEs have an opportunity to combine 

competitive advantage that typically eludes larger 

and bureaucracy. Recent history is replete with 
evidence of smaller, more agile organisations that 
have leveraged Business Analytics to outcompete 
and overtake larger incumbents. Notable examples 

Barnes & Noble
 Organisations seeking to deploy Enterprise 

current state and maturity of their information 
management practices and to identify and 
address critical gaps that could present barriers 
and inhibit the desired returns on, and success 
of BI Investments. The prescribed methodology 
provides an approach that is amenable to, though 
not limited to SMEs.

Lila Rao-Graham is Deputy Executive Director, 
Mona School of Business and Management

COVER STORY Big Data for better business decision
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When you consider the vast number of internet-connected devices 

currently recording and transmitting data in today’s connected 

society, it shouldn’t be too astonishing to know that we actually 

world governed by smartphones, GPS, intelligent thermostats 

anything from Google searches and e-commerce to by-the-second 

social network updates, data drives our every move today. This is 

smartphones used by Jamaicans actively using mobile data.
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hile many persons may 
be intimidated by the 
sheer enormity of the 
d a t a 
currently 

traversing the World Wide 
Web, many businesses are 

leverage this jackpot called, 
Big Data, a phenomenon 
that has already started 
to revolutionise the way 
marketing is done. 

a world where online news 
apps like Loop can aggregate 
the stories that would be of 
interest to you based on your 

your favourite movies, knocking your socks 

time you sit down for movie night. Not to 
mention that your favourite wine bar just 

of white wine, while subtly 
reminding you that they 
haven’t seen you in a while. 
Next thing you know, you 

because you start feeling like 
a valued customer again. 

 

 To date, Big Data remains 
a slightly hazy term which 
many had prematurely 
dismissed as just another 

century catch-phrase.  But 
for the modern, data-hungry 
marketers, salespersons and 
business strategists, Big Data 
represents a treasure trove of 
opportunities for businesses looking to grow 
and outshine their competitors with un-
matched value propositions and service – all 
customised to suit each individual customer.

by researchers in the past, Big Data consists 
of huge volumes of unstructured and often 

networks and Internet-connected devices 
each day.  This is largely due to the Internet 
of Everything concept, which enables just 

multiple levels of analysis to extract the full value of the information.

 Big Data might be big indeed, but it’s certainly no novelty. In fact, 

misfortune, however, is that while many recognise the potential 

convert the intelligence they extract into business 
advantage.  What’s worse, the inability to do this can be 
rather detrimental for businesses in today’s fast-paced 
and highly-globalised economy, where competition just 
happens to be name of the game. 
 Recognising that this is the new order for marketing 
and business survival, Big Data has shot to the top of 
the totem pole, with companies now seeing the value in 
reallocating and creating dedicated resources to make the 
most of it.  In fact, its ability to help companies develop 
highly-targeted sales and marketing strategies, make 

made Big Data one of the most important strategic assets 
to a business. 
 According to an October 2012 Harvard Business 
Review article by Dominic Barton and David Court 
entitled, 

, in 

be able to identify, combine and manage several data 
sources, develop the capacity to build analytics models 
for predicting and optimising outcomes and integrate 
these into the organisation’s operations and decision-

making process. 

 Arvind Santhi’s book, , said 

understanding of shopping behaviour.’ All Santhi means is that 
marketers no longer have to rely solely on the small samples used 
in traditional research methods. As customers become more and 
more exposed, marketers can now take advantage of detailed data 

behaviour, habits and inclinations.

Big Data represents a treasure trove of 
opportunities for businesses looking to 
grow and outshine their competitors 
with un-matched value propositions 
and service – all customised to suit each 
individual customer.

W
COVER STORY Big Data for better business decision
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building out the fastest 4G network island-
wide. Now more and more customers 
have access to the Internet and consumer 
demands therefore continue to evolve. 
Coupled with the local explosion of social 
media and the immense popularity of 
sites like Facebook, Instagram, Twitter, 
SnapChat and Loop, customers want 
services that are individualised based on 
their likes, preferences and usage.

 Social networks have become one of the 

can provide insights on customer habits 
and behaviour, satisfaction, needs and 
wants while helping to create customer 
loyalty.  Customers want someone to talk 
back to them in real-time and respond to 
their individual needs instead of taking 
a broad-brush approach.  For many 
large companies like Digicel, this kind of 
approach can only help to humanise your 
brand. Following the launch of Digicel’s 
FIT data plans, which gives subscribers 
free access to Facebook, Instagram and 
Twitter, the company took feedback from 
its social media customers and added 
popular messaging platform, WhatsApp to 
the mix.  This, of course, made customers 
see that their feedback was valued and 
made them feel like the company really 
did create these plans with them in mind.
 For SMEs on the other hand, social media 

can be the wind beneath their wings. By engaging customers on social 
media on a more intimate level, they can build trust and good rapport 

that customers may not be so inclined to just give to a larger company. 
So they must use this to their advantage.

 The big business version of such intimate marketing comes from 
the development of micro-
markets, which can essentially 
be hundreds or even 
thousands of mini market 

to traditional sales strategy, 
micro-marketing pulls on 
data from a wider variety of 
sources that are continuously 
updated and resources are 
allocated to each micro-
market segment based on the 
availability of opportunities 
instead of previous sales 
performance. 
 This helps companies 
optimise their marketing 
strategy and become more 

simply by leveraging Big Data 
to target the right people, in 
the right place at the right 
time.  This can also provide 
a huge revenue boost for 
companies as well if they are 
able to focus more of their 

marketing spend on the high value customers that will give them a 
return on investment. 

  The truth is Big Data has become one of the primary fuels for 
today’s economy. Businesses have had to learn to play smarter, not 
harder in a world that is constantly changing. Big data provides 

miles ahead of the competition by making acute business decisions 
based on cold, hard facts instead of practiced intuition.  All businesses 
need to do now is ensure that they grab big data by the horns if they 
plan to stay on top of their game.  
 The long and short of it, however, is that in order to truly create 
a customer-centric experience, you must know as much as you can 
about them.  So, make it easy for customers to talk to you and don’t 
forget to talk back.  Let them tell you what they want, and use that 
data to give them the best value they’ve ever had.  

Peter Lloyd is Marketing Director, Digicel Jamaica
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many aspects of business including human resource management. 

The human resource management branch of what is generally 

other areas of business, the primary driver of HR analytics has 

the process of capturing larger volumes of increasingly reliable 

behaviours. 
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uman Resource 
Management has long 

strategic human resource management 

for talent management, compensation, 

of the organisation to promote employee 

 There has been a dramatic increase in 
the volume and variety of data generated 
across the human resource lifecycle as 
a result of increasing digitization in the 

represent a huge potential 
source of value for 
the profession and the 
increasing availability of 
powerful user-friendly 
software has opened the 
way for greater reliance 

decision-making that 
enables high performance 
work systems. 
Recruitment analysis, for 
example, taps into a variety of internal 
and external data sources from LinkedIN 

tracking systems and labour market data 
to optimize the talent matching process. 
Modern integrated HRIS/Payroll systems 
digitize many of the interactions between 

employees and the organization that are generated from time, absence 
and payroll data, to survey, social and collaboration/workgroup 
data. Mobile phone and vehicle tracking systems allow organizations 
to schedule, monitor and optimize employee and vehicle assets, 
especially for mobile workforces.  Performance management and 
learning management systems enable the integrated planning, 
tracking and analysis of employee development and performance 
management programmes to optimize workforce productivity and 
enhance the leadership pipeline. 

Figure 1. Big Data sources in the Digitized workplace

  Open source technologies and cloud computing have made 
workplace digitization increasingly accessible to both large and small 

report, build dashboards or conduct analyses on demand. Research 

the majority of organizations are still only at the early stages of HR 

 Recent work carried out by researchers from the Mona School 
of Business & Management suggests that there is a high degree of 
appreciation, among major Caribbean human resource leaders, of the 
need for measurement in HR. Not surprisingly however, companies 

information systems and other technologies that would facilitate the 
capture and use of workforce data for optimising human performance. 
Many HR leaders appear to be concerned primarily to justify their 

are focused on metrics rather than analytics.

