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1. INTRODUCTION

Business Intelligence has become an important area of study for both
professionals and researchers, which reflects the magnitude and impact of the data-
related problems needing to be solved in modern business organisations (Chen,
Chiang and Storey, 2012). Information about the business environment changes
rapidly over time, and thus generating information and knowledge from raw or non-
debugged data from databases is vital to business decision-making (Liu, Li, Ruan and
Zhang, 2011). In addition, the constant application of new information technologies,
with a greater or lesser intensity, is often speeding up these changes, forcing
companies in turn to develop more flexible structures to deal with the new economic
and market scenarios with a minimum guarantee of success.

Many studies have highlighted the importance that both Business Intelligence
and Big Data have in large companies, but the reality that surrounds us, not only in
Spain but also in the rest of the world, is that 98.5% of companies are small and
medium-sized ones (Orbis, 2015). This issue can also be extended to the Spanish
ceramic sector, where, of the 278 companies listed in Orbis (2015) in Section 2331
Manufacture of ceramic wall tiles and floor tiles, 140 are small, 70 medium, 63 large
and only 5 are classified as very large.
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Today both small and medium-sized companies, and not just large ones, have
the possibility of accessing strategic up-to-date information on how the ceramic sector
and other related sectors such as construction are evolving. When referring to the fact
that information is updated, we refer to the frequency with which data is collected and
classified. For example, in the case of the database of the European Statistical Office,
better known as Eurostat, in the middle of every month it provides detailed
information on international trade with only a two month time-lag. That is, in May it
provides the March information on international trade, both on imports and exports,
for all the countries of the European Union with Europe and with the rest of the world.

In short, we should point out that companies are in a constant state of alert,
observing, listening to or reading trends, tips and recommendations about the
importance of the data and its proper use. Information has become a commodity with
a growing value, where companies need to know how to invest relentlessly, and in
addition, need to make proper use of it if they want to survive the changes imposed
by time and changing societies. Its availability, usability and applicability will make
the difference between success or failure, the survival and even the growth or the
closure of companies. It is precisely in this last point, its usability and exploitation,
that one of the most relevant success factors in this regard lies. The use of algorithms
is precisely where the real value of big data will lie, in their ability to obtain valuable
information in time, and in the way they help in making decisions and with the actions
arising from these.

Moreover, the creation of a dashboard by ceramic companies has helped their
management by means of a series of key indicators for the business or KPIs (Key
Performance Indicators) that facilitate decision-making and control. In general this
dashboard sets out these indicators in a clear and useful fashion, in such a way that
their evolution can be observed over time, and important decisions taken with a
substrate of valuable information.

From this perspective, and combining these two factors, the basic goal of this
study is to offer the ceramic sector an overview of how, in a clear, practical and
sequential way, step by step, their small and medium-sized companies can apply the
concepts of Business Intelligence and Big Data, in order to develop a dashboard that
is updated monthly via open information sources, thereby allowing these companies to
improve the knowledge of the market and make strategic data-based decisions with a
high level of reliability.
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2. METHODOLOGY

The methodology pursued in this study focuses on extracting information about
international trade from the Eurostat website (http://ec.europa.eu/eurostat), this
information being found in particular in the following link:

http://ec.europa.eu/eurostat/data/database

In the above link, the user has to click on International trade, as shown in
Figure 1.

- DATABASE D =% Data Navigation Tree

o ' . .
Browse statistics by theme =88 General and regional statistics

. =88 Economy and finance
StatisticsA-Z y

=88 Population and social conditions

Population Census 2011 =il Industry, trade and services
Bulk download =i Agriculture, forestry and fisheries
- Web Services =88 International trade

=8 Transport
=88 Environment and energy
=8 Science and technology

Figure 1. Eurostat database (i).

This then allows the user to enter the section entitled International trade
detailed data (detail), (Figure 2).

