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Introduction  
BIG DATA, Disruption and Digitalisation are top of mind key words in many leaders’ awareness. Businesses, 

organisations, and the society are increasingly being challenged as well as intrigued by new technologies, by 

growing volumes of data, and digitalisation.  

 

Therefore, it is important for the forward-looking C-level manager and middle manager to communicate and 

document the importance of digital solutions in relation to both customers, employees, and management - and 

not least – to be aware of the mindsets and interests of the various stakeholders.   

But what are the factors that really drive the development and results of organizations, such as managers 

‘mindsets, choices of strategy, and their abilities to set the stage for how the technology is explored and 

exploited—all of which determine the outcome of managerial decision making.  

Based on a developed survey we identify managers’ , CEO’s and employees’ dominant strategic mindsets in 

relation to Data/Big Data business innovation. Respondents are then provided with a profile of their strategic 

mindset and how it impacts their perception and use of Data/Big Data in their organization.   

We have described the influence of the different dominant strategic mindsets in relation to the following 

research questions:  

- How important is Big Data in your daily job functions? 

- Maturity level of Big Data use in your organisation 

- What department should make the strategic decisions on Big Data? 

- What digital platforms and technologies drive a successful Big Data strategy? 

- What organisational mechanisms secure a strategic use of Big Data? 

- What do you personally perceive “Data/Big Data” to represent in your company? 

- What is your dominant strategic mindset? 

- What is your preferred customer interaction? 

- What are the strategic goals of your organisation? 

 

Happy reading! 
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Executive summary 
The results from our survey of 870 respondents across different industries (see page X for detail) are 

summarized into the following main points:  

 The majority of respondent’s states that Big Data is important in the daily job functions. This does not 

come as a surprise due to the complexity of customers and markets.  

 

 The Big Data maturity level in the organisation is still rather low. The majority of organisations is still 

experimenting with Big Data. The rest is either moving towards working with Big Data or has ye to 

realize the usefulness of Big Data.  

 

 The core departments that make the strategic decisions about implementing Big Data are: Business 

Development, Marketing and New Product/Service development and finally Sales. It is interesting that 

Customer Service is not part of the top-three as this department has the customer insights!  

 

 Analytics platforms are seen as main drivers of a successful Big Data strategy. This is followed by Social 

Media and Mobile Technologies and Interactive Analytics Technologies. Interestingly, Management 

Dashboards are not regarded as important drivers even though they serve as the gateways to sharing 

knowledge and insights among respondents and across siloes in the organisation. 

 

 What organisational mechanisms secure a strategic use of Big Data? 

The majority of respondents prefers a flat organizational structure. They would like a task force of Big 

Data specialist to be trained and prefer a working culture that encourages experimentation with Big 

Data. The organisation should have a culture that tolerates critical voices.  

 

Decision-making is blurred. On average, the majority of respondents prefers an organisation that 

values meticulous analysis although a significant minority prefers an organisation where speedy 

decision is the norm.  

 

 What do you personally perceive “Data/Big Data” to be in your company? The majority of respondents 

sees Big Data as an entirely new way of thinking data, i.e., it is a new enlightenment era.  

 

When looking at the usage of Big Data we find the results are rather blurred. We identify four strategic 

mindsets (promote & sell in blue, listen & learn in red, connect & collaborate in yellow, empower & 

engage in green) with the Blue and Red mindsets prefer data to be used within existing silos and 

business units. Respondents with the Yellow and Green mindsets prefer that data is shared across the 

organisation. Data is primarily collected and used extensively for inputs and decisions.  

 

We also looked at data access within the organisation and found that the majority of respondents 

prefers that everyone has access to the same data in the organisation. Big Data is used both for 

strategic decision-making and for optimization of logistics. Typically, the optimization process is the 

first to be dealt with, followed by the more long-term and impactful strategic decision making.   
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 Our survey shows that the dominant mindset distribution is Yellow (53%), Red (22%), Blue (14%) and 

Green (11%) 

 

 The two dominant mindsets Yellow (53%) and Red (22%) heavily influence the following answers 

related to the preferred customer interaction. 