H

Mobile phone and vehicle tracking systems 
allow organizations to schedule, monitor 
and optimize employee and vehicle assets, 
especially for mobile workforces.

COVER STORY Big Data for better business decision
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 There are many reasons for this. One 
is that some HR leaders simply lack the 
appropriate strategic mind-set. Some, who 
came to their professions at a time when 
the imperative was to maintain industrial 
peace by managing the relationship with 
the trade union and taking care of worker 
welfare issues, have mastered the narrative 
of strategic human resource management 
but are yet to adjust to the practice. 
 The other constraint is size. 
Conglomerates like Massy, Ansa McAl 

only small by global standards but are 
divided into much smaller business units. 
These individual companies often join the 
larger conglomerate through a process 
of inorganic growth and bring their 
own culture and management systems. 
Historically, enterprise management 

scaled for larger more integrated global 
corporations. As such they were expensive 

the needs of small regional businesses. 
 The emergence of cloud-computing and 
the increased maturity and acceptance 
of open-source solutions, promise to 
change this situation. Cloud technologies 

eliminate the need for small companies 
to invest in expensive infrastructure 

while open source software provides 

customised or purpose-built solutions to 

 The recent MSBM research on Caribbean 
organisations suggest that major Caribbean 
companies are only just beginning to 
explore the use of human resource 
management systems that are integrated 
with their larger enterprise management 
technologies. To truly realize the value 
potential of workplace digitization, HR 

leadership must commit to building the analytics capabilities within 
the HR function that leverages their own internal domain expertise and 

HR technologies in the overall enterprise management architecture.

 HR management and professionals in some progressive Caribbean 
organisations are awakening to these possibilities. Accordingly, they 
have been moving slowly from occasional or anecdotal evidence of 
performance, to embrace human resource analytics. 
 An example of how open-source technology has helped to advance 
the culture of evidence-based decision making comes from a major 

performance appraisal system, the company began by harmonising 

for each job to overall business goals in a cohesive and consistent 
way. Secondly, it allowed a closer examination of how individual 

various levels. The organisation was therefore able to match major 
organisational outcomes to individual performance, reward where 
warranted and take corrective measures where necessary.

 For example, it 
became much easier to 
measure supervisory 

the appraisal 
process. According 
to the Deputy 
General Manager, 
Human Resource 

has appraised 20 
people and all of 
his appraisals fall 

we want to talk to 
him” with a view 

to improving his 
rating skills. Targets 

can be allocated to revenue generating areas such as retail banking 
and corporate banking. These targets are aligned to the size and the 
complexity of the branch. Branch Managers know the target for the 
branch and both the manager and the team member reporting to that 
manager have access to performance indicators. This means that in 
the event of a shortfall, both the human resource department and the 
head of the business unit can immediately identify the source and 
take corrective action.

the Caribbean. Learning management systems allow for training on-
demand and mitigate traditional distance and travel logistics barriers. 
The company to which we referred earlier has migrated the majority 
of its corporate learning interventions to technology-driven learning 
management systems based on open-source platforms. Aside from 

To truly realize the value potential of 
workplace digitization, HR leadership must 
commit to building the analytics capabilities 
within the HR function that leverages their 
own internal domain expertise and the 

context.
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to work on their own time and at their 
own pace. Learning outcomes can be easily 
monitored by the human resource department 
and, reward and promotion can be linked to 
learning. Simultaneously the organisation is 
able to maintain comprehensive data on the 
skills and competencies of employees, making 
it easier to determine who can be deployed 
to job openings as they arise. As Caribbean 
companies expand and begin to function 
across borders, the ability to make these kinds 
of decisions becomes particularly crucial. 

 More than 30 years after the emergence 
of strategic human resource management, 

get no respect.” However, bolstered by the 

the increasing application and sophistication 
of HR Analytics, strategic human resource 
management is poised to demonstrate a 
tangible impact on the business bottom line. 

the emergence of cloud computing, and the 
new possibilities ushered in by the growing 
use of open source technologies. Caribbean 
businesses are beginning to embrace these 
technologies as a means of creating high 
performance work systems. Maximizing 
the impact of human resources on business 

leadership, supported by multi-disciplinary 
teams that combine HR generalists and data 
scientists to harness the potential of big data 
and HR analytics.

Noel M. Cowell is a Senior Lecturer in Employment 
Relations and Human Resource Management at the 
Mona School of Business and Management, UWI, 
Mona

Maurice McNaughton is director of the Centre 
of Excellence for IT Innovation, Mona School of 
Business and Managemet, UWI Mona
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Customer analytics has the potential to enable personalised 

interaction with customers as a basis for increasing sales and 

dependent on the data that is considered in the analysis and 

how it is prepared for analysis.
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ncreasingly more organisations 

business analytics to harness 

can bring to organisations are numerous 

 
should be faced with are not whether they 

time” they are doing it. The imperative 
for more agile and responsive analytics is 
driven by a number of factors including:

• The increasingly volatile business 
environment (e.g. globalization, 
accelerated product life cycles, demanding 
customers, competitive environment); 

• Organisational big data that has been 
collected and stored but is vastly 
underutilized for analysis, and; 

• The availability of new technologies 
(e.g. cloud computing, map reduce, 
online analytical processing-OLAP, 
and predictive analytics) that support 
business intelligence. 

 Analytics is considered to be the key 

with analytics are the same as those for BI. 

of data collection, data extraction, and 
analytical tools to extract information 
and/or knowledge from data to assist 
decision makers in organizations. With 
the large amounts of data being collected 
about customers and the advances in 
technologies that support 
BI, increasingly these 

being used to deliver 
knowledge about the 
customers to decision-
makers. 
 With the banking 
industry, for example, 
moving away from 
managing products towards managing 
customers, customer analytics allows 
organisations to determine customer 
preferences at an individual level. It 
focuses on ensuring that organisations 
are practising customer engagement 
at all stages of the customer life cycle 

development and customer retention. 
 Financial institutions have been at 
the forefront of analytics adoption and 
numerous applications of analytics exist 
in a sector that accumulates an enormous 

amount of customer transactional, demographic and relational data. 
In the Caribbean region there are still many opportunities for the local 

some of these opportunities. 

 Analytics enables organisations to make business decisions that are 

analyse their historical and current data to determine the likelihood 
of future events using data mining and other predictive analytics 

they use OLAP to provide summarized, multi-dimensional and 

modelling. 
 The process of analytics is best managed as a repeatable rather than 

data analytics is a multi-phased approach that involves more than 

activities and tasks that must be performed during the knowledge 

Problem Formulation, Business Understanding, Data Understanding, 
Data Preparation, Modelling, Evaluation, and Deployment. 
 Of the many phases, the business understanding phase is 

phases in performing analytics. However, data preparation is the 

not be trivialized or under-resourced, and relies heavily on domain 
knowledge and the ability of the BI analyst to identify the key data 
assets and derive the appropriate composite and aggregate variables 
with predictive power. 

 To understand existing and prospective customers, various analytical 

in the form of patterns, correlations and associations that are hidden 
in the data. These nuggets enable data rich organisations to do the 
following:

• either 

• Detect fraudulent transactions.

• 
purchasing behaviour.

• Determine

I

Analytics enables organisations to make 
business decisions that are based on data 
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• 
buy a higher value product of what 

• Identify a customer likely to churn by 
identifying the types of transactions 
that are typically done before leaving.

• Understand customers’ opinions on 
products and services.

Credit risk modelling and marketing are 
typical applications of customer analytics. 
Organisations in the Caribbean may be 

doing such modelling but to ensure that 

customer data they can improve the 
existing practices by following a systematic 
knowledge discovery approach, to ensure 

and data. Figure 1 shows the silos of data 

locations within the organisation.
 