> =8 Data Navigation Tree
=88 General and regional statistics
=88 Economy and finance
cf | Population and social conditions
=i Industry, trade and services
=i Agriculture, forestry and fisheries
=& International trade

= @B International trade data (ext)
=8 International trade detailed data (detail) i

Figure 2. Eurostat database (ii).

Performing the above action opens a pop-up where the user can enter in order
to analyse the international trade in a particular product on the basis of its taric code.
Figure 3 shows the different alternatives existing, such as for instance the option on
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EU trade since 1988 by CN8, with the 8 at the end indicating the detail of the taric
code offered by Eurostat.

=% International trade

=@ International trade data (ext)

=% International trade detailed data (detail) B
‘ G EU trade since 1988 by CN8 (DS-016890)

G EU trade since 1995 by HS6 (DS-016893)

EU trade since 1988 by H52-HS4 (DS-016894)
EU trade since 1988 by SITC (DS-018995)
EU trade since 1988 by BEC (DS-057555)
EXTRA EU trade since 1999 by mode of transport (NSTR) (DS-022469)
EXTRA EU trade since 2000 by mode of transport (HS6) (DS-043328)
EXTRA EU trade since 2000 by mode of transport (HS2-HS4) (DS-043327)
Adjusted EU-EXTRA imports by tariff regime, by CN8 (DS-041691)
Adjusted EU-EXTRA imports by tariff regime, by HS6 (DS-041718)
Adjusted EU-EXTRA imports by tariff regime, by HS2-HS4 (DS-041719)
EFTA trade since 1995 by SITC (DS-043227)
Traditional international trade database access (ComExt) (comext)

)5l 51 51 51 5l 51 51 51 51 61 6

‘

Figure 3. Eurostat database (jii).

The previous section will be the one of interest for our analysis, since the most
frequently used taric codes in the ceramic sector are the eight digit ones. Thus, for
example:

6908 refers to " glazed ceramic flags and paving, hearth or wall tiles: glazed
ceramic mosaic cubes and the like, whether or not on a backing":

6908.90 — Other types —— Ordinary clay:
6908.90.91————-— Stoneware.

In particular, 6908.90.91, includes glazed stoneware tile: stoneware floor tile
and porcelain stoneware tile. In addition, this example will be used in the data
analysis section where a dashboard is developed for SMEs.

These taric codes can be found in the BOLETIN OFICIAL DEL ESTADO (Official
State Gazette) for Friday, December 31% 2004, SUPPLEMENT NUMBER 315.
RESOLUTION of December 17™" 2004, of the Department of Customs and Special
Taxes of the State Tax Administration Agency, which updates the integrated tariff
application (TARIC).

https://www.boe.es/boe/dias/2004/12/31/pdfs/C00001-00775.pdf

Continuing with the implementation of the contents of the database, Figure 4
shows the information provided by Eurostat on international trade.
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[} appsso.eurostat.ec.europa.eu/nui/show.do Q
Important legal notice

v3.1.10-20150929-5608-PROD_EUROBASE
DATA-EXPLORER_PRODmanaged14

eurostat
[ML)|Explanatory texts (metadata) lnfm mation mwmoad w eview @Bonkmark mn;mn .:‘He\p @I ogin

EU trade since 1988 by CN8 [DS-016890]
Last update: 06-10-2015

Table Customi how I

*i* Geopolitical entity (partner)

