
Social Media, Internet of Things and Neuromarketing:  

The emerging Big Data Innovation Model 

 

 
Efthymios Constantinides  

Faculty of Behavioural, Management and Social Sciences 

 University of Twente,  

P.O. Box 217, 7500AE, Enschede, The Netherlands 
e.constantinides@utwente.nl 

Phone +31 534 893 799; Fax: +31 534 892 159 

(corresponding author) 

 

Carlota Lorenzo-Romero  

Business Administration, University of Castilla-La Mancha, Albacete, Spain 

Faculty of Economics and Business, Marketing Department 

Plaza de la Universidad, 1, 02071 Albacete, Spain. 

Carlota.Lorenzo@uclm.es 

Phone +34 902 204 100; Fax +34 902 204 130 

 

Efthymios Constantinides: 

Efthymios Constantinides is Assistant Professor of Digital Marketing at the Faculty of 

Behavoural, Management and Social Sciences of the University of Twente, The Netherlands. 

After a ten-year business career and 10 years of college teaching he obtained his PhD in 

Marketing in Virtual Environments in 2005. His research interests are focused on consumer 

behavior and marketing strategy in virtual markets, in particular on utilizing the social web as 

source of market intelligence and as active marketing instrument. 

 

Carlota Lorenzo-Romero:  

Carlota Lorenzo-Romero holds a Degree in Business Administration and PhD on E-Marketing 

from University of Castilla-La Mancha (Spain). Currently an Associate Professor in Marketing at 

Business Administration Department in the Faculty of Economics and Business of Albacete, 

University of Castilla-La Mancha (Spain). Research Interest: Electronic commerce, Social Web, 

Social Networking Sites, co-creation, store atmosphere, e-merchandising, consumer behaviour, 

marketing research, experimental designs, and quantitative analysis  

 

 

mailto:e.constantinides@utwente.nl
mailto:Carlota.Lorenzo@uclm.es


Social Media, Internet of Things and Neuromarketing:  

The emerging Big Data Innovation Model 

Abstract 

The innovation practice, traditionally a proprietary, internal and often secretive process is 

currently evolving to an open and transparent one and increasingly based on collaboration with 

value chain partners. Engaging the final customer into the new product development process, 

known as co-creation or crowdsourcing, is becoming the next innovation challenge.  

The paper identifies sources of consumer data that already play and will play an increasingly 

important role in co-creation processes. Customer input in the future innovation process will be 

obtained by tapping four fast growing customer data sources: Active and Passive social customer 

content, Internet of Things and Neuromarketing; these sources are becoming major contributors 

to the fast growing data volume known as Big Data. The paper identifies and explains the 

importance and potential of these sources as part of the Big Data domain as co-creation inputs in 

the innovation process. 
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