Figure 1: Customer Centric view of data assets 

managers need to know the credit worthiness of their customers. 

lines of credit, and approving loans can be risky decisions for banks, 
whose fundamental intermediation business model depends on how 
well they manage risk. Predictive modelling can be used to reduce the 
risk associated with these decisions by determining those customers 

This will allow a bank to score the customer and decide whether a 
person is a good candidate for a loan or a credit card, or if there is 
a high risk of default. By being able to identify the customers likely 

to default, the bank is 
in a better position to 
reduce risk.  
 The traditional 
data sources that are 
used in credit risk 
modelling may be 
inaccurate, outdated 

Faced with such data 

traditional lending 
business models such 

and microcredit 
typically rely on a conservative risk modelling approach and high 
interest rates to compensate for the high risk of default.  There are 

to build more discerning risk models to determine customers’ ability 
to repay and willingness to pay.  
 For example, a customer’s ability and propensity to pay back can 
be assessed using proxy variables derived from utility bills and point 

insight into the spending patterns of customers. 

demographics, banking transactional data and POS customer data for 

customer who are likely to default and those who are not. Integrating 
data from these varied sources helped identify additional variables 
which served as proxy for a customer’s earning and spending 

in determining the credit worthiness of a customer. Understanding 
such customer behaviour can result in better credit risk models and 
enable organisations to make data-driven decisions.

analytics to analyse customer data to derive the likelihood of 
purchase of a particular product. With the shift from product-centric 
to customer-centric, the customer data that exists in product silos 

for a customer across each product silo will be integrated to create 
one master customer record. This allows institutions to gain better 

products and services that customers really want, banks can make 

extending existing customers lines of 
credit, and approving loans can be risky 
decisions for banks, whose fundamental 
intermediation business model depends on 
how well they manage risk.
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substantial savings on targeted promotions 

sell” by identifying additional products 
or services a particular type of customer 
may be interested in. The more products 
and services a bank can provide for 
its customers, the greater the retention 

lifetime value. Customer attrition can 
also be addressed by identifying the 
transactions typically done by customers 
who are likely to leave. Thus, analytics 

only retaining their existing customers 
but also to gain new customers. In a 
competitive environment, customers 
have many options with regard to where 
they can do their business; therefore, 

very important concerns of a marketing 
department. 

 Customer analytics has the potential 
to enable personalised interaction with 
customers as a basis for increasing 

institution. The knowledge that 
organisations can derive from their 

that is considered in the analysis and how 
it is prepared for analysis. Often the focus 

should be used and not enough on the data 
that should be used and in what form. For 
analytics to be successful it is imperative 
that businesses follow a structured 

approach and use a multidisciplinary team 
of business leaders, business analysts, data 
analysts and BI analysts. This will ensure 
that the right business problems are solved 

tools, and the appropriate data assets. 

Gunjan Mansingh is a Lecturer and 
Undergraduate Coordinator at the Department 
of Computing, UWI, Mona
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The coming together of Jamaica’s oldest and largest media companies 

will change the media landscape for decades to come. The nature 

and scope of the change will emerge with time but it is certain that its 

content creators, audiences, consumer advertising and the interaction 

between political leaders and citizens. 
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Contextually, the proposed merger between the Gleaner Company 

and Radio Jamaica Limited can be seen as part of a global trend in 

response to the new information and communication technologies 

Under the old business model traditiona,l or so-called legacy 

to create news and entertainment products for large audiences 

that appeal to advertisers—the bigger the audience the more a 

a growing number of players and emerging digital platforms for 

survivability and relevance.
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. 
 The transaction will 
be achieved through an 

subsidiary of The Gleaner 
Company Ltd. by Radio 
Jamaica Limited.  After the 

media operations will be 
consolidated with those 
of Radio Jamaica Limited 
and marketed under a 

legacies of both operations.  Shareholders 

of the consolidated entity with existing 
shareholders in RJR holding the remaining 

 According to an analysis on the 

and local economic environments make 
the coming together necessary as both 
companies operating separately would 
have had to invest considerably in building 
out platforms and services in order to 
become full service multimedia entities. 
The combination allows for better capital 

customers and shareholders.” 

overcome a number of regulatory hurdles, 
including the scrutiny of the Broadcasting 
Commission, the Jamaica Stock Exchange 
and the Financial Services Commission as 

the courts. Most of these were cleared by 
early January 2016.
 Naturally, the announcement by RJR 
chairman Lester Spaulding and Gleaner 
chairman Oliver Clarke generated 
considerable debate because of its breath 

and business communication. As part of 
that debate, the Mona School of Business 
and Management of The University of the 
West Indies hosted a forum in its Public 

The focus was on the implications for the 
media business in Jamaica.

Twila-Mae Logan, traced the recent share-
price appreciation of both companies, 
noting that they have more than doubled 
since January with a post-announcement 

if the scheme of arrangement went through, shareholders should 

who retain ownership of stocks in the proposed new company1834 
Limited that will be listed separately from the merged entity

can be derived from using each other’s assets to really not disappoint 
shareholders,” Dr Logan said. 

Osborne’s analysis of implications for advertising and smaller media 
companies and Annie Paul’s discussion of the likely impact on 
consumer choice, have been lightly edited and reproduced.

 Contextually, the merger is part of a global trend in response to 

have destroyed the traditional media business model. Under the old 

used hard-to-replicate infrastructure to create news and entertainment 
products for large audiences that appeal to advertisers—the bigger 

 Now, new digital technologies have exponentially increased the 
number of media channels and platforms available to consumers and 
advertisers. And they have enabled convergence of formerly separate 
industries blurring the lines between telecommunications, media, 
information technology, and consumer electronics.
The new ICTs have also altered the way the people formerly known as 
the audience access and use information and entertainment products. 
They are no longer at the behest of big, formal media. Anyone with a 
smart device with an internet connection is a potential journalist and 
entertainment content creator.
 As a result, traditional media can no longer count on large loyal 
audiences of readers and listeners/viewers. Some experts believe 
that the daily newspaper as we know it will disappear soon. Others 
believe that some consumers will always prefer the printed version 

not in dispute is that the future is digital.

Services Limited over several decades, painted a scenario of shifting 
media consumption habits, highlighted most dramatically by decline 
in radio audiences. The estimated total radio sets are down from 2.1 
million 14 years ago to about 1.4 million today. Newspaper readership 
is also down while the Internet audience is growing.
 

A

Now, new digital technologies have 
exponentially increased the number of 
media channels and platforms available to 
consumers and advertisers...
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 Managing director of the RJR 
Communications Group and prospective 
CEO of the merged entity, Gary Allen, 
speaking at the forum, rationalised the deal 
in the context of a dynamic, rapidly changing 

Jamaican-owned media to be here to survive 
and expand and export the content that we 
speak about in our creative industries.”
 He spoke to most of the issues detailed 
on the websites of both RJR and the Gleaner 
explaining of the timing, rationale and 
expectations of the 
proposed deal and 
why they think it’s 
good for shareholders, 
the media industry and 
consumers of media 
products.   
 One concern raised 
at the forum was the 
likely impact of the 
merger on employment 
in the sector. Allen 
gave no assurances 
that in the search 

in areas that we’re looking to extend the 
business, and those persons we will continue 
with so that we can minimise the level of cuts 
that one would do in this operation. You have 
to think about doing it smartly. You don’t 
have a lot of money just to pay redundancies 

that you had at one point that you sent home 

come back.” 
 Expectation is that going forward media 

digital revenue streams as media platforms 

create a big enough resource base to survive 

leading media entities we miss this digital phase, the information 
and communications sector in the country will be retarded for a long 
time.”
 Of course, digital innovations allow traditional companies to 
compete on the new platforms and transcend geographical and time 
boundaries; the key issue is how to monetise the new business.
 Pew Research data for the United States showed that in 2014, 
spending on digital advertising as a whole continued to grow. 

be social media and technology companies. Google still holds about a 

surfaced since the announcement include implications for smaller 

marketplace of ideas and the shaping of public opinion.
 Gleaner and RJR executives argue that concerns about competition 

an industry with 3 daily newspapers, 30 radio stations, 3 free to air 
television stations and a multitude of local and foreign cable channels 
and companies we do not consider this deal monopolistic. Further, 
the shareholding of the combined entity will be divided among 

of the outstanding shares of the company, which further limits any 
monopolistic or single agenda possibilities.”