[PERIOD! | (+ REPORTER | (& EU28_EXTRA v+

& Products & FLOW “i* INDICATORS

[ToTAL ]+ [IMPORT ][+ [VALUE_IN_EUROS "]+
c) *#* PERIOD b‘ Jan. 2014 Feb. 2014 Mar. 2014 Apr. 2014 May. 2014 Jun. 2014 Jul. 2014 Aug. 2014 S
*#* REPORTER w ‘
SWEDEN 3,242,739,788 2,825,150,931 3,407,960,447 3,168,957,214 3,407,783,260 2,979,391,908 3,191,355,569 3,191,785,887
SLOVAKIA 1,307,297,964 1,186,322,689 1,291,163,081 1,331,519,475 1,289,437,664 1,093,991,155 1,079,164,450 1,158,550,001
AUSTRIA 2,876,456,817 2,776,346,901 2,556,477,725 2,692,684,534 2,684,315,698 2,643,955,861 2,672,065,046 2,347,668,402
BELGIUM (and LUXBG -> 199 10,188,396,204 9,162,564,591 10,037,993,984 10,006,125,763 9,139,489,047 10,021,437,398 10,024,536,077 9,768,427,788 1
BULGARIA 830,725,252 683,243,629 736,472,691 853,984,924 905,416,930 779,659,042 834,841,547 945,084,799
CYPRUS 129,584,787 89,535,409 102,830,428 101,922,907 113,542,714 105,914,716 130,989,543 117,462,556
s BT (i) 2,122,186,278 2,128,936,963 2,038,420,001 2,117,394,809 2,206,778,083 2,225,331,659 2,250,585,704 2,010,286,705
SERMANV(II Do 27,297,329,088 25,516,184,438 26,410,812,792 25,331,341,744 25,525,479,968 25,776,743,385 26,872,954,918 25,577,823,743 2
S — 1,878,897,805 2,016,280,804 1,703,151,812 1,903,356,271 1,842,668,129 2,041,700,200 2,181,423,998 1,708,873,378
EURO AREA 19 (AT, BE, CY, D 4g,794,757,170 99,278,910,568  104,598,786,947  103,020,353,092  104,437,236,497  104,601,582,888  110,729,399,640 97,945,112,311 10
M 187,548,681 188,235,921 218,340,393 217,116,155 208,656,523 211,794,204 201,561,554 185,056,073
SEAIN 9,889,594,411 9,401,396,176 9,761,424,846 9,367,228,241 9,892,613,472 9,504,478,365 10,428,740,126 9,433,815,114 1
w 144,728,229,965 131,137,953,112 138,912,979,402 137,879,977,523 140,554,625,697 139,738,961,135 150,048,355,058 133,115,898,044 14
b 1,616,940,446 1,358,053,982 1,491,997,869 1,829,410,517 1,508,010,427 1,535,171,543 1,644,750,175 1,473,761,963 -
ERANCE 14,678,672,867 12,276,386,442 13,299,655,731 13,791,433,301 13,151,162,858 13,781,379,282 15,043,996,158 12,010,838,254 1

Figure 4. Eurostat database (jiii)

In this case, the first thing is to select the period of time that we wish to
analyse (Figure 5). At this point, it is essential to bear in mind the great value of the
information provided, since this appears on a monthly basis and not added each year,
which makes it possible to have a large amount of information available for business
decision-making in the short term. As we have indicated in the introduction to this
work, the information appears with a two to three month time lag, i.e. at the time of
preparing the study, at the end of September 2015, information was available for
June-July 2015.

K] Eurostat - Data Bxplorer - Google Chrome [

[ appsso.eurostat.ec.europa.eu/nui/setupModifyTableLayout.do
EU trade since 1988 by CN8
Last update: 06-10-2015

Interactive extraction size limit: 750000

Current extraction size: 23400

Dimension selection: 26/364

(FLOW) [ INDICATORS | [ PARTNER | ) ( PRODUCT) [ REPORTER)

— View
Sorting (® sort Ascending Sort Descending Sort Protocol Order

Show Codes '® Labels Both

— Filtering

Filtering type: (®) eyt Code range Pattern

Search in: Codes Labels '® Both
Search Show all
Select all Code Label
v 201509 Sep. 2015
v 201508 Aug. 2015
v 201507 Jul. 2015
v 201506 Jun. 2015
v 201505 May. 2015
v 201504 Apr. 2015

Figure 5. Time-based selection of the Eurostat information.
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The next step is to select the flow, whether imports or exports. In our case we
will analyse exports (Figure 6).

pm——
5] eurosta - Data Bxporer - Google crvome

[ appsso.eurostat.ec.europa.eu/nui/submitModifiedQuery.do
EU trade since 1988 by CN8
Last update: 06-10-2015