 

 

- The successful organisation engages its customers in its product development. It treats them as 

partners of the organisation during the development of new products and services. Customers 

know a lot, and customers can help organisations find ways to develop their business. Co-creation 

is an important factor. (Yellow)  

 

- Customers are very clever at coming up with cool ideas, so organisations should invest time and 

resources to work even closer with customers and use their ideas to develop new 

products/services. In fact, respondents with a yellow mindset don’t think they can succeed as a 

business without doing so. (Yellow) 

 

- Respondents like to communicate with customers and to hear about what they desire and wishes. 

They enjoy learning something new about customers every day and know how to build on these 

insights to develop and sell their products/services. (Red) 

 

 What are your perceived strategic goals of your organisation? 

The top mindset related to each of the top three strategies are: 

1) Improve Customer value (25% - Red mindset)  

2) Innovate our products and services (24% - Yellow mindset) 

3) Increase market shares and profits (19% - Blue mindset) 

 

It is important to notice that the data is based on respondents’ mindset. This is not necessarily in 

alignment with the company’s strategy. The dominant managerial mindset can be aligned or not with 

the companies’ perceived strategy and/or the with the actual strategy of the company.  If a gap 

between the company strategy and respondents’ strategic mindsets exists, it should be investigated 

further.   
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1- A brief introduction to the mindset model 
When we published our Book “Disrupt your Mindset to transform your business 

with big data” in 2017, we introduced our mindset model, a new Big Data definition, 

and several tools for working with successful technology implementation. In this  

report we share excerpts from the mindset analyses. Based on detailed observations,  

we developed a survey to identify respondents’ mindsets.  

 

We focus on the dominant managerial mindset because it typically sets the stage for  

how we manage the business-customer interaction both related to the use of data and designing data 

processes. One therefore needs to be aware of the influence of one’s dominant mindset in order to critically 

evaluate its relevance and effect on exploring and exploiting Big Data technology, as well as understanding how 

one’s mindset aligns with those of colleagues, the organisational strategy, and the market conditions. 

Mindset model 

The identification of one’s dominant managerial mindset paves the way for achieving a meta-perspective and 

becoming more agile and flexible in one’s thinking. It ensures that one becomes better at identifying future Big 

Data opportunities and match these with the needs of consumers. 

With this tool one can prevent Big Data technology and digitalisation from turning into a worthless investment. 

Obviously, both respondents who have been introduced to Big Data, and respondents who are considering 

using Big Data technology, will gain useful insights into how each mindset opens up for different strategic 

opportunities. 

 

 

Figure 1 – Mindset model overview – “Disrupt your Mindset to transform your business with big data” - Rydén. Ringberg, and Jacobsen, 2017 



Mind your Strategic Mindset 

© Rydén, Ringberg & Jacobsen 

7
 

 

 

The blue mindset - Promote-and-Sell: 

A blue mindset is associated with self-expression and an internal focus that is projected upon the world. This 

means that the development of products/services relies on in-house expertise, and (Big) Data is used as a way 

to promote your products/services to the consumers. 

The red mindset - Listen-and-Learn: 

A red mindset is associated with being observant toward customers´/consumers’ thoughts and emotions. 

Insights into consumer preferences, needs, and motivations are gathered to deliver more meaningful products/ 

services. 

 

The yellow mindset - Connect-and-Collaborate: 

A yellow mindset is associated with developing new ideas with stakeholders, trusting their perspectives and 

inviting them along on a journey of collaboration. (Big) Data is used to attain new and visionary insights from 

stakeholders. 

 

The green mindset - Empower-and-Engage:  

A green mindset represents a holistic and empathetic approach to business and its interaction with the broader 

community. The green mindset uses Big Data to improve a renewal, sustainable, and ethical interaction with all 

stakeholders. 

 

 

Figure 2 – Mindset model overview – “Disrupt your Mindset to transform your business with big data” - Rydén. Ringberg, and Jacobsen, 2017 

, and Jacobsen, 2018 

 

 



Mind your Strategic Mindset 

© Rydén, Ringberg & Jacobsen 

8
 

 

2 – Short about Big Data 
Looking at the Gartner Group Technology Hypes back in 2015 – Big Data suddenly disappeared in their model. 

According to Betsy Burton, VP Distinguished Analyst at Gartner, what’s happened was that Big Data had quickly 

moved over the trough and has become prevalent in our lives across many hype cycles. 