 Admittedly, there will be scores of other media entities at play in 
Jamaica and the market should remain competitive. But part of the 
threat of consolidation is that two currently respected and independent 
sources of news and opinion could be morphed into one. 
 RJR and the Gleaner have two of the largest newsrooms in the 
country with the independence and resources to ferret out stories. 
Also, as we head into another election it is noteworthy that they are 

while the merger makes business and technological sense it must be 
managed in a way that does not reduce the number of voices in the 
market place for ideas or opportunities for the practice of old fashion 

Claude Robinson is editor of MSMB Business Review and Associate 
Teaching Fellow at MSBM

We are going to assess those people who 

in areas that we’re looking to extend the 
business, and those persons we will continue 
with so that we can minimise the level of 
cuts that one would do in this operation. 

Source: All-Media Servey 2015, MRSL

Table 1
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My expectation is that RJR/Gleaner will rationalize radio for 

strategies with digital components. Naturally, the combined reach 

discounts and deals. However, in the long run such tactics are 

self-defeating as they inevitably devalue all associated brands. 

A more enduring approach is to develop innovative, integrating 

media content strategies that competitors can’t replicate, at least 

in the short to medium term.
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iscussion of the 

 For several decades the economy 
has been enfeebled by low growth, 
high public debt that restricts public 
spending, high rates of poverty, and high 
unemployment and underemployment 
restricting consumer spending on goods 
and services usually advertised in the 
media. These restricting parameters frame 
the economic environment in which more 
than 30 media players scramble to earn a 
sliver of an advertising pie the growth of 
which is constrained by the issues in the 
broader economy. Conventional wisdom is 
that this relatively small 
advertising pie cannot 
sustain the overcrowded 

includes entities with 
business models that are 

 Into this milieu steps 
the merged entity which 
will own a range of 
media properties with 
unmatched reach and 
impact and a capacity to be a greater 
competitor for advertising dollars than 
when they operate as separate entities. 
The media properties of the merged entity 
include: free to air television broadcaster, 

stations, the Gleaner and Star newspapers, 
online media assets, including social media 
products, and Over-The-Top Technology 
services. TVJ is the prized jewel in the 

share in a media industry marked by 
declining print and radio audiences, un-
viable radio fragmentation, low returns 
on digital investments, and relatively low 
cable TV market shares and revenues, at 
least for now.
 Among the RJR and Gleaner executives’ 
immediate challenges is to prove the 

shareholders by demonstrating both 
improvements in advertising revenues and 

that are expected from the transaction.   

standards. This cost is reported to be in the region of J$700-million.

to ensure that a publicly listed Jamaican media company remains a 
major player in a landscape which is constantly being shaped and re-
shaped by technological innovation and the free movement of global 

the behaviours of  traditional media players but more so by  new  
rivals that have entered the media advertising business in Jamaica 
and the rest of the Caribbean. 
 Taking advantage of technological innovations that have seen a 
removal of the traditional lines separating the telecommunications, 
media, consumer electronics and entertainment industries, Digicel 
and Cable and Wireless, in keeping with global trends, are rapidly 

breakup of the old Cable and Wireless telecommunications monopoly 

in 2000 paved the way for new entrants in mobile telephony with the 
privately owned and controlled Irish-based Digicel, emerging as the 
dominant player helping to propel Jamaica’s cell phone penetration 

 Now the telecoms are aggressively moving beyond a revenue 

divert audiences and advertising revenues from traditional media 
companies. Telecoms companies are motivated to seek new revenue 
streams because their technological infrastructure makes the business 

technological innovations providing cheaper ways for people to stay 
in touch. For example text messaging revenues in the old cell phone 
business are losing out to free messaging apps, the portal of choice for 
smart mobile device users.  
 Smartphones are primed for advertising and sales innovations, 

features” for consumers to make direct purchases from various 

innovative features, combined with internet and smart phones’ 
strong and growing usage, lay the foundation for a shift in the media 
advertising business and in e-commerce growth. 
 How soon and at what rate will the use of such innovations unfold in 
Jamaica are unknown. But we know that current lifestyles in Jamaica 

D

Among the RJR and Gleaner executives’ 
immediate challenges is to prove the 

shareholders by demonstrating both 
improvements in advertising revenues and 

that are expected from the transaction.
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include mobile devices being almost 
always turned on with many consumers 
actively engaged with their devices during 
every conceivable activity. Therefore, we 
can deduce that consumption of media 
through mobile devices will only grow. 

What is to stop the telecommunications 
companies from developing standalone, 

that deliver scheduled newscasts and 

stories, and, by the way, also deliver 

for traditional media companies 
whose core business is the delivery of 

advertising revenues.
 Meanwhile, both telecommunications 

of television assets in Jamaica and other 
Caribbean markets. Digicel’s extensive 
media portfolio includes regional 
cable channel Digicel Sportsmax, cable 
distributor Telstar, content aggregator 

cable and internet service providers. 
Earlier this year, Digicel announced plans 
to build out an island-
wide digital cable 
network within 
three years. These 

make a declarative 
statement that Digicel 
is a serious media 
advertising business 
contender.  
 Rival Cable and 
Wireless recently 

Communications’ assets, including Flow 
brand assets, for US $3-billion. Cable and 
Wireless, through Flow, delivers hundreds 
of foreign television channels and all 

in Jamaica alone. Cable and Wireless 
also delivers content and advertising 
through its LIME-style TV channel, and 

television-over-broadband channels, 

mobile TV in Jamaica and digital TV in the Eastern Caribbean. 
 Broadcast regulations allow only a limited range of advertising 
on foreign cable channels, constraining revenue from this source 

anecdotal evidence points to regular violations of the regulation 

by cable operators for changes in the regulations that would allow 
more advertising on foreign cable channels. Successful lobbying on 
this score could harm free-to-air TV revenue. 

 Given these 
and other recent 
d e v e l o p m e n t s , 
such as, newcomer, 
Business Access 
TV, Mellow FM’s 
TV plans, and 
the Observer 
repositioning its 
Saturday paper, raise 

will the merged RJR/Gleaner entity and all other media players 

 My expectation is that RJR/Gleaner will rationalize radio for 

strategies with digital components.   Naturally, the combined reach 

discounts and deals. However, in the long run such tactics are self-
defeating as they inevitably devalue all associated brands. A more 
enduring approach is to develop innovative, integrating media 
content strategies that competitors can’t replicate, at least in the short 
to medium term. 
 A meaningful advertising trend that has emerged in the USA and 
elsewhere is for media planning and online planning to be connected. 
With this strategy, successful brands integrate social, mobile and web 
presences with traditional media, having brand and social media 
managers proactively collaborate on integrated brand and social 
marketing approaches to maximize results. 

With the growing importance of mobile and social media, TV 
advertising becomes more important not less important. TV 
advertising becomes the lynchpin upon which successful campaigns 
are built. Television is a reach and impact vehicle that maximizes 
investment returns that compound when complemented by other 
media and by measurable social media campaigns for most brands. 
This is why Television Jamaica with its substantial free to air market 
share is of immense current and future value to the merged RJR/
Gleaner entity. 
 This is also why the combined RJR/Gleaner technological 

Smartphones are primed for advertising and 

video ads that compete with TV’s 30 second 

My expectation is that RJR/Gleaner will 

explore new audience and revenue growth 
strategies with digital components
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infrastructure, which includes a solid 
television backbone, is among the 
merger’s main competitive advantages for 

of integrated advertising sales with both 
traditional media and social marketing 
components. The real challenge for RJR/
Gleaner is to combine these capabilities 
with customer engagement and service 
innovations while retaining TVJ viewers 
and growing other audiences, taking 
into account the telecoms companies’ 
considerable technological and marketing 
capabilities. 