Interactive extraction size limit: 750000
Current extraction size: 11700

Dimension selection: 1/2

FX=IT) [ INDICATORS | [ PARTNER) [ PERIOD) [ PRODUCT) [ REPORTER]

— View
Sorting () sort Ascending - Sort Descending ‘® Sort Protocol Order
Show () codes ® Labels . Both

— Filtering

Filtering type: (®) Text () Code range ' Pattern

Searchin: () codes ' Labels '® Both
Search || Showall
[ | selectall Code Label
0 1 IMPORT
@ 5 EXPORT

Figure 6. Exports-imports.
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The next step is to select the indicators or KPIs relating to weight and economic
value. It is important to select two values, since dividing between the value in euros

and kilograms makes it possible to determine which countries are those buying the
most expensive square metre (Figure 7).

[ appsso.eurostat.ec.europa.eu/nui/submitModifiedQuery.do
EU trade since 1988 by CN8

Last update: 06-10-2015

Interactive extraction size limit: 750000

Current extraction size: 5700

Dimension selection: 2/3

(FLoW) f0EIAEEE) [ PARTNER) [ PERIOD| [ PRODUCT) [ REPORTER)

— View

Sorting Sort Ascending ' Sort Descending '® Sort Protocol Order

Show  (® codes () Labels Both

— Filtering

Filtering type: (@) rext Code range Pattern

Search in: Codes ' Labels '® Both
Search Show all
. Select all Code Label
4 QUANTITY_IN_100KG QUANTITY_IN_100KG
o SUPPLEMENTARY_QUANTITY SUPPLEMENTARY_QUANTITY
v VALUE_IN_EUROS VALUE_IN_EUROS

Figure 7. Indicators.
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We can then select the countries of the world for which we wish to analyse the
exports of ceramic products. For example in this case, we will analyse the markets of
Germany, France and the United States (Figure 8).

[} appsso.eurostat.ec.europa.eu/nui/submitModifiedQuery.do
EU trade since 1988 by CN8

Last update: 06-10-2015

Interactive extraction size limit: 750000

Current extraction size: 2280

Dimension selection: 2/283

[ FLOW|[ INDICATORS| (3=} [ PERIOD][ PRODUCT][ REPORTER]

— View
Sorting Sort Ascending Sort Descending '® Sort Protocol Order

Show () codes ® Labels ) Both

— Filtering

Filtering type: (® text () Code range () pattern () Nuts level

Searchin: () codes (. Labels ‘® Both
Search || Showall
|| Select all Code Label
o DD GERMANY DEMOCRATIC REPUBLIC
4l DE GERMANY (incl DD from 1991)
o D] DJIBOUTI (AFARS ISSAS->1977)

Figure 8. Product destination countries.
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As indicated previously, the product can be selected according to the taric codes
(Figure 9).

p—
S bua e Gosg o

[ appsso.eurostat.ec.europa.eu/nui/submitModifiedQuery.do
EU trade since 1988 by CN8

Last update: 06-10-2015

Interactive extraction size limit: 750000

Current extraction size: 6840

Dimension selection: 2/187+

(FLOW) [ INDICATORS | [ PARTNER) [ PERIOD | fiGGEEIeA [ REPORTER)

— View
Sorting () sort Ascending ' Sort Descending '® Sort Protocol Order

Show  (® codes () Labels ) Both

— Filtering
Filtering type: (®) text () Code range (. Pattern

Search in: () codes () Labels ® Both

Search || Showall

"""" W 69089091 GLAZED FLAGS AND PAVING, HEARTH OR WALL TILES OF STONEWAR...

"""" [~ 69089093 GLAZED FLAGS AND PAVING, HEARTH OR WALL TILES, OF EARTHEN...

""""" I_ 69089099 GLAZED CERAMIC FLAGS AND PAVING, HEARTH OR WALL TILES WIT...

"""" [~ 69091100 CERAMIC WARES FOR LABORATORY, CHEMICAL OR OTHER TECHNICAL...