 

Figure 4 - Source: Gartner, 2012-2015 

So according to Gartner, Big Data did not disappear; the trend very quickly moved out of the hype curve and 

into mainstream. Big Data now represents a megatrend that touches on many aspects of our lives, such as 

business, healthcare, education, government, sciences, meteorology, and much more.  

The reason why we still look at Big Data as a technology - and not as a strategic business opportunity- is that in 

spite of its rapid increase in use within existing business processes, such as logistics, cost optimization, resource 

utilization, and other measurements, the real benefits come from the revenue-generating part of business.  

While Big Data technology helps optimizing production, maintenance, and supply chain logistics, the long-term 

growth comes from expanding revenue; not saving on costs.  

To expand revenue requires more than a technology mindset (i.e., how to optimize logistics); it requires new 

ideas of how to approach the market. Ideas that ultimately depend on the  

mindset of respondents who focus on how technology can help them. 

Defining Big Data  

We see a development from employees keying data into systems,  

to consumers creating and uploading data via various devices and  

social media. Data now occurs in both structured and unstructured  

formats.  

 

Figure 5 – Data in many formats and from 

many sources – from space to individual. 
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Adding to this the increase in stored data, data is often placed in different silos in the organisation! When you 

finally combine these data silos with all available public data, you gain knowledge and insights into how Big 

Data might be able to improve existing and/or create new business opportunities.  

Seen from a different angel you could ask - What is Big Data, a benefit or a nuisance? 

According to Forbes', fewer than 0.5% of all data is subject to analysis. So, is it right to ask whether Big data is 

simply a useless data by-product?  Other research shows that organisations can potentially save a lot of money 

by integrating Big Data.  

Similarly, research shows that with just a 10% increase in the use of data, a typical Fortune 1000 business can 

increase its net income significantly, provided that the data are used both to save costs (for example through 

optimisation logistics) and to increase its revenue through optimising value for customers.  

A potential pitfall is to do the right things right, the organisation risks ending up as one of the 72% of 

organizations that are not getting any value of introducing Big Data technology (MIT study 2017). 

Gartner Group introduced its V3 model back in 2001 (Volume, Variety, and Velocity). During the recent years 

several models have been added, and we have developed a 9V model (below).  

We have described the different roles of Big Data at the strategic, tactical, and operational levels in figure 

below, starting with the Viewpoint (Mindset) as a key to optimise the Value from the remaining Vs (Volume, 

Variety, Velocity, Veracity, Validity, Volatility, and Visuality). 

 

 

Figure 6 – Big Data V9 model - “Disrupt your Mindset to transform your business with big data” - Rydén. Ringberg, and Jacobsen, 2017 

 

New normal – New standards – New mindsets 

Focus is moved from the search of contexts to proactively expose contexts. Traditional research is typically 

based on experiments and studies and often based on hypotheses that need to be rebuffed or confirmed using 

a representative amount of data.  
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Today, such large amounts of data are available that advanced algorithms can spot contexts in complete 

datasets. This means that you no longer must spend time identifying, collecting and testing carefully selected 

samples or samples of a given population or customer segment.  

Big Data now represents a megatrend that touches on many aspects of our lives, such as business, healthcare, 

education, government, sciences, meteorology and much more.  

 

 

Figure 7 – Source:  Disrupt your Mindset to transform your Business with Big Data - Rydén. Ringberg, and Jacobsen, 2017 

Adapted from ‘The Rise of Big Data’ by Kenneth Cukier and Viktor Mayer-Schoenberger, an essay in ‘Foreign Affairs’ May/June 2013 
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2- Mindsets  
The survey shows that a major part of the respondents has a dominant Yellow mindset (53%), then followed by 

the red mindset (22%), then the blue mindset (14%) and finally the green mindset (11%).   

So the major part of the respondents have a dominant mindset associated with developing new ideas with 

stakeholders, trusting their perspectives and inviting them along on a journey of collaboration. (Big) Data is 

used to attain new and visionary insights from stakeholders. 