 A few observations on the remaining 
media landscape: Financial viability is 
essential to survive in the evolving media 
environment. Most if not all smaller media 
players are undercapitalized and the 

at this stage carries considerable risk 
given the high cost of money and the 
changed competitive landscape. Some 
media players owe substantial unpayable 
tax liabilities; others, in all likelihood, 
simply avoid such liabilities. Too many 

audience and revenue strategies; most are 

 Going forward, smaller companies 
likely will adopt survival and growth 
strategies that leverage core competencies. 
The Observer will likely leverage its event 
management experience to earn needed 
revenues, though it must be stated that 
event staging costs are often prohibitive. 
CVM could become a target for entities 

their other media properties. Of course, 
we don’t know if the principal owner, Mr. 
Michael Lee Chin is in a selling state of 
mind.
 IRIE and Zip FM’s radio likely will 

to further build relationships with 
listeners and to grow revenues though 
digital infrastructure cost is constraining. 
Other media players likely will ferret 

added components delivered directly 
and through multi-screens while luring 
sponsors with repeat exposures. Weaker 
players will not survive.  

constraining economic conditions, all 
media entities would be well advised to 
pursue hard currency earnings through 

unexplored opportunities for innovation and experimentation with 

in sectors in which Jamaica has earned a favourable global reputation.  

Kay M. Osborne, a former general manager of TVJ, is a management and 
communication consultant
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announced a proposal to merge the two entities. This generated 

much debate and discussion in the public sphere about what 

exactly this entailed for the media landscape and whether the 

new entity might represent a monopolistic threat to other less 

centralized, less well-established media houses. Would the range 

of options for freedom of expression be narrowed resulting in 

proposed merger not put some employees out of work in the 

ensuing rationalization and consolidation of positions, to avoid 
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merger of two businesses 

the new technologies of 
the 21st century that have 

shift in the way news is 

 The new entity, which for 
convenience I refer to as the 
Gleanajer, is still going to 
produce a newspaper and 
will continue to provide TV and radio 
services. So there is no loss of choice there. 
In fact what I think we need to realize is 
that this merger has been forced by the 

 Earlier in the year Lime, formerly 

Communications, owner of Flow, one of 

the country’s largest cable and internet 

Other cable and communications 
providers Digicel, Sportsmax and Telstar 

a range of new options, especially in the 
arena of sports. 
 But beyond Sports the new entities 
are also moving into the news industry. 
Digicel’s Loop is a mobile app news 
platform that is already giving the Gleaner 

a run for its money in the provision of news; they claim downloads 

1. Even if this is an exaggerated claim it shows you how rapidly the 
media landscape in Jamaica is changing.

been a long-time supporter of sports at the secondary level spending 
around US$1 million a year sponsoring Boys and Girls Athletics 

 So, far from occupying the choice position of a monopoly, our legacy 
media are running scared from the nimble and disruptive new business 
models discussed earlier and we should welcome their merger as a 
sample of the radical strategies they will need to adopt to stay alive. 
Disruption as it is called is very much part of the 21st century. The new 
business models generally disrupt from below, attracting clienteles 
that the legacy media either weren’t servicing at all or were servicing 

 It’s useful to get 
a better sense of 
what disruption and 
disruptive models 
mean in this context:

product addresses 
a market that 
previously couldn’t 
be served — a new-
market disruption 

simpler, cheaper 
or more convenient alternative to an existing product — a low-end 

to respond to a disruptive product. In a new-market disruption, the 
unserved customers are unserved precisely because serving them 

http://techcrunch.com/2013/02/16/the-truth-
about-disruption/
 Incumbents ignore new disruptors at their peril. But to wheel and 
come again is not easy for behemoth-like business entities used to 
dominating the landscape and generally calling the shots.   How do 

T

So there is no loss of choice there. In fact 
what I think we need to realize is that this 
merger has been forced by the entry of 

consumers more, not less choice. 

Incumbents ignore new disruptors at their 
peril. But to wheel and come again is not 
easy for behemoth-like business entities used 
to dominating the landscape and generally 
calling the shots. 
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you shift from being the crème de la crème 
of legacy media, with audiences you can 
take for granted, to nimble new media 
platforms that respond to the whims and 

Methods of news consumption and 
production have changed radically, 

of social media. Legacy media are used to 
dealing with passive consumers who take 
whatever is dished out without being able 
to contribute or interact with the content. 
Now they have to respond to younger, 
savvier customers who are used to talking 
back, commenting, trolling what they 
don’t like and demanding what they do 
like. Feedback is instantaneous and can’t 
be ignored without damage to the bottom 
line.

 According to the cofounder, and editor-
in-chief of the Texas Tribune Evan Smith 

future of news is digitized. The future 
of news is the consumer controls the 
conversation, not the provider.” 
The new changes mean drastically 
redesigning the roles of news providers. 
The template developed by Smith and 

template for the newly constituted Gleaner 
RJR entity:

organization but we’re really much more 
than that. We report the news, but we 
also build community around common 
interests. We go into big cities and small 

hundreds of people, have a conversation 
about water, transportation, all that 

conversation—civil, important, bipartisan, 
non-partisan around issues. To say that 
we’re reporting the news is, to borrow an 
old phrase, true but not accurate. Because 
it’s not all we’re doing, it doesn’t tell the 

full story. We’re providing information, knowledge to people in 
various formats, to give them things to think about, talk about with 
their neighbours, around the dinner table, the gym locker room, the 

of public education, higher education, immigration, healthcare, down 

 In a recent Q and A the Gleanajer made statements that suggest that 
it may be on the right track. 

merged company 
is to use the 
combined strengths 
of each company’s 
respective credible 
and award-winning 
journalism and other 
content to better 
inform, educate 
and entertain the 
Jamaican public 
on things relative 
to Jamaicans 

everywhere. The opportunities resulting from this coming together 
are many; however, we are excited at the prospect of expanding 
advertising options and packages for our clients as well leveraging 
our content for wider distribution on established and new platforms.” 
 My advice to the Gleanajer is that it should focus less on expanding 
advertising options and packages and more on developing compelling 
news and information products that the public will buy into. That 

products that consumers want and can’t get elsewhere the advertisers 
will follow. The new entity should also ensure that competent digital 
natives are part of decision and policy-making at the highest levels of 

be’ and there is simply no future without the integral involvement of 
those born and bred amid new media.

Annie Paul is Head, Publications Section, SALISES, UWI. She blogs at 
Active Voice (anniepaul.net) and is on Twitter @anniepaul.

My advice to the Gleanajer is that it should 
focus less on expanding advertising options 
and packages and more on developing 
compelling news and information products 
that the public will buy into. 
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FIDELITY MOTORS
5-18 Hanover Street, Kingston     TEL: 948.5409 / 5459     FAX: 967.0375      www.nissanjamaica.com #NISSANJAMAICA

NISSAN

X-TRAIL
• Robust Capability

• Seriously Stylish

• Family Proof Interior

Innovation

that excites

READY OR NOT.

THE ALL-NEW 2015 NISSAN

No more compromises! Combining smart urban design and off-

roader toughness, the new Nissan X-trail is both dynamic and 

elegant. From its sculpted lines to streamlined curves, it is designed 

to adventure in style and get the most from every journey. Ready 

or not, the X-Trail is here to take you on an adventure!

to adventure in style and get the most from every journey. Ready 

or not, the X-Trail is here to take you on an adventure!