"""" l- 69091200 CERAMIC ARTICLES HAVING A HARDNESS EQUIVALENT TO >= 9 ON ...

Figure 9. Product selection.
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Lastly, the country of origin needs to be selected. It is important to note that
unlike DATACOMEX, with Eurostat we can analyse all the European countries, and in
this way Spain can be compared with Italy, as we shall do in this study (Figure 10).

5] Eurostat - Data Bxplorer - Google chvome 1 I

[ appsso.eurostat.ec.europa.eu/nui/submitModifiedQuery.do
EU trade since 1988 by CN8

Last update: 06-10-2015

Interactive extraction size limit: 750000

Current extraction size: 228

Dimension selection: 1/41

(FLOW) [ TNDICATORS | [ PARTNER [ PERIOD) [ PRODUCT) IEELAER

— View
Sorting (® 5ot Ascending Sort Descending Sort Protocol Order
Show Codes '® Labels Both
— Filtering
Filtering type: (@) text Code range Pattern Nuts level
| Search in: Codes ' Labels '® Both
Search Show all
|| select all Code Label
4 IT ITALY
o LT LITHUANIA
o LU LUXEMBOURG
o Lv LATVIA
o MT MALTA
uJ NL NETHERLANDS

Figure 10. Countries of origin of the exports.

Once the previous sections have been selected, click on update to display the
requested information (Figure 11).

Eurostat - Data Explorer - le Chrot
[} appsso.eurostat.ec.europa.eu/nui/submitViewTableAction.do Q
“ Important legal notice
v3.1.10-20150929-5608-PROD_EUROBASE
eu rostat DATA-EXPLORER_PRODmanaged14
..... <
Exp]anatolytexts (metadata) mounanon Dowm\oad P!evlew Bookmark , [l Demo | W)
EU trade since 1988 by CN8 [DS-016890]
Last update: 06-10-2015
Table Cu ization show |
*#* Geopolitical entity (partner)
[PERIOD | (& [REPORTER e [GERMANY (incl DD from 1991) v] %
*4* Products i FLOW *i* INDICATORS
[ToTAL v] (4 [ExPORT. V][4 [VALUE_IN_EUROS v] [+
= “# PERIOD b| Feb. 2015 Mar. 2015 Apr. 2015 May. 2015 Jun. 2015 Jul. 2015
‘i REPORTER W |
SPAIN 2,333,478,014 2,599,668,800 2,204,418,274 2,242,259,051 2,465,278,934 :
ITALY 4,129,338,999 4,689,587,250 4,296,765,537 4,208,254,079 4,403,123,759 g -

Figure 11. Information provided.

This information can be downloaded in Excel format by pressing Download. With
this information, we will be able to proceed with the analysis (Figure 12).
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f—
E Eurostat - Data Explorer - Google Chrome

[ appsso.eurostat.ec.europa.eu/nui/setupDownloads.do

eurostat

EU trade since 1988 by CN8
Last update: 06-10-2015

‘ Change Sele

Downloads

A Full extraction [12 data tables] "

m On the same sheet °

On separate sheets

Flags and footnotes

On the same sheet

On separate sheets
Separator

With thousand separator

(format dependent on Excel

configuration)
Without thousand separator

Download in Excel Format

Figure 12. Data download.

3. DEVELOPING A DASHBOARD FOR SMEs

The aim of this section is to transform the downloaded data into information
and knowledge, facilitating decision making in companies and in particular in SMEs,
since, in general, they do not have large marketing departments to analyse this
information.

In this sense, according to that extracted from a recent study (Forrester, 2015)
companies have significant problems in managing the volume of information that
reaches them properly. According to this study, 60% have diverse problems in
information management, 48% are dissatisfied in the way they receive the data and
have access to it (access speed), and 56% with the confusion generated by being
unable to obtain or have a single view of the contents of multiple sources of data.
Delving deeper into this situation, 59% say they feel frustrated and confused with the
diversity of platforms that provide or can provide them with data, in addition to 54%
that feels the same way about the disparity of metrics used by the various
consultants, institutes and observatories with their studies to analyse the data and
obtain more clarifying conclusions.