 

 

 

 

 

 

 

 

 

 

 

Figure 8– Respondent mindset  

 

Many organisations talk about having/defining a digital strategy – This seems problematic as it reveals silo 

thinking. Instead, we suggest an approach of having/defining a strategy in digital world/market, illustrated by 

this example.  

Due to digitalisation, respondents in a company are discussing how to become more accessible by optimising 

their services and products on the mobile platform. One manager claims this should be solved by implementing 

mobile webpages. Another manager claims they should develop an App (IOS and Android). What is the 

difference? 

Building a mobile web indicates a blue mindset which looks like a promote and sell mindset, i.e., an inside-out 

set up. Building an App could in practice also include this approach, albeit typically it includes more of a red 

and/or yellow mindset. By using an App platform, communication is likely to be more relational and meant to 

engage the customer through real-time interaction. This is a shift from a “campaign” thinking to a connect and 

collaborate approach.  

 

 

 

 

 



Mind your Strategic Mindset 

© Rydén, Ringberg & Jacobsen 

1
2

 
 

 

3- The Big Data “temperature” 
Looking at the importance of the Big Data concept in the organisation, a starting point is to define how 

important big data is for the respondents in their daily work right now. Next would be to define where the 

respondents regard their organisation to be. Further interesting questions to raise are; where the strategic 

decisions should be made, and what digital platforms and technologies they see as key drives in a successful 

Big Data strategy?   

 

How important are Big Data in the daily job functions?  

 

Figure 9 - Disrupt your Mindset to transform your business with big data” - Rydén. Ringberg and Jacobsen, 2017 

In average, 77% strongly/somewhat agree that Big Data is important for the daily work in the organisation. 

The higher strategic level, the higher agreement. An interesting result to observe is that Executive (C-level) 

have a higher level of agreement of the importance in Big Data in daily job functions (82%) compared to 

Management (M-level) (68%), and Employees (E-level) (69%). 
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Maturity level of Big Data use in the organisation 
Many organisations talk about having a digital strategy.  Yet, the approach should be having a strategy in a 

digital world/market which might call for a new mindset.  

Another interesting observation is that the most digitally attuned organisations1 are more than four times 

more likely to develop digital leaders than the least digitally mature ones. 

 

Figure 10 - Disrupt your Mindset to transform your business with big data” - Rydén. Ringberg, and Jacobsen, 2017 

 

 

 

 

 

 

 

 

 

 

                                                           
11 . Source; Coming of Age Digital, MIT Sloan 2018 
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What department should make the strategic decisions on Big Data? 

As mentioned above, we believe that the strategic decisions regarding the use of Big Data should involve the 

whole organisation so the entire organisation is able to take advantage of, discuss, and react to shared insights. 

We asked the respondents to choose the three most important departments and got the following results: 

 

Figure 11 - Disrupt your Mindset to transform your business with big data” - Rydén. Ringberg, and Jacobsen, 2017 

 

 

What digital platforms and technologies drive a successful Big Data strategy? 
From the results of the feedback from the respondents, it is possible to make the following observation, 

namely that only 53% have chosen Management Dashboard. This is surprising because the dashboard is a 

central element for sharing information and gaining customer insights in real-time. We see a transformation 

from having historical data to be updated with real-time data. 

 

Figure 11 - Disrupt your Mindset to transform your business with big data” - Rydén. Ringberg and Jacobsen, 2017 
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4 - What organisational mechanisms secure a strategic use  

      of Big Data? 
 

Organisation structure 
The majority of respondents prefers a flat organisational structure to secure a strategic use of Big Data. 

Interestingly, among respondents with the blue strategic mindset there is 42,5% who prefer a hierarchical 

structure. This percentage is significantly lower among respondents with the other mindsets.   

 

Figure 12- Organisation structure 

How to develop Big Data skills?   
In general, respondents with blue, yellow and red mindsets prefers that a task force consisting of big data 

specialists is trained to ensure a strategic use of Big Data. Respondents with the Blue mindset is particularly 

strong this opinion. Respondents with a green strategic mindset lean towards a solution where Big Data skills 

are developed by all members.  
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Figure 13- How to develop Big Data skills?   

 

 

Preferred culture in working with Big Data 
A working culture that encourages experimentation with Big Data. Big data practices are controlled by KPIs.  