Robust capability

Family proof interior
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agenda for humanity and the planet. The 2030 Agenda for 

Sustainable Development represents a plan of action for people, 

planet and prosperity. It consists of 17 goals which will succeed 
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he architects of the SDGs 
took into consideration 
lessons learned by national 
governments, international 
agencies and civil society 

in the implementation and monitoring 
of the MDGs in crafting the new goals. 
Of note among these is the paucity of 
data for measuring progress towards 
the achievement of the MDGs.  The 

and the lack of timeliness in 
generating and disseminating 
data and statistics have also 
been noted as major hindrances 
to the attainment of sustainable 
development.  As the 
Independent Expert Advisory 
Group on a Data Revolution 
for Sustainable Development 
stated in its report to the United 

World That Counts, November 

and the raw material for accountability. 

right information on the right things at 
the right time; designing, monitoring 

almost impossible.”
 Since the release of that report, the call 
for a Data Revolution for Sustainable 
Development has gained momentum.  
An essential element of this revolution is 
Big Data; data that are generated in large 
volume and with great velocity, variety 
and veracity.  In recent times, Big Data 
has been promoted as a viable alternative 
or complement to traditionally-sourced 

of rapid advancements in Information 

that has enabled the production of a great 
variety of digitally generated information 
in high volumes as well as in real time. 
This has led to an explosion in the volume 
of data available in the world today 
compared to a decade ago.  Meanwhile, 
critical decisions about development 

programmes and projects are delayed because of lack of data. 
Worse still, decisions are routinely made with no evidence-base for 
such decisions that will have repercussions not just for the current 
generation but for the generations to come. 
 A world awash with information but with very little data available 

tweet sent, every Facebook posting made, every scanner transaction 
conducted at the supermarket, and every Google search carried out 
creates potentially useful record for developmental purposes. That is 

Global Positioning System applications on mobile devices.  These are 
all sources of Big Data and the private sector, some industries better 
than others, has capitalized on the Big Data that consumers generate 
to drive business value.  The time is now ripe for these same data 
that we generate just by going about our daily activities to be used in 
transforming our world; to eradicate poverty, to end hunger, and to 
ensure healthy lives, just to mention a few.  

 Big Data has a huge potential to meaningfully transform our 

good predictor of future unemployment, why must we wait for a 

data can help track displaced residents after a disaster, will there be a 

Big Data when harnessed by 
the government.  However, the 
current environment in which 
National Statistical Systems 

this and for the NSS in the region 
to take full advantage of the 
Data Revolution for Sustainable 
Development, they must 
embrace Big Data and develop a 
strategy to incorporate Big Data 

 Many Caribbean countries today boast a mobile service subscription 

are largely untapped for the public good, except in cases of law 
enforcement, even though such Big Data could be useful in many 
facets of the public sector.  Tourism, health, agriculture, transportation, 

and timelier.  

Big Data in the Post-2015 Development AgendaPOLICY ANALYSIS

right information on the right things at 
the right time; designing, monitoring 

becomes almost impossible.

Many Caribbean countries today boast 
a mobile service subscription rate in 

from mobile devices are largely 
untapped for the public good

T
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 However, Big Data has its challenges.  
Chief among these is the concern about 
violation of privacy from government’s 
use of private data. Others pertain to 

issues of technology, access to Big Data, 
methodology of and expertise in data 
analytics.  These are all well-founded 

these concerns should not constitute 
unsurmountable obstacles to the 
exploitation of Big Data for developmental 
purposes. 
 Tackling the Big Data challenges will 

shift within the NSS to be open to Big Data. 
This would be facilitated by amending 
the Statistical Act of many countries to 
recognise Big Data as a legitimate source 

already embracing open governance and 
open data platforms which could aid a 
Big Data initiative.  Developing expertise 
in data analytics is also crucial for any 
successful Big Data initiative.  Big Data is 
highly unstructured as opposed to data for 

meaningful interpretation of Big Data. 

representativeness of the data.  Therefore, 
before Big Data can be incorporated in 

need to be conducted to calibrate Big 
Data to survey and administrative data 
collected from traditional sources. All of 

investment but there is no better time than 
now to make these investments.

 In comparison to the MDGs that had 8 
goals and 21 targets, the SDGs consist of 
17 goals and 169 targets.  Given that the 

Caribbean region did not perform particularly well in monitoring 
and reporting on the MDGs and considering the fact that the SDGs 
will pose even a greater challenge as the demand for data will be 
greater, Big Data provides an attractive option for tapping into the 

enormous amount of data 
that are generated daily but 
unused while at the same time 
we complain of lack of data to 
inform decisions. The Caribbean 
region needs to embrace the 
Data Revolution for Sustainable 
Development and put policies in 
place to facilitate the use of Big 

 Unemployment data is one 
of the critical macroeconomic 
parameters that are routinely 
reported by only a few countries 
and some with long lags.  How 

will we then pursue the goal of promoting full and productive 
employment and decent work for all if we are not certain how many 
people need work or the information is only made available after 

would allow us to predict the unemployment rate months or years 

put in place in a more timely fashion. 
 Similar analogies could be made for the use of Big Data from SMS 
in furthering the goal of ensuring healthy lives and promoting well-
being for all ages or from GPS data in realising the goal to make cities 
and human settlements inclusive, safe, resilient and sustainable.  The 
2030 Agenda is upon us and the Data Revolution for Sustainable 
Development is already underway.  Now is the time to get on board 
and the region should put policy measures in place to facilitate the use 

Abdullahi Abdulkadri is Professor of Applied Economics in the Department 
of Economics, UWI, Mona

If Big Data from search engine 
results would allow us to predict the 
unemployment rate months or years 

policy interventions could be put in 
place in a more timely fashion
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Committed to You...
The NHT is a symbol of growth and development; 
a home-grown institution which knows the housing 
needs of its customers, and how best to satisfy them.

That’s why we have loans to help you:

 buy a NHT house or serviced lot

 build, buy or repair your home

 buy solar energy systems for your home

...committed to Jamaica.

www.nht.gov.jm   1-888-CALL-NHT (2255-648)



50 Jan-Feb 2016

Any analysis of the Jamaican economy would highlight a number 

of interesting paradoxes which would underscore the complexity of 

economy exposed the country to the brunt of the global depression 

in 2008, with the slowdown in economic activities in Europe and 

activities in the country.  In 2008 countries throughout the region 

the country’s Net International Reserves.   
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percent, the unemployment 

percent in January 2008, 

below the poverty line, the public sector 

 The serious impact on the Jamaica 
economy arising from the 
ongoing global economic and 

Government of Jamaica,  in a 

to the then Managing Director 

have left us [Jamaica] no 

stability and create conditions for strong 

the global economy.
 Jamaica’s previous relationship with 
the IMF ended in 1992, at a time when the 
country begun witnessing the acceleration 
of the process of structural adjustment 
of the economy, the liberalisation of the 

of monetary management and the freeing 

barely grew during this period, recording 
a 2.0 percent growth in 1993 followed by 
three consecutive years of negative growth 
from 1996 to 1998, with the goods and 
export services as a share of GDP declining 
by almost 30 percent. 

capital markets played in the regulation 
of the economy over the last 20 years, 

This process has been described as one 

on the operations of domestic and global economies.  Generally it is 

economies, and that the real losers from this trend are the workers 
through reduced wages, and lower employment, and the economy 
through lower capital investment and falling tax revenues.  And Levy-

sector to activate their export sector and depended on external 

market as a percentage of GDP. While manufacturing, for example, 
has shown a decline, with their share of value added as a percentage 

percent over the last decade and posting of increased revenues year 
after year.  Despite this the Jamaican economy experienced negligible 
growth.   
 Some critical labour market indicators to spur growth—for example, 
productivity, wage levels and employment – have performed poorly. 
Productivity levels remain dismally low while wages have remained 
largely stagnant, and in some cases have declined.  The average 
weekly earnings for persons in large establishments increased by 10.8 

for the period December 2009 to December 2013 was 40.1 percent, 

recorded in April 2013.

protect depositors.  Most of the country’s debt is now held by local 
creditors at interest rates higher than that of foreign creditors resulting 
in the country’s domestic interest payments being much higher than 

B

results in the transfer of income from 

stagnation.