To be able to start out with a series of more or less agreed premises, it is first
of all necessary to highlight the fact that for the data obtained to have value, it has to
be updated periodically and continuously. In the case of Eurostat, updating its data on
a monthly basis makes it possible to gain competitive advantages and find niche
markets with regard to the competition.

In addition, for the correct development of a dashboard, the sales performance
of the company in the different countries analysed has to be compared with the
evolution of exports to those countries, thus determining, for example, whether a
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decline in sales in

the company is in tune with an overall decline in exports which

would justify such a drop.

By way of example, we can see in Graphs 2, 3, 4, 5 and 6, how the evolution of
exports and their value is analysed for the markets in Germany, France and the USA.
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Graph 1. Evolution of exports to Germany (in euros).

64
60 - N\ — \V
58
56 I L/ \ / \ /\7
! \/
52
50 T T T T T T T T T T T T T T T T T 1
% % % w % 3 % % % % % % b9 b D O D O
N N N N NN NNV VNNV NN NN NN
WA A A A A A A DA D DA A AP
SR RSN B RS R O N
———SPAIN ==ITALY

Graph 2. Evolution of the value of exports to Germany (euros/100 kg).

www.qualicer.org | 12



CASTELLON (ESPARNA)

& QUALI27% 16

35.000.000 /\

30.000.000 //\\/
25.000.000 1= \\ /

20.000.000 /\

15.000.000

5.000_000 T T T T T T T T T T T T T T T T T 1

IR FUER LN
f\9°ﬂ9 f»“ﬁ?Qq,%w RO
e é\q’ @Qﬁ \o \° S X N %0 SENPY

e==SPAIN =—=ITALY

Graph 3. Evolution of exports to France (in euros).
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Graph 4. Evolution of the value of exports to France (euros/100 kg).
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Graph 5. Evolution of exports to the U.S. (in euros).
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Graph 6. Evolution of the value of exports to the U.S. (euros/100 kg).

It may prove difficult to make decisions with the above data, therefore
companies need to analyse data in a more detailed way. To do so the evolution of the
markets is taken in a month compared to the same month of the previous year (t/t-
12) and from a month earlier (t/t-1), and in this way the data are much easier to
analyse and a dashboard can be generated that allows strategic decisions to be taken,
as can be seen in Tables 1, 2 and 3 for each of the countries or markets analysed.
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June 2014 May 2015 June 2015  t/t-12 ‘ t/t-1
Euros
Spain 4,008,817 | 3,792,931 | 4,176,860 4.19% 10.12%#
Italy 18,121,383 | 20,348,041 | 21,936,486 | 21.05%n 7.81%

Amount (100 Kg)
Spain 68,501 68,050 74,502 8.76% 9.48%
Italy 300,109 332,562 355,251 | 18.37%n 6.82%
Euros/100KG
Spain 59 56 56 -4.20%W¥ 0.59%
Italy 60 61 62 2.26% 0.92%
Table 1. Dashboard for Germany.

June 2014 May 2015 June 2015 t/t-12
Euros
Spain 11,543,351 | 11,588,800 | 13,251,931 | 14.80%" | 14.35%A
Italy 28,047,960 | 27,567,218 | 30,069,514 7.21% 9.08%

Cantidad (100 Kg)
Spain 237,687 236,307 276,475 | 16.32%#n | 17.00%A
Italy 470,202 468,027 501,935 6.75% 7.24%
Euros/100KG

Spain 49 49 48 -1.30% -2.26%
Italy 60 59 60 0.43% 1.71%

Table 2. Dashboard for France.
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July 2014 June 2015 July 2015 t/t-12 t/t-1

Euros

Spain 6,050,866 | 8,885,601 | 9,627,017 | 59.10%# 8.34%
Italy 23,686,022 | 26,966,910 | 28,830,828 | 21.72% A 6.91%

Cantidad (100 Kg)
Spain 140,256 187,623 219,896 | 56.78%7% | 17.20%4
Italy 371,873 364,076 392,629 5.58% 7.84%
Euros/100KG

Spain 43 47 44 1.48% -7.56%
Italy 64 74 73 15.29%#4 | -0.86%

Table 3. Dashboard for the U.S.

