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2. Executive Summary

The report distinguishes different data management processes and procedures that can be utilised by the Swansea Sharks Swimming Club and analyses how and why these systems can be a great aid to their decision making in terms of their general business and specific marketing activities. Whilst also, considering the potential drawbacks and improvements that could be made to the current data management system.


3. [bookmark: _Toc498621480]Introduction
3.1 [bookmark: _Toc498621481]What is data management?
A marketing information system (MkIS) is a management information system that is used to support marketing decision making. Furthermore, “A marketing information system consists of people and procedures for accessing informational needs, developing the needed information, in the right form” (Armstrong, 2006, p. 125)
According to (Armstrong, 2006, p. 125) there are four major components that comprise the MkIS system, these are Internal Reports (Records) Systems, Marketing Research System, Marketing Intelligence System and Marketing Decision Support System. This report will focus on internal data and the impact it will have on the Swansea Swimmers Sharks Club. (Birn, 2004, p. 22) states, “internal data is part of the data that is needed to be collected and handled by the marketing information system Furthermore, managers regard this as a command to make effective operations, but getting the information that is really needed from a marketing information system depends on what the information is and how it is used” 
Database management systems are defined as “systems that manage the full data structure and exercise full control over the data stored in an organization’s database”. (Inc, 2017)
[image: http://lh4.googleusercontent.com/-6yF09HjTm9U/UPk23_I7y5I/AAAAAAAAGqU/RBNEZKeLTMY/s800/Components-of-Marketing-Information-System-MIS.png]Fig 1: Marketing Information System diagram (Maurya, Marketing information system, 2015)



[bookmark: _Toc498621670]Figure 1-Four Main components of Marketing  (Maurya, 2015)Information System (MIS) 



[bookmark: _Toc498621482]3.2 Benefits and drawbacks of data management systems
As, organisational data is susceptible to losses, a proper system is highly recommended when a lot of data exists. This can have many benefits, for the swimming club such as allowing them better access to data. (Inc, 2017) “A management system helps in getting quick solutions to database queries, and therefore, data access is faster and more accurate. End users like sales people will have enhanced access to the data, enabling a faster sales cycle and a sounder decision-making process”. Data sharing will also be improved, because proper database management will ensure that gaining access to data is better and managing data will be simplified. 
Although, this is true data management systems do possess some potential drawbacks for the swimming club. (Bird, 2007, p. 199) refers to the rapid technological advances of the last 25 years:” In those days people talked about lists…now the simple and inexpensive list has been replaced by the sophisticated (and sometimes very expensive) database”. This is a very valid point, as training staff to operate data management systems is a complex system.
  “Training is required at all levels, including programming, application development, and database administration.” (Jittla, 2012). The swimming club will have to pay a lot of money on training of staff to run the data management systems. Another issue that could arise is the high impact from a failure of the data management system. “The centralisation of resources increases the vulnerability of the system. Since all users and applications rely on the viability of the data management system, the failure of any component can bring operations to a halt.” (Thakur, 2017)

