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During the last few decades, gathering of information has become a predominant activity which has really had a significant impact on our lives. The manner in which knowledge and information is stored and processed has undergone a sea change over the years and this is largely attributed to the rapid advancements made in the fields of computer science and technology. Scientists such as Engelbart or Bush viewed computers to be a medium that could support the human knowledge work by providing us with a dedicated and comprehensive information management tools. They also predicted that sustaining this future knowledge work would invariably require individuals to enhance their technical skills and expertise through the development of digital skills (Belin et al., 2014). There is a growing need for the development of the digital skills and expertise and this is largely due to the constant and rapid evolution of digital tools. This report would shed light on the importance of digital skills and how it is contributing towards the modern day organisational growth and success. This report would provide a detailed would provide a detailed explanation about how enhancement of the digital skills is helping Uber to further improve and enhance their service quality.
[bookmark: _Toc512960845]Understanding Digital Skills
Digital skills refer to the ability of utilising the digital medium with a high degree of mastery and ease in order to carry out a wide range of activities in our daily lives. Whenever we are talking about digital tools, the pertinent question that arises before us is how to operate and utilise the digital tools in a relevant and responsible manner in order to achieve the desirable outcomes for an organisation. The digital skills need to be developed in a progressive manner through the constant and repetitive use of the technological tools (Bianco, 2018). With the passage of time, the manipulation and handling of the digital tools become more effective as people become more comfortable while using that specific tool. This plays a crucial role in ensuring a smoother integration of that digital tool at the workplace and as a result the users are able to develop a better understanding about how the digital tools could be better utilised at their workplace. Digitization has made the process of knowledge work more complex for the users by giving rise to three critical problems – integration problem, instability problems and visibility problem (Léger & Freiman, 2016).
Integration problem – The modern user’s digital data environment is considered to be a complex articulation of tools, parameter sets, data structures and routines. For any user, developing new skills and competencies require to further expand upon their existing routines and representations in order to accommodate new ones within their organisational environment. Thus, integrating any new skill within an existing digital environment might contribute towards greater complexity for the system thereby making it a time consuming activity for the end users of the system (Laybats & Tredinnick, 2017). 
Instability problem – The modern day digital tools and technologies are evolving at a rapid pace and users have to deal with this process one way or the other. The modern day users must enhance and update their existing skills in order to stay abreast with all the changes taking place in the world of technology. They must keep themselves informed about software updates and device improvements as this would help them with establishing durable skills which would make them more proficient and competent in their work.
Visibility problem - The digital skills are largely immune from other’s perception as they are mainly performed within the confinement of the user’s screen. This is one aspect which limits the possibility and scope of vicarious learning which plays a crucial role in the process of learning and skills development (Belin et al., 2014).
[bookmark: _Toc512960846]How Data is being managed at Uber        
Uber is a company that has been able to make the most use of the available market data and information in order to improve their customer service radically. The organisation excels in the use of market data in order to produce successful outcomes for their business and their go-to-market strategy has been mainly responsible for the huge success and popularity all over the world. Uber was launched in the year 2010 and within a short span of 6 months the organistion was able to have a client base of 6000 users and already provides a total of 20000 rides (Kessler, 2016).  
Uber is an extremely data driven organisation that utilises data in all aspects of their business operations. According to some Uber employees, the organisation utilises a digital tool known as “God View” which helps them to track the location of their vehicles and the passengers who request a car for their conveyance. This “God View” is such a tool which could be accessed by only their corporate employees and not the drivers. All these information have been categorically denied by Uber but several previous incidents invariably confirm the existence of the so called “God View” (Frizell, 2014).
Previous instances indicate that Uber makes use of the customer data for simplifying the monotonous process of connecting riders with their cab drivers. However, Uber on their part has clarified that they utilise the client data strictly for legitimate business purposes and they have an internal audit team that are provided access to the client data on a regular basis. Uber has pointed out that they have strong corporate governance which helps to ensure that their stringent data privacy policy is applicable to each and every employee. Employees at Uber are permitted access to the user’s data strictly for legitimate business purposes. The organistion has data security specialists in place who are assigned the task of monitoring and auditing this data access process on a continuous manner (Frizell, 2014). Any person or individual found to violate their data policy would face disciplinary action which in worst cases could lead to even termination and legal actions.   