4. CONCLUSIONS AND IMPLICATIONS FOR MANAGEMENT

In the information society in which we live, the proper management of this
information has become a key success factor for companies, which has caused many
of them to compile it actively and passively by contracting companies specialising in
it, or by using computer tools and internet content searching applications, thereby
managing such activity within the company. All this information means that collecting
and processing it in order to convert it into data that is useful for companies is
suffocating them due to an excess of information. And not only the companies as such
but also the brands themselves, although they are fully convinced of the potential and
the usefulness of big data, also worry about how to handle all the information they
receive properly, effectively and efficiently, and how to access and manage that which
they don't have and need, which is a major challenge. According to a recent study by
Forrester (2015) companies have a major problem when it comes to managing
information, and treating and distributing data that is useful and classified for the
various departments.

However, and according to what has been shown in this article, SMEs can
access sources of reliable and up-to-date information for decision-making. We have
also seen how the data obtained from the various information sources should be
analysed and treated in a suitable and innovative way in order to aid decision-making,
and in this way obtain information that is valuable for companies’ governing bodies
when it comes to making decisions. When too much data is handled in an overall way,
it may make it difficult to take strategic decisions. For this reason, considering a
number of simple indicators in a dashboard can be useful for managers.

The frequency with which their content is updated and analysed is also a key
factor for success. In the case of Eurostat analysed in this study, the information must
be analysed and updated monthly to enable the opportunities and threats in the
market to be identified. In this sense, and by analysing the information analysed by
the supply side more carefully, the data included in the analysis can be extended to
other European countries which would allow competitors to be monitored
continuously. But also on the demand side, it is possible to consider all the countries
in the world in order to identify those countries where growth in demand is occurring.
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In this way, the competitive environment and new market opportunities can be
analysed together and in an integrated way.

Also from a strategic point of view, for all the data from information sources
such as Eurostat, each company should compare the overall performance of the
market with their own performance in each of the countries in which they operate or
to which they export. In this way, they can obtain a more real insight into their true
market situation in the international context.

In this sense, for example, previous data can be analysed and compared to key
macroeconomic data such as each country's GDP. The importance of including GDP in
the analysis is because a host of international organizations (EU, OECD, World Bank,
etc.) tend to make forecasts based on this variable, which also allows them to make
forecasts about the markets that are of interest to the company by combining data on
exports with that on the GDP.

In terms of future trends, recent success stories of companies that are taking
advantage of the pull of big data are linked not only with the information they
possess, but also with the usefulness to be gained from its proper use. Examples like
Amazon, whose success in this regard is not based on the huge amount of data it
receives from consumers, but on the powerful tool of the recommendations deriving
from that information and that are displayed on the platform with every search or
inquiry that takes place, can suggest to us how we might use internet users’ search
browsing information with our website, for example. Or the case of Netflix could also
help us, since this firm not only knows a lot about what consumers are seeing when
they browse their site, but has made it into a driving force designed to push them
towards viewing more content. Once again, the value of the suggestions related to the
visitors’ search behaviour can help to guide them on this journey and in their decision-
making, which can redound to the benefit of the ceramic company.

In the very near future therefore, companies will be evaluated not only on their
data, but also by the way in which they obtain and analyse it, in such a way that the
algorithms that convert this data into actions will become the secret ingredient of the
companies’ success and their way of improving relations with their customers and the
market in general. Ceramic companies will have to continue digitising a part of their
business and making it compatible with their offline business. The management of the
companies and their brands will be carried out jointly and in an integrated way, and in
order to do so big data is, and will be, crucial.
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