[bookmark: _Toc498621483]
4 Main findings
4.1 [bookmark: _Toc498621484]Data management options
(Tapp, 2008, p. 25)  “The main marketing database is a list of customers’ and prospects that enables strategic analysis, and individual selections for communication and customer service support. The data is organised around the customer”.  Databases are an essential part of internal data and according to (Ferrell, 2010, p. 148), “Internal databases is a part of the most marketing information systems. In addition, its relatively convenient for access and retrieve information. Databases allows marketers to tap into an abundance of information useful in making marketing decisions: internal sales reports, newspaper articles, company news releases, government economic reports, bibliographies, and more, often accessed through a computer system”
According to the Data Protection Act (1998) a marketing database is “equipment operating automatically in response to instructions given”. However, this definition was elaborated upon in 2009 by (Armstrong, 2006, p. 517) who stated that “a customer’s database is an organised collection of comprehensive data about individual customers or prospects, including geographic, demographic, psychographic and behavioural data”.   
(Bhasin, 2016) stated that, “With an increasingly competitive and expanding market, the amount of information needed daily by an organisation is profound. So, they have to establish marketing information systems” There are several ways in which data management systems can be productive to the Swansea Sharks Swimmers School, such as segmentation and targeting customers. There are potentially hundreds of thousands or even millions, of data sets that include actual behaviour, plus profile information. Once segments, from database segmenting has been created, it will ensure the Swansea Sharks Swimmers School can group each customer precisely and allocate them into a specific group and then contact them accordingly. The main requirements of a segment, is that it should be discrete, profitable and accessible for the Swansea Sharks Swimmers School, and are all achieved in an integrated way using the database. 
Segmentation is based on two main types of data, these are behavioural and profile data. Database marketers in the Swansea Sharks Swimmers School can use the behavioural data to segment customers of the Swimmers School according to their value to the Swimmers School. Direct marketers of the Swimmers School can also, purchase data to segment according to needs or requirements of customers or products.  The second data type, profile data (consumer characteristics) can be used by direct marketers in the Swimmers School to build up “pictures” of those customers who are “more likely to responds” to a particular campaign. Such profiling is important because, quite apart from anything else, readership and view ship of newspapers, magazines and television programmes tend to be expressed in that way (Jobber, 2010, p. 269).  (Mccorkell, 1997, p. 163) called this “Return on Investment (ROI) driven marketing”. Profile data used the Swimmers School can also help in aiding to target new markets more accurately, which will therefore lower the costs of acquisitions. Relationship management is another benefit, that can be derived databases. The next development of database systems, would be Customer Relationship Management (CRM) systems. (Payne, 2006, p. 4) defines CRM as “It consists of sophisticated software and analytical tools that integrate customer information from all sources, analyse it in depth, and apply the results to build stronger customer relationships through trust, understanding and a mutually beneficial business relationship.”       
A CRM would give different departments including sales, customer service, marketing and business development a much greater and efficient way to manage the customer relationships and interactions that drive success. Customer data will become more visible and easier to access, such as contact information, sales opportunities, service issues and marketing campaigns. 
“A CRM system can give you a clear overview of your customers. With an easy-to-use, customizable dashboard, you can see a 360-degree view of the customer, all in one place”. (Salesforce, 2017). The swimming club can also benefit from putting their data “in the cloud”, which will make it more accessible across any device. As the swimming club, continues to expand the CRM will adapt and also grow to include more sophisticated features to help them “collaborate with colleagues and customers, send customised emails, gather insights from social media conversations and get a holistic picture of your business health in real time” (Salesforce, 2017). By moving data, software and services into a secure online cloud environment, the swimming club will have more efficient productivity, reduce cost and increase scalability.

[bookmark: _Toc498621485]4.2 What is Big Data?
Big data refers to the “dynamic, large and disparate volumes of data being created by people tools and machines; it requires new, innovative and scalable technology to collect, host and analytically process the cast amount of data gathered in order to derive real-time business insights that relate to consumers, risk, profit, performance, productivity management and enhanced shareholder value” (EY, Big Data-Changing the way businesses, 2014). Lately, the term "big data" tends to refer to the use of predictive analytics, user behaviour analytics, or certain other advanced data analytics methods that extract value from data, and seldom to a particular size of data set. "There is little doubt that the quantities of data now available are indeed large, but that’s not the most relevant characteristic of this new data ecosystem." (Kate Crawford, 2011)
Big data includes information garnered from social media, data from internet-enabled devices (including smartphones and tablets), machine data, video and voice recordings, and the continued preservation and logging of structured and unstructured data.  
According to, (Kobielus, 2013) “One high-level approach might be to consider the decision-support value of the aggregate along the “four Vs.”
There are generally four “V’s” that characterise big data. These are volume, variety, velocity and veracity. Volume refers to the sheer amount of data that is created, in comparison to other data sources. Variety, represents the different sources which data comes from and the creation of data through machines as well as people. Velocity, refers to the speed at which the data is being processed, and the fact it never stops. Veracity, refers to the fact that big data is sourced from several places, therefore it’s crucial test the veracity/quality of the data when collecting data for the swimming club.  

