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1.0. [bookmark: _Toc529221169]Executive Summary
This undertaking has relied on numerous online sources, as well as, the information that was availed by Liam, NomNom’s founder. The primary aim of this research is to explore various ways through which, organisations can benefit from efficient data management and related concepts. In conclusion, the report has affirmed that companies can boost their sales through efficient data management. The following recommendations were then made:
I.  That NomNom ought to adopt an operational CRM as this will help them keep a track of its clients’ preferences and tendencies, thereby aiding them in them in the formulating of efforts that will enable them boost their sales.
II. That NomNom and its management ought to be prepared for future trends of data management as projected herein as they will be directly affected by them and can as well benefit from them if well managed.
III. That NomNom should strictly abide by the available ethics standards for data management and should also accept and observe the laws outlined by the Data Protection Act 1998 
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2.0. [bookmark: _Toc529221170]Introduction
The management of data by businesses is an organisational function that is crucial to organisations as it supports core decisions. Data management is a construct that describes a holistic endeavour aimed at allowing organisations to develop and execute policies, architectures, practices, and procedures that facilitate and allow for improved management of the information lifecycle needs of any given enterprise (Ryan and Bernard, 2000). Conversely, data management as a process ought to be conducted in an effective and efficient manner. It is in line with this reasoning that Bench-Capon and Dunne (2007) presuppose that acceleration of data management is crucial. This report endeavours to address key concerns regarding data management, big data and trends foreseeable in the future for the same. Also, the author of this report indents to base its analysis by drawing reference to NomNom, eventually enlightening the company’s management on the best practices to manage data. 
3.0. [bookmark: _Toc529221171]Basic Concepts of Data Management
Scholars link data management to business intelligence, thereby nuancing of the need by organisations to adopt measures that can allow them to utilize whatever information that is within their reach in a manner that will enhance their competitive advantage (Andrieu, De Freitas, Doucet, and Jordan, 2003). Data management as a source of business intelligence can benefit enterprises in the following ways (Bargshady, Alipanah, Abdulrazzaq, and Chukwunonso, 2014, p. 7-12):
1. To increase sales- with business intelligence acquired from the process of data management, businesses can track their sales data thus revealing illuminating trends and opportunities that can further better their position for growth and stability (). Marketing dictates that businesses exist to make trade-offs and this can only be achieved if they understand their customers’ need to be satisfied. For instance, NomNom Chocolates can further boost their sales by implementing marketing measures that appeal to their target audience, a phenomenon that is only feasible if the company adopts improved data management systems to aid them in acquiring illuminating business intelligence. Ngai, Xiu, and Chau (2009, p. 2593)notes that organisations that understand their customers’ buying trends can in conjunction with their sales team identify potential areas to increase their profit margin within the existing customer base.
2. For efficient management of Inventory- Business Intelligence also offers solutions to organisations that can aid them analyse their supply chain to ensure that their inventory levels are optimal. Therefore NomNom can equally benefit from having a data management system in place as it will allow them to keep track on their inventory.
3. To better financial management- data management is not only relevant to marketing efforts as it can equally be used in harnessing and managing of financial data. Companies like NomNom can subsequently manage their expenditure by blending their financial data with real-time data analytics, thereby improving their revenues.
4. To ease IT workload- anyone with basic technological know-how can use an efficient data management system to generate relevant reports. This implies that organisations can rely on the existing task force to manage their data without necessarily having to hire IT experts. Also, with self-service BI, numerous functions can be automated thus saving on time (Fotiadis and Vassiliadis, 2017, p. 348-352).
3.1. [bookmark: _Toc529221172]Drawbacks
Data management systems, like all technological systems are not exclusively efficient and therefore does not guarantee entirely quality results (González-Benito, Venturini, and González-Benito, 2017). Also, some systems may require expert know how thereby causing organisations to spend more on IT. Finally, some data management systems, especially the upgraded versions are quite costly meaning that they can only be a reserve for already established companies. Following this realisation, NomNom may be required to seek for a cheaper option given the assumedly current scarce resources. 
