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ABSTRACT

Social Mobile Analytics and Cloud—SMAC the new abbreviation that every business
leaderis thinking off. Itis also part of everyone’s lives these days. SMAC technologies
are creating enormous opportunities across industries while the consumer willingly
gives up personal information. Cloud technologies have made it possible to collect
and store such large amounts of data. While each of these four technologies are
able to enhance the business on its own, using these four technologies together as a
stack has changed the way businesses are looking to maximize their customer base,
enhance brand value and off course, increase company profit. For example, SMAC
has forced businesses leaders to make analytics part of their marketing strategy
and business operation as a whole.

INTRODUCTION

Social, mobile, analytics, and cloud (SMAC) is among the hottest developments
in IT enterprise architecture. Its foremost goal is to get closer to the consumer by
exploiting these four technologies (Shelton, 2013). There are three business units
that are particularly suited for applying the principle of SMAC: business products,
business processes, and business models (Chen et al., 2012). Use of all four SMAC
principles to these business units goes beyond simply being competitive—these tools
allow for a business to become a disruptive force in their respective market segment
(Ackx, 2014).
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Let’s Talk SMAC

Products become personalized through the application of social media (Dewan &
Jena, 2014). When linked with a mobile platform, the architecture enables collection
of who, what, where, when, and even why the product is being used - as opposed
to the traditional transaction data normally available to non-SMAC products (i.e.,
who bought which product, from where and when as opposed to who used which
product where, when, and why). The cloud is conceivably the most viable proce-
dure through which to direct these types of data for further analytics. This analysis
provides deeper insights that help steer the decisions of business leaders.

A product that is integrated with social, mobile, analytics, and cloud is also a
product that provides a significantly improved customer experience that is more
capable of self-service and is more in line with the times. Consumers expect a cer-
tain type of convenience and service therefore SMAC has gained such a position in
business today. Business methods that are implemented in the cloud and on social
platforms gain an efficiency with which it is hard to compete traditionally (Dewan
& Jena, 2014). Social and cloud architecture enables the IT raw materials behind
the process to be scaled out - that is, adding less expensive hardware, as opposed to
scaling up, which means replacing hardware with larger, more high-priced specifica-
tions. This allows the business to outlay funds on an as-needed basis. The addition
of mobile technologies facilitates collaboration and knowledge sharing from any-
where, anytime. Storing the data (and metadata) behind SMAC-enabled business
processes facilitates an easier analysis that allows for data driven decision-making.
Besides, a corporate method that is driven by SMAC is better situated to have its
mundane tasks automated, and to be more agile and adaptable. Note that in this case,
the customer to be closer to is in fact the employee. An enterprise can also base the
model of an entire line of business on providing a SMAC technology infrastructure
to others (Dewan & Jena, 2014). For example, a traditional software product can be
reshaped and offered as a service product in the form of a platform. Interestingly,
the best way to provide a SMAC infrastructure is through tools that are themselves
SMAC-enabled. This will result in long term growth for the organization and reduce
costs, streamline inefficiencies, and improve quality. In fact, even a divided industry
can become unified and sustainable again through the utilization of these principles
(Thecka, 2014). Ultimately, the SMAC places the small and medium enterprises at
the same level with larger organizations.

The objective of this chapter is to provide an overview of SMAC. The importance
of implementing SMAC in a business to remain competitive in the future will be
emphasized. The different technologies will be introduced, and the benefits and op-
portunities of SMAC trends will be pointed out. The solution and recommendation,
future research directions, and conclusion follow this section.
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