[image: http://www.ey.com/Media/vwLUExtFile/big-data/$FILE/ey-big-data-the-four-vs.jpg][bookmark: _Toc498621672]Figure 2- The Four V's of Big Data (Mathew, 2015)











Big data possess several potential benefits for the Swansea Sharks Swimming School, such as overcoming traditional restraints in a more cost-effective manner whilst opening and providing greater opportunities to access, store and process data, from several sources. This includes, external social media data, communications, market data and interacting with customers through digital channels. 
“By some estimates, more than 80% of the data within organisations is unstructured and unfit for traditional processing”. (EY, 2014, p. 12) . By the Swansea Sharks Swimming school using big data it enables and aids them in the processing unstructured data, whilst increasing the systems intelligence that can be used to further enhance performance in sales. Also, customers’ needs can be better understood, whilst supporting marketing initiatives and enhancing fraud monitoring. 
However, there are some potential risks and issues that could arise due to using big data, such as handling, processing, modelling and storage of the large volume of data with dynamic structures. Also, having a lack of control and having governance over the data, could escalate to further issues if the swimming club doesn’t have increased organisational focus.

4.3 [bookmark: _Toc498621486]8 principles of data management 
(Gov.uk, 2017) “The Data Protection Act will control how your personal information is used by the organisations, businesses or the government” The (Data Protection Act , 1998) states that everyone responsible for using data has to follow strict rules called “data protection principles”. The Data Protection Act, also goes onto set down 8 principles that businesses, such as the Swansea Sharks Swimming Club must comply to when gathering data. 
Fig 3: Data Protection Act
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[bookmark: _Toc498621674]Figure 3-8 Principles of the Data Protection Act (Info, 2014)









Principle 3, (Data Protection Act , 1998)  states that “data should be used in a way that is adequate, relevant and not excessive”. This would be beneficial for the Swansea Sharks Swimming Club, as it would improve management and storage of information, which would ideally lead to better business practices in the club.  (Warehouse, 2017) states “Management of data and storage of information within your company (personal or not) will be better handled with knowledge of law and the requirements placed on your business”. However, there could be a potential drawback, such as it requires proprietary hardware that adds cost and complexity.  (Thrive , 2010)  states, “For a small business that has less that 1TB of data, it’s not cost-efficient to back up some data with tape and other with a CDP service”.
Principle 7, states data should be “kept safe and secure” (Data Protection Act , 1998), this will insure customer security for customers who attend the swimming club as registration with the ICO (Information Commissionaires Officer) will insure that the swimming school is issued with a data protection number. By displaying this on the club’s website, it will ensure faith in the minds of the customers. (Warehouse, 2017) expresses the importance, by stating “They will know that any data they give you will be handled properly and in good faith- making them more willing to share their personal information, whether its credit card details or simply their home phone number”
Although, this is true the swimming club is required to ensure the data is strictly and appropriately maintained. (Modibbo, 2016) continues this point, by saying “As a data controller you will be expected to abide by the data protection principles and properly maintain data you gather within the remit of the law. Every business is expected to do this, registered or not”. The swimming club is expected to implement the protection principles and properly maintain data that is gathered. 



5 [bookmark: _Toc498621487]Conclusion and Recommendations 
To conclude, the swimming club needs to recognise the benefits derived from quality data, whilst having a more sophisticated approach to managing data. Not only will it build a greater customer relationship, but also aid in overcoming internal and external data quality challenges. (Schutz, 2016, p. 17)  states “The ability to use high-quality data to make critical business decisions and improve your bottom line should be a huge focus in the coming months. Data is your organisation’s most valuable asset, so put the right people, processes, and technologies in place to help ensure it is fit for purpose”. It is recommended that the swimming club takes immediate measures, and beings using more sophisticated data management options, e.g. databases and CRM.
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