A majority of respondents across all mindsets agrees with this position  

 

Figure 14- Preferred culture in working with Big Data 

 

 

Figure 15 - Preferred culture in working with Big Data 



Mind your Strategic Mindset 

© Rydén, Ringberg & Jacobsen 

1
7

 
 

 

 

Decision-making regarding Big Data   
An organisation where speedy decision is encouraged. An organsation that values meticulous analysis 

 

Figure 16 - Decision making on Big Data    
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5 - What do you personally perceive “Data/Big Data” to be in 

      your company? 
 

View of Big Data 
The majority see Big Data as “A whole new way of thinking data” and this is general across the different 

mindsets - a minority see Big Data as “Just another hyped word for large data sets” 

 

 

 

 

 

 

 

 

 

 

 

Figure 17 – View of Big Data 

The majority see Big Data as “A new enlightenment era” The blue mindset has a 23 % group saving 

 “Technocracy” 

 

Figure 18 – View of Big Data  
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“Data is used as inspiration for generating new insights” to most of the respondents. Only a minority sees Big 

Data as “Data used to optimize existing routines” and this is primarily the Blue and Red mindsets.  

 

Figure 19 – View of Big Data 

 

The majority sees Big data as “Mostly traditional (structured) data on which they rely on to analyse customers 

and market.” The Yellow and Green mindsets have a higher share on “New types (unstructured) of data are 

used to generate new insights into customers and the market.”   

 

Figure 20 – View of Big Data 
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Usage of Big Data   
The preferred use of data is quite fragmented in relation to data-sharing.  It is strongly influenced by the 

dominant mindset. Having a Yellow and Green mindset the preferred use of Data is sharing across the 

organisation. Respondents having a Blue or Red mindset prefer to use data within silos/ Business Units.  

 

 

Figure 21 - Usage of Big Data   

In general, the majority claims data is primarily collected and used extensively for inputs and decisions. A 

smaller group across all the mindsets collect data in a limited fashion.  

 

Figure 22 - Usage of Big Data   
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The majority of respondents across the four strategic mindsets prefers that everyone have access to the same 

data in the organisation. A minor group of respondents prefers only limited access to data in the organisation 

e.g., decision makers.    

 

Figure 23 - Usage of Big Data   

Across the respondents with different dominant mindsets, the data is primarily used for strategic decision-

making. A minority of respondents uses primarily data to automate existing processes.   

 

  

Figure 24 - Usage of Big Data   
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How do Big Data influence decision-making?  
A large majority of respondents agrees that Big Data eases decision-making, even though the Green 

“mindsetters” have a 1 out of 5 group claiming that Big Data makes decision-making harder.    

 

 

Figure 25 - How do Big Data influence decision make?  
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6 - Preferred Customer interaction  
We have compared the respondents from each of the predefined mindset ‘group’ with how they think 

and/or feel about particular interactions (described in the adjacent texts) with customers. The majority 

of respondents with a give mindset answer most of the questions such that the answers match with 

their mindset, but not all the time.  

For example, the green mindset (on the right side) is distributed across all four mindset (left side), such 

that 65% of respondents with a green mindset match with their dominant mindset (green), whereas 

13% reveal are aligned with a yellow mindset, and 20% are aligned with a red mindset, and 3% with a 

blue mindset (adding up to 100% vertically). Even though respondents have a dominants mindset they 

at times (depending on the question) will also reveal traces of the other mindsets.   

 

Figure 26 - Disrupt your Mindset to transform your business with big data” - Rydén. Ringberg, and Jacobsen, 2017 
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Figure 27 - Disrupt your Mindset to transform your business with big data” - Rydén. Ringberg and Jacobsen, 2017 
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7 -The strategic goals of your organisation? 
Respondents were asked to describe how they perceive their organisation’s current strategy (in relation to the 

use of new technologies). Each statement below is tagged with a mindset color (on the right side in figure 28). 

That is, each statement aligns with a particular mindset. For example, only 3% of the participants answered 

that part of their organisation’s strategy is “to become a responsible member of the new sharing economy” 

(which represents a green mindset).     

