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On the research frontiers of business management in the context of Big Data
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Abstract: Based on comprehensively examining the emerging challenges in business management in the con—
text of Big Data this paper identify three promising research perspectives including socialized value creation
network-embedded business operations and real-time market discovery. Furthermore four major directions for
future research topics of great potentials are proposed including user behavior and social capital structure in
socialized networking environments enterprise network-embedded ecosystems and their co-evolution consum—
er insights and marketing strategy in the context of Big Data and Big Data driven innovation in business mod-
els.
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