Whenever new users sign up for Uber, they are provided with a terms and conditions options as a part of their privacy policy and users who unknowingly agree to their privacy policy inherently give up their right to protest against the unauthorised access and use of user’s data by Uber. As a part of their privacy policy, Uber has the right to use email, location, name, IP address and credit card of their users strictly for internal business purposes as this helps the organistion to facilitate better services for their customers by ensuring faster pick-ups through effective communication (Kessler, 2016). According to Uber, their legitimate business purposes comprises of activities such as monitoring for fraudulent activities, facilitating payments for their drivers   and troubling the system bugs that compromise the security of their users.
For making their customer experience more smooth and effective, Uber continuously tries to make improvements within their online digital app that allows them to provide a hassle free experience to the users who are using their cab services. The cab drivers can see only the pick-up point and not the destination and this is what helping them to prevent destination based discrimination with their customers. The drivers are unable to see the destination and this prevents them from refusing their services to a passenger just because the ride would not be profitable. Once they accept a client request, they are compelled to offer their services to the client even when the ride becomes unprofitable for the drivers (Frizell, 2014)..
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Uber conducts regular market research for understanding the buyer behaviour in the market. This helps them to decide their future business strategies for maximising the future market demand for their products and services. The data is playing a crucial role in helping Uber to ensure their future growth and sustainability in the market by enabling them to tackle the market competition with their business rivals in an effective manner. Data has played a vital role in helping Uber to understand the changing needs and expectations of their customers and this had enabled Uber to provide the right products and services to their customers (Mooi et al., 2018). Thus, market research has played a vital role in helping Uber to undertake the right decisions in their business.
Market research can be of two types and they mainly include qualitative and quantitative research. The qualitative research is a descriptive research which comprises of face-to-face interaction process through interviews. In a qualitative research, mainly open ended questions are asked to the interviewee by the interviewer and this helps them to get a comprehensive understanding about their views and opinions. The quantitative research mainly deals with quantified data that has been gathered from a market research. In a quantitative research, the market survey process is mainly utilised to obtain data regarding certain ongoing trends or events in the market (Schuller et al., 2016). In a survey process, the market researchers first decided the sample space for their data collection process and this helps in establishing the total number of respondents who would be participating in the market research. Once the sample space is determined, the market respondents are them selected in a random manner (also known as random probabilistic sampling) in order to eliminate the possibility of data redundancy and biased data. The questionnaires in a survey are designed in a more informal manner and they mainly include close-ended questions (Brace, 2018). With the use of survey process, the market researchers are able to gather a large quantity of data within a short span of time and by analysing this data with the help of statistical analytical tools of SPSS, they can arrive at effective outcomes from their market research. The quantitative research plays a very crucial role in helping business establishments to identify the latest market trends as they are able to evaluate the views and opinions of a large number of customers in a faster and cost effective manner. This is why, the quantitative research is mostly utilised for the purpose of undertaking market researches (Mooi et al., 2018).
The quantitative data is being utilised by Uber to undertake accurate market researchers that helps them to understand the future trends in the market. Uber utilises the methodology of market survey to find out about how much satisfied the customers are with the existing services provided by their cab drivers and whether there are any changes and improvements that are necessary to be undertaken. They are able to understand the client needs and demands in an effective manner and this allows them to cater effectively to those demands. This plays a crucial role in helping Uber to foster customer satisfaction and customer loyalty in the market (Schuller et al., 2016). 
While undertaking the market research Uber provides the highest levels of importance an emphasis on protecting the identity of their respondents. The organisation makes a conscious effort in ensuring the privacy of their market respondents and this helps them to ensure an ethical market research. The organisation takes effective measures to ensure that all the ethical aspects of the data collection process are being satisfied while undertaking the market research (Vitak et al., 2016). The organisation continuously makes sure that the data collected from the market is utilised strictly for the purpose of market research and it is not utilised for any commercial activities. The organistion never forces any individual to participate in their market research and they do not try to influence or motivate their market respondents to bring out favourable views and opinions from their market research process. All the market respondents who participate in the market research process do so out of their own free will and they are never pressurised or influenced in any manner whatsoever while providing their views and opinions (Sigala, 2017). This helps Uber to ensure a thorough and accurate market research process which eventually helps the organistion to undertake better and effective business decisions that helps to bring fourth desirable business outcomes for the organisation.
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From the above discussion, it is clearly evident to us that the market data is playing a crucial role in helping Uber to make the right business decisions and this is eventually contributing to their growth and success in the market. Uber is utilising ethical research approaches in order to ensure an accurate and reliable data collection process that would allow them to undertake their future business decisions. 
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