 

Figure 28 - Disrupt your Mindset to transform your business with big data” - Rydén. Ringberg og Jacobsen, 2017 
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If we take the results in Figure 28 one step further and look at the personal mindset of respondents who 

responded, then it becomes apparent that many respondents work in organisations whose strategic 

orientation does not match with their personal strategic mindset! For example, again looking at the first 

question (which implies the company has a green mindset orientation). Here, we see that the 3% of 

respondents who confirmed that their company had a green mindset (i.e., want to become a responsible 

member of the new sharing economy), had different personal strategic mindset. Only 35% (of the 3% ) had a 

green mindset (corresponding to that of their company). The rest (65% had other mindsets).  Figure 29 

illustrates the strategic mindset gaps between the respondents’ mindsets and their perception their company’s 

strategy, across the eight questions. These gaps might cause potential conflicts within management teams. By 

identifying these gaps respondents can become aware of how well their combined mindsets are able to 

address the potential conflicts caused by the gaps. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

  

 

 

 

 

 

Figure 29 - Disrupt your Mindset to transform your business with big data” - Rydén. Ringberg and Jacobsen, 2017 
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8- The recipe for successful digitalisation 
 

Big Data 9V Model 
The 9V model can be used by companies to benchmarr against a company’s own goals as well as a comparison 

with the competitors as to how far they have achieved eahc of the 9Vs. It is important to note that the each 

company is the one which assesses how accessible each V is (Column 2) and how important each V is for being 

succesful (Column 3). When adding all the Vs up it leads to a final Value (Column 4). Column one is filled out by 

the company based on he particuarl mindset is deems to be the most releavnt to embraces within its inddustry. 

It should be obvious that the weighting of the 6Vs in Columns 2 & 3 depend on the strategic mindset of the 

company.    

 

 

Figure 30 -  V9 model – Accessibility and Importance 
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Mindset Matrix 
The strategy Mindset Matrix model is used to identify potential paradoxes, conflicting demands and strategic 

tensions (misalignments of strategic mindset) between different stakeholder groups both within the company 

and between the company and the market place. It is an extremely useful tool to start discussions about how 

well aligned members of internal teams are with one another (and which mindsets are useful for a task to be 

solved), as well as look at how well employees’  strategic mindsets are aligned with the of the organization, and 

not the least, how well the organization’s strategic mindset is aligned with the dominant mindset among its 

customers.   

 

 

Figure 31 - Mindset Matrix 
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9- Short about survey design & methods  
A starting point for our idea and survey development was a series of in-depth interviews with 12 companies 

Danish and US companies and follow-up workshops from which we identified four strategic mindset profiles. 

For each profile we identified a series of questions which related back to the particular mindset orientation 

(see mindset test in Rydèn, Ringberg & Jacobsen’s (2017) book “Disrupt your mindset to transform your 

business with Big Data.” ) 

Survey Diagnostics  

The diagnostics of the survey provides an Estimated Length, Fatigue Score, Accessibility Score for each 

individual who takes the survey. The Survey Diagnostics tool is based on SurveyGizmo Enterprise Account tool.  

Estimated Length 

Estimated Length is based on the number of questions in our survey. The survey was tested, and a minimum 

response time is identified as 7 minutes.     

 

Fatigue Score 

In Survey Gizmo there is a calculation that shows the length 

 and number of options of each survey element. If it shows a 

 very high fatigue score, this means it is a long survey with  

lots of questions that is likely to include several answer options,  

which initially the case in our survey is. To reduce the fatigue  

score and increase the accuracy we simplified some of the questions 

 without jeopardizing the content. 

 

Accessibility 

Accessibility checks for non-accessible questions and assigns a 

score and displays any potential issues with questions that are not  

accessible or might present usability issues.  

 

 

 

The survey respondents 
Several people were invited by a link to participate N= 1667 persons. Of these 1015 completed the survey.  