4.0. [bookmark: _Toc529221173]Computerised Data Management System Options Available to NomNom 
Liam was categorical in his request outlining that they are aware that data management processes and procedures can support their decision making, especially their marketing effort. Assumedly, an ideal data management system for NomNom would be one that targets their target audience. This means that they need a marketing information system. Consequently, I propose for a customer relationship management system. Business have to address customers’ specific needs to further enhance their competitiveness. According to Ngai, Tao, and Moon (2015, p. 38) the surest way through which, organisations can enhance their position with their clients/customers is by communicating their agenda and progress, continually. This understanding evince that businesses ought to adopt strategies that can allow for an easier interaction between them and their customers. 
Customer relationship management is basically an approach encompassing practices, strategies, and technologies that organisations can use to foster and maintain an efficient relationship with their customers Khodakarami, and Chan, 2014, p. 29). A Customer relationship management system therefore is a composite of software and tools that integrate customer information from available sources, analyse it in depth and apply the results to build stronger customer relationship through trust and mutually beneficially relationship (Kotler et al, 2009).
4.1. [bookmark: _Toc529221174]Types of Customer Relationship Management System
1. Operational- operational CRM system serve organisations with information that outlines the dynamics behind their customers’ intrinsic behaviour (Kumar and Reinartz, 2018, p. 17). Therefore operational CRM serves well to organisations that are keen on tracking their sales cycle, so as to implement appropriate marketing efforts. The system also respond well when it comes to service automation.
2. Strategic- strategic CRM systems are especially customer-centric and therefore aids in the development and management of customer-oriented culture. This means that it contains functions that specifically focus on customers concerns.
3. Analytical- Analytical CRM systems allow organisations to track customers’ habits and patterns, more so their purchasing behaviour (Kumar and Reinartz, 2018, p. 18). It is understandable that organisations that implement this CRM system stand to gain information that can help them improve customer service.
4. Collaborative CRM- this type of CRM system augments efficient interaction between a company and its current and potential clients, as well as with stakeholders, suppliers, and distributors (Kumar and Reinartz, 2018, p. 19). 
5. Customer data platform- customer data platform entails paradigms that facilitates gathering of data about individual customers (Kumar and Reinartz, 2018, p. 21). The system allows for data mining from various sources it has access to.
4.2. [bookmark: _Toc529221175]Benefits of Implementing CRM Systems
Implementing CRM proffers companies with numerous benefits which, include (Fotiadis and Vassiliadis, 2017, p. 348-352):
1. It allows them to gain a better understanding of the customers thereby allowing them to adopt appropriate measures to support their efforts.
2. The BI gained therein can also be used by companies to implement strategies that further enhance a deeper customer relationship.
3. Also, the system offers companies with insight that can be utilised to target more clients effectively.
4. Finally, the system generally saves on time.
It is in line with the findings herein that I recommend for a version of operational CRM for NomNom to support its core business functions. With an operational CRM, NomNom will: Firstly, be able to adopt a marketing effort that is appropriate for its growth as they will be able to benefit from important marketing facets such as segmentation, project management and automatisation. Secondly, it will equip them with relevant Business Intelligence to aid their sales efforts. Finally, operational CRM will enable the organisation to improve its business operations thus guaranteeing customers’ satisfaction (Fotiadis and Vassiliadis, 2017, p. 348-352).
5.0. [bookmark: _Toc529221176]The Future of Data Management
Data management is a not so old construct and thereby has a somewhat confined history. The process of managing data equally birthed another concept, referred to in the contemporary world as database management. The term database describes a phenomenon where collecting transactional data is IT driven (Filani et al, 2008, p.32). In the context of this undertaking transactional data is one that supports a functional process that is key to marketing efforts, thereby implying that marketing database mostly entails a list of customers, as well as, important variables that can be manipulated to the organisations’ benefit. Consequently, the future of data management might involve sophisticated database strategies, which, are equally important to master. 
It is a common belief among scholars that exploitation of data and emergent benefits therein is key to business success, now and in the future. It is Coronel and Morris (2016, p. 17) assertion that CMO’s role will in the future become more data-focused. This implies that key marketing attributes will be premised on data and how organisations can use it to their profit. The surge of data equally birthed another related and highly important construct described using the term big data.