Perspectives on IMF reform programmeECONOMY AND FINANCE
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IMF’s policy of neoliberal globalisation.   

article dated June 11, 2013 lamented the 
fact that the IMF Agreement places no 
emphasis on manufacturing as one of 
the areas of economic growth.  He noted 

sector from our primary growth strategy is 
unbelievable, given the contribution being 
made by this industry to our economy.” 

likely to achieve growth than say, 
manufacturing, and the Agreement 
emphasises the former rather than the 
latter, the current IMF Agreement has a 
growth strategy component which notes 

implementing a growth strategy built 

structural reforms.” These, it is argued, 

and facilitate opportunities for strategic 

and structural benchmarks, which both 
the Government and the IMF say are on 
track after three years, are certainly not 
aiding the strategic objectives of the four-

GDP growth, increased productivity and 
improved per capita income.  
 The truth is the IMF’s role in growth 
and poverty reduction over the years 
has been shown to be wanting.  Graham 

and the IMF’, concluded that while there 
are counter factual problems in assessing 
the impact of the IMF’s programmes on 
growth and poverty, the consensus is that 

a negative impact on investment and 
economic growth,” although they tend 
to have a positive impact on balance of 
payments. He concluded that this negative 
impact on growth is bad news for poverty.
 The Global Issues website criticized 

poor countries to reduce spending on things like health, education 
and development, while debt repayment and other economic policies 

have been made 
the priority.”  

IMF and the 
World Bank 
have demanded 
that poor 
nations lower 
the standard of 
living of their 
people.”
 T h e 
financialisation 

of the Jamaican economy has certainly shifted emphasis from the 
real sectors, and has to be seen as playing a contributory role to the 
lack of growth.  The IMF’s policies have not been associated with any 
improvements in the critical areas of economic growth, productivity 
improvements or job creation, which leaves us with little choice but to 
seek a review of the programme.

Danny Roberts, is the Head of the Hugh Lawson Shearer Trade Union 
Education Institute at the Consortium for Social Development and Research, 
Open Campus, UWI, Mona

The IMF’s policies have not been associated 
with any improvements in the critical areas of 
economic growth, productivity improvements 
or job creation, which leaves us with little 
choice but to seek a review of the programme
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Decline in oil prices for longer than expected have, by and large, 

positively impacted the Jamaican economy: Financial disclosures 

poultry producers have announced price reductions for their 

has held steady at 1.8 percent for the 12 months to the end of 
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time, last year, the forecast 
was for oil to fall below $50 
per barrel, before rising to 

 The price of oil, near 
$120 a barrel in June last 
year, collapsed to lows 
of around $40 a barrel in 
September largely due to 
weak demand, a strong 
dollar and booming U.S. 
oil production, according 
to the International 

Also, OPEC’s reluctance 
to cut output has been seen as a key reason 

that price had declined to $46.14, a 13.4 
percent drop from the start of the year.

answer varies but still comes down to 
classic demand and supply conditions. 
Oil supply at 96.6 million barrels a day 
in September, was 1mn to 2mn barrels a 
day above demand. Amid that glut, global 
demand growth is expected to slow from 

towards its long-term trend as previous 
price support is likely to wane, the IEA 
Oil Market Report for October informed 
subscribers as recent downgrades to the 

forecast at the start of the year was that 
global growth would reach 3.8 percent. 
However throughout the year, that forecast 

was revised several times and in October 
in the latest World Economic Outlook 

economy would expand 3.1 percent this 

the demand for oil.
 Usually, OPEC would have restrained 
production to prop up prices. This time, 
the cartel led by Saudi Arabia, did not 
lead a cut in production to maintain oil 
prices because doing so in the past, led to 

It has so far failed to accede to calls from Venezuela and the UAE 
for production cuts to be coordinated with other producers such as 
Russia to ensure there is no cheating.
 Decline in oil prices for longer than expected, have prompted a 
broad debate over how and when the oil market will re-balance. Is 

that  oil prices through 2020  will remain below the levels projected a 
few months ago.” Analysts at U.S. bank Goldman Sachs forecast that 
prices will remain low before reaching the range of $70 to $80 per 
barrel in 2020.
 On the other hand consultants PIRA Energy Group expects oil to hit 

had anticipated.
 The impact of lower oil prices on the global economy has been 

in global activity have largely not materialised. As the IMF points out 

based pickup in activity...” Those shocks include greater contraction 
in oil sector investments and weaker demand in the United States and 
Japan.

this year, I had forecast the bill to 
decline by U.S. $300mn to U.S.$700mn 

the end of July, the bill has declined by 

Electricity prices, which depend 
largely on oil prices, declined by 
about 21 percent in that same period. 
At the pump, prices declined by 10 

which was passed on in electricity prices. In the petroleum sector, we 

in Jamaica in 2014 to procure new electricity generating capacity for 
the country at competitive prices.

because of slow growth in China and even though U.S. shale producers 

T
Decline in oil prices for longer than 
expected, have prompted a broad debate 
over how and when the oil market will re-

Locally, we should see the same 
average price for oil based products 
such as electricity and petrol, as we 
have seen so far this year.

Perspectives on IMF reform programmeECONOMY AND FINANCE
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make a play on global prices. Locally, we 
should see the same average price for oil 
based products such as electricity and 
petrol, as we have seen so far this year.” 
 The Bank of Jamaica has largely been 

prices for next year, but acknowledged 

unsustainable for an 
extended period.” It 
has however purchased 
hedges for the country 
with a strike price of 
U.S. $66 to U.S. $67 per 
barrel for the period to 
the end of December 
2016. This suggestsy that 
the BOJ believes oil will 
exceed those prices in 
that time frame; but the 
IMF in its latest review 
of the Jamaica’s four 
year Extended Fund 

price forecasts, the options are unlikely to 
be triggered”, meaning prices are likely to 
remain below those levels.

is profound. In a country used to rapidly 

at 1.8 percent for the 12 months to the 
end of September already. The longer 
term trend of the impact oil will have on 

do with the change electricity generation is 
now undergoing with respect to changing 
the fuel used to produce electricity away 
from heavy fuel oil and diesel to natural 
gas and renewables. Converting the Bogue 
Power Plant in St James to using gas is 

electricity prices, but with oil prices at the 
level it is now, the savings for consumers 

Harbour will bring greater stability in 
prices for the long term. Prices will remain 
stable even if the price of oil rises again. It 
is for this reason why Jamaica, being the 

gas is a great deal.
 But the impact of the lowering in oil 
prices to the consumer has been mixed: 
Electricity prices which are largely 

down an average 30 percent; petrol prices 
have dipped to 8 month lows despite the 
imposition of a higher tax rate on the fuel 

the price of petrol would be close to its 
lowest for the year. In any case, petrol is 
still down 23 percent since its peak in June 
last year. 

 What is charged for petrol at the pump is however still a source of 
contention. Dennis Chung, the CEO of the Private Sector Organisation 

down possible economic activity.”
 Meanwhile,  Petrojam has been cutting prices more aggressively in 
the face of heightened competition from fuel retailers such as RUBiS 
and Total. Jamaica’s Minister of Energy Phillip Paulwell highlighted 

that issue recently while praising the competition for helping 
consumers and promised to issue more licences to anyone with 
pockets deep enough to enter the petroleum importing and retailing 
market. 

electricity prices to their operations. Some such as poultry producers, 
Caribbean Broilers and Jamaica Broilers; have announced price 
reductions for their protein products citing the lowering of oil prices 
and the impact on their operational costs. Transportation costs have 
fallen and the fuel surcharge on airline tickets reduced or eliminated. 

indicated that it is reviewing its prices with a view to reducing the cost 
of using its service in early 2016. 

savings to consumers in the form of lower prices for their products. 
Businesses have instead held prices to recoup years of declining 
margins which at least means no price increase. The impact is shown 

previous 12 months.
 Despite these, the forecast jolt lower prices should give to consumer 
spending has not materialised. That is largely because of a number 

of taxation and depreciation. Consumers have not decided as yet 
whether they should treat the reprieve as permanent. 
 The leadership on this issue will have to come from the central bank 

indicative rates will send a signal to the market over the direction 
that it expects prices to head. Lower interest rates would signal an 

to hold close to current levels in the near future. It is how much of 
this signal transmits to intermediaries and their response to consumer 
demand that will help to bring the jolt the economy can get from 
lower oil prices.