After our quality tests we had to disqualify 145 individuals due to partial responses or too fast responses. We 

ended with a N= 870. 
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Survey respondents overview: 

 

Due to rounding up the sum will not always sum up to 100% 

Figure 32 – Survey respondents overview 
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10 - Respondents profile: 
Demographic   

 

 

  

 

 
 Figure 33 – Distribution: Respondents age  

Sectors: 

 

 

 

 

 

 

 

 

 

 

Figure 34 – Distribution: Respondents sectors 
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Primary type of business:  
 

 
Figure 35 – Distribution: Primary type of business: 

Strategic authority:  

 
Figure 36 – Distribution: Strategic authority:  
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Role in the workplace: 

 
Figure 37 – Distribution: Role in the workplace: 

 

Department: 
 

 
Figure 38 – Distribution: Department 
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Employees: 
 

 
Figure 39 – Distribution: Number of  Employees::  

 

Respondents’ response time:  

 

 
Figure 40 – Distribution: Respondents’ response time   

 
Survey response time distribution- minimum 7 minutes to be included 
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11 – Short about us 
                  

        

Pernille Rydén is Head of Studies, Engineering Business Administration (EBA), and Associate professor of Management at 

the Technical University of Denmark, Ballerup. As member of faculty at the Executive MBA, Technical University of 

Denmark, Lyngby, she supervises consultancy projects and master projects and is course responsible for Organizational 

Development and Change and runs the elective course “Business mindset and Big data”. She also participates in strategy 

processes of DTU. With more than 20 years of continuing education teaching, and executive training experience, her 

company offers consultancy and presentations to share her insights with both private and public organizations calling for 

effective strategic development. Pernille collaborates with international managers and researchers in the US and Europe 

and her research fields are Strategy, Managerial Cognition, Organizational and cultural change, and Digital Technologies. 

She is ambassador for the Managerial and Organizational Cognition Division, Academy of Management, and got her PhD 

‘Strategic Cognition of Social Media in Business-Customer Interactions’ from the Marketing Department at Copenhagen 

Business School. With Professor Torsten Ringberg as her main supervisor and Associate professor Ricky Wilke as her 

secondary supervisor, they published the developed theoretical framework, which is the backbone of this book, in Journal 

of Interactive Marketing. 

 

                Torsten Ringberg joined CBS in 2009, returning to Denmark after nearly 20 years of academic experiences in the 

                 U.S. He publishes in top tier international business journals listed on the Financial Times (FT)-50 list. His work 

combines sophisticated qualitative research methods with experimental research designs in consumer psychology to 

investigate how mental models (mindsets), cognitive orientation, and embodied cognition affect consumers’ and 

managers’ preferences and choices. Early in his career, Ringberg co-initiated, operated, and co-owned several companies 

(45’ sailboat-production, investment, and charter). During his Ph.D., Torsten was an associate with the U.S. based 

consulting firm, OlsonZaltman Associates. Torsten’s work has led to the strategic repositioning of many leading brands and 

led to two awards by the American Marketing Association (Milwaukee Chapter) for the most innovative and 

effective/gainful consulting projects. He still consults independently for large and mid-size international companies. At CBS 

Torsten advises and teaches graduate students as well as managers from both the private and public fields in CBS’ EMBA 

programs. Torsten is member of the Danish Competition Council and heads a foundation that contribute funding primarily 

to scientific and environmental projects. 

 

              Per Østergaard Jacobsen was the past thirty years worked in a variety of international and national companies  

                 holding several executive positions and advisory roles. He has seen many challenges and opportunities regarding 

customer relations and data and know “where to rub”. The stage was set in 1999 with “The CRM Handbook – From group 

to multi-individual”, published in six languages and sold in +50.000 copies worldwide. After the first release, he has 

published numerous books, studies, papers and articles. Common to these is that they deal with the challenges regarding 

finding, winning, maintaining, developing and recreating profitable customers through targeted communication, 

segmentation and performance management based on customer insights and knowledge. (BIG DATA). He founded 

“Digitaliseringsprisen” in Denmark. An annual award for the public sector for best digital projects. Parallel to his 

theoretical work he worked with a huge number of projects for a wide range of different clients. This has given him a 

broad and deep insight in CRM, data analytics and BIG DATA.  

Per is lecturing at Master level (CBS) and supervisor for Master Thesis. He is cofounder and project manager for “Rio to 

Roskilde” a research project about developing new sustainable business models based on BIG DATA. In addition, he has 

been working with CRM and Loyalty research project at CBS. The combination of having worked in different companies, in 

the academic world as well as having worked as an external advisor for companies, has given him great experience, insight 

and many different tools so he is continuously being able to create successful results and working with bleeding edge 

projects 
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