Many scholars currently engage in studies that outline the essence and dynamics surroundings big data. The term big data is a construct that further explicates on the process of data management as it infers that data management goes beyond just collecting and storing of lots of data (Gibson, 2011, np). Interestingly, other scholars with differing thoughts discourage the use of the term ‘big data’ elucidating that it suggests other data is small, and thereby prefer using whole population analytics instead (Gibson, 2011, np). There are several reasons why big data is currently a big issues promising to hold a much significant position in future. Firstly, big data and everything connected to it is anchored on technology, whose future prospects looks even better. Also, the emergence of big data created greater pools of data in organisations, which, as days further mature continues to evince much significance to organisations. 
NomNom and its management ought to be prepared for these projections as they will be directly affected by them. It is possible that NomNom will in five years to come have a customer database that bears greater significance that will require a holistic approach to sort out its relevance. 
6.0. [bookmark: _Toc529221177]General Data Protection Regulations  
The advent of big data and database manage also necessitates for cautious management. Scholars address some of the ethical and social responsibilities that ought to be observed when handling bulk data and the implication it bears (Baltzan, Phillips, Lynch, and Blakey, 2013, p. 18). This follows numerous concerns by a number of consumers regarding how private data carrying their details is being used by companies. Most of the concerns though revolve around invasion as many believe that the measures adopted by individual companies seem intrusive while at the same time threatens to reveal private information. It is for this reason that some practitioners have penned down a list of concerns organisations ought to address to include:
· Accuracy- Mason (1986) among other scholars have emphasised the need for organisations to ensure that the data they are harnessing from customers is accurate.
· Privacy- also the same scholars emphasise the need for organisation to gauge the nature of information they hold about individuals, as some it too private to even be owned by organisations.
· Property- also, organisations are encourage to reveal to customers information regarding the ownership of data they have in their system as well as the licences and rights they hold when it comes to transferability.
· Accessibility- finally, the same organisations are expected to reveal who are allowed to access the information and the conditions under which, is available to them.
On the other hand the Data Protection Act 1998 outlines eight principles for data protection including:
1. Data possessed by organisations ought to be fairly and lawfully processed.
2. The data can only be processed for limited purposes.
3. The data should be adequate and relevant, thereby sensitizing organisation on the scope to harness from customers.
4. The data should be accurate.
5. Secure.
6. Not kept for longer than necessary.
7. Processed in accordance with the data subject’s rights, and
8. Not transferred to countries/parties without adequate protection.
[image: dataprotection.jpg]
Sources (Fotiadis and Vassiliadis, 2017)
It is therefore important for NomNom to abide by the stipulated norms to avoid any litigation against it.
7.0. [bookmark: _Toc529221178]Conclusion
In summary, it is now evident that data management is a crucial undertaking which, requires careful consideration by organisations that are keen on enhancing their competitiveness in the market. It is now clear that companies can boost their sales, improve their services, and enhance effectual management of their inventory with efficient data management practice in place. It is for that reason this report proposed for the adoption of operational CRM for NomNom to oversee its marketing effort. However, while it does adopt CRM, it was also revealed that the organisations ought to be ready for any future changes that are pending, which, might as well affect its operationability. Finally, a NomNom has been introduced to some of the available concerns regarding data ethics and advised to abide by the stipulated policies for data protection to avoid litigation against it in the future.
7.1. [bookmark: _Toc529221179]Recommendations
Following the findings herein, the following actions are recommended for NomNom:
1. That NomNom ought to adopt an operational CRM as this will help them keep a track of its clients’ preferences and tendencies, thereby aiding them in them in the formulating of efforts that will enable them boost their sales.
2. That NomNom and its management ought to be prepared for future trends of data management as projected herein as they will be directly affected by them and can as well benefit from them if well managed.
3. That NomNom should strictly abide by the available ethics standards for data management and should also accept and observe the laws outlined by the Data Protection Act 1998 
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