Dashan Hendricks is the business editor of the RJR Communications Group

The longer term trend of the impact oil 

will have to do with the change electricity 
generation is now undergoing with respect to 
changing the fuel used to produce electricity 
from natural gas and renewables.
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Although the Big Data hype has recently invaded mainstream media and 

popular culture, Big Data has been on the technology radar for some time 

to look at it is to examine the nature of data that are collected – its size and 

complexity. Another way is to look at the target population we are trying 

to represent. Yet another way is to look at the technologies that support it. 

It’s not that we’ve not had to contend with large datasets in the past. It’s 

also important to address the issues of validity as we extend a sample’s 

interpretation to a population. However, all these concepts have only been 

made possible because we now have access to cloud computing. So, let’s 

begin there.
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computing over fast networks, 

de facto
employ large number of “garden variety” 

problems into smaller bite 

approach a boost because one 

of computers to crunch large 

 MapReduce is one technology 
that features heavily in this space. 
MapReduce is an approach to 
manage and process large data 
sets in a distributed manner. 
This technology is in fact two 

is the Map part that maps the tasks onto 

crunches the data to yield descriptive 
statistics. Together, MapReduce allows 
us to manage and process large data sets. 
Google is credited with bulk of the early 
work done on MapReduce, although in 
its own proprietary domain. The Google 
search engine employs MapReduce to 

data per minute on clusters of thousands 
of commodity-class Linux PCs. Nutch 

MapReduce as an open source project. 
A fair bit of this approach then found its 

project that allows for managing the data 

is by far the most widely used MapReduce 
platform. With the introduction of cloud 
computing, those thousands of nodes 

needed to run MapReduce could now be leased from Amazon, HP, 
Microsoft or any other cloud provider. One would simply pay for the 
duration of running the nodes in order to crunch large data sets.  

 Now, let’s switch layers to see what kind of database technologies 
are needed in this context. Traditional database technologies revolve 
around the concept of relational design with multiple tables and 
SQL to stitch it all together as and when needed. This works great 

and continues to do so for large transactional jobs such as those at 
banks, hospitals and universities. However, with systems such as 
those powering social media sites, where near-real time processing 
is important, we have seen a shift in the kind of data collected and 
analyzed. Imagine looking at a tweet from someone and clicking Like 
or Retweet. That kind of an activity produces a key-value pair type 

So, 
a Retweet may look like UserMeRetweet: https://twitter.com/UserMe/
status/12365478912
 This is sometimes called clickstream data. This kind of data produces 
a single table with two columns, with several million rows. Features 
typically found in a relational database such as consistency, durability, 
etc. are usually not implemented in the database technology. Instead, 
these have to be managed elsewhere. Such an approach makes 

this kind of a database 
very lean, although the 
problems mentioned do 
have to be addressed 
elsewhere. This method is 

that employs several tables, 
with tens of columns and 
several million rows. SQL 
allows one to search and 
stitch data together. With 
clickstream, we are looking 
for aggregates, but really, 

operation. These databases are popularly known as NoSQL databases. 

to solving the problem of scale, and managing ACID compliance to 
some degree. MongoDB, Cassandra, CouchDB, Memcached, BigTable 
are to name a few. 
 Another technology that has found its way into NoSQL databases 

Demystifying the Enabling TechnologiesTECHNOLOGY FOCUS

In the mid-90s we would only look to 
a mainframe for any kind of large scale 
computing jobs. That changed when 
we got distributed computing over fast 
networks, whereby we could leverage 
several simpler computers to solve a 
complex job.

Increasingly, due to technological 
advances, we now have situations where 
we do in fact have access to the entire 
population. The need to sample randomly 
or otherwise has diminished

I
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approach to address the structure of data 
and placement by serializing the data. 
Given the heavy use of Javascript in web 

development, both on the client side and 

for NoSQL databases.

 Switching gears from the technology, 
let’s take a look at the basics of the 
data crunching itself. Recall your basic 
probability and statistics class back in 
college and you would remember the 
importance of random sampling, normal 
distribution and the validities of studies 
based on data samples. Increasingly, 
due to technological advances, we now 
have situations where we do in fact have 
access to the entire population. The need 
to sample randomly or otherwise has 
diminished.  We also have the technology 
to crunch it all in one go, and in near-
real time. This leads to a marked shift in 
analytics where we no longer need to 
take a sample and draw inferences. We 
can use the entire population data and be 
descriptive. 
 Clickstream data, particularly in social 
media context tends to be for the entire 
population. For instance, at any given 
point in time, Twitter has access to all 
its clickstream data of Likes, Retweets, 
Quotes, Hashtags and Follows. They have 
NoSQL tables on the collective sentiment 
of the Twitterverse. They can slice it 

trending, what’s related and so on. All we 
need here are the descriptive statistics and 
not much else. 

 So, what does this all mean for 

opportunities for increased operational 

improved service delivery. Consider for 
a moment, how Amazon.com determines 
their customer demographics and 

preferences. They don’t need to design a representative sample and 
conduct a survey, they simply analyze the behavioural, attribute 
and transactional data from their eCommerce site to know who their 

customers are, what they like, and 
what they are likely to purchase 
next.
 The technology is all there – the 
databases, the networks, the cloud 
– and it is very accessible and 

businesses. Data can be stored 
and processed in more timely and 
meaningful ways and external 
data sources, such as social media 
are readily accessible. However, 

still based on the nature of data and what you intend to do with it. 
Statistics 101 still reigns supreme. 

Sameer Verma is Professor of Information Systems at San Francisco State 
University

Big Data presents enormous 
opportunities for increased operational 

and improved service delivery



61Jan-Feb 2016



62 Jan-Feb 2016

948-1729 or 552-1274948-1729 or 552-1274



63Jan-Feb 2016

Mona News
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Board Chairman; Dennis Cohen, Deputy Group Managing Director, 
NCB; Marlene Street Forrest, General Manager, Jamaica Stock 
Exchange; Professor Densil Williams, Executive Director, MSBM; 
Professor Evan Duggan, Dean – Faculty of Social Sciences and Sir 

 Professor Densil Williams, Executive Director, MSBM welcomes 

 Executives engage in conversation after viewing the MSBM 
Finance Lab.

 Snapshot of audience at the launch of MSBM Finance Lab.

1.

3.

2.

4.
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Mona News

 Executive director of MSBM, Professor 
Densil Williams says the university has 
already invested $22 million in the state-
of-the-art-facility which allows access to 

exchange virtual platforms - through its 
partnership with Bloomberg, and the 
Jamaica Stock Exchange.

access to major stock markets across the 
world and the Bloomberg terminal which 
is a data warehouse that is used to look at 
things like bonds, stocks and commodities 
and all other data related to trading on the 
capital market,” Professor Williams told an 

and students during the launch at the 
MSBM North Courtyard, on the Mona 
Campus of the UWI.

of producing employable graduates; and 
to make the organisation an even greater 
contender in its international markets,” he 
noted.
 The lab will primarily focus on 

of MSBM students but will also cater to 
unenrolled individuals through a series of 

short courses and is being developed as a 
method of recouping a portion of the initial 
investment, according to the MSBM head.

Finance lab is a global virtual trading 
branded site that allows for live data feed 
from the Jamaica Stock Exchange. The Lab 
is expected to host roughly 30 students for 
each training session. While the project 

has assisted the institution with a special 
education deal of three additional licences 
with each purchase.
 Bloomberg currently provides over 

information, including volatility, global 
benchmarks, credit indices, trading 
platform, probability of default, major 
indices and major market indices.

deputy group managing director of the 
National Commercial Bank, Dennis Cohen 

on the international capital markets. 
It provides a showcase for our bonds, 

being analytical, it helps to create that 
mind-set shift and students exposed to 
this tool will be exposed to the best in class 

 General Manager of the Jamaica Stock 

expressed gratitude for the initiative 
while noting that the virtual platform will 
assist the company in reaching its target 
audience.

T
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“I need a bank that has the perfect formula like 

Saturday banking, late opening hours and the most 

versatile rewards programme in Jamaica.”

Welcome to convenient banking.






