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Executive summary


[bookmark: _GoBack]This report delves into the topic of data, examining its elements and its use within marketing.  The report also analyses the Facebook data scandal of 2018, which changed the modern landscape of data.  The event sparked a global discussion as to the regulatory law surrounding the topic, and the need for reform regarding those laws.  Once inspecting the General Data Protection Regulation (GDPR), it is evident the reform focused on user rights.  10 significant rights were created in order to give users control of their data, such as the right to deletion of collected personal data.   The new legislation also targeted organisations who collect this data, implementing articles to which they must adhere.  An example would be the limitation of data storage, ensuring that businesses cannot store data for an unnecessary amount of time.  We then discuss the effect data driven marketing can have on local business Joe’s Ice Cream, exploring its benefits and disadvantages.  The case of Joe’s Ice Cream was concluded by recommending that the organisation explore data marketing, as the benefits would outweigh the costs with regard to new opportunities of growth.  
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1. Introduction


The purpose of this report is to identify an emerging affair within marketing, of which I have chosen data driven marketing.  This report discusses the topic of data, and how it is utilised within the marketing industry.  It also covers recent news regarding data, and the effect it has had regarding laws and regulation surrounding the topic.  It finally discusses data in relation to local business Joe’s Ice Cream, analysing the effect data could have to their business.  Joe’s Ice Cream was founded in 1922, when Giueseppe (Joe) Cascarini established the St. Helens Road Café in Swansea as an ice cream parlour (Joe’s, 2020).  Over the years the organisation continued to expand within the local area, establishing their second shop in Mumbles.  This expansion continued, as they now operate 5 shops around South Wales.  With the original shop still present on St. Helens Road, almost 100 years later.  









1.1 Report Remit 


The purpose of this report is to analyse the topic of data driven marketing, examining how it may be utilised by businesses.  Also inspecting the laws and regulation surrounding the topic, evaluating the process businesses must adhere to in order to collect or use data.  We then discusses the advantages and disadvantages data marketing can have on an organisation, in this case it is local business Joe’s Ice Cream.  
















2. Main findings 


Before we delve into the concepts of data driven marketing we must first gain an understanding of data, which has been defined as “information, especially facts or numbers, collected to be examined and considered and used to help decision-making“ (Cambridge, 2017).    Since 2017, data has been the most valuable commodity in the world, labeled “the oil of the digital era” (Economist, 2017).  The value of data originates from its potential, when utilised appropriately it can create countless benefits for any organisation.  As data is comprised of customer information, it provides an organisation with insight into its current customers.  This understanding would allow a business to map their consumer base, from characterisations to purchasing habits.  Information is the key to unlocking vast amounts of new consumers, as the organisation will recognize who to target.  You may discover evidence form this by simply browsing Google or Instagram, the advertisements that appear area targeted towards your unique purchasing habits.  Cookies are a data gathering method used on a large majority of websites, thee Cookies track which websites the user has been visiting.  Collecting information such as how much time the user spent browsing the website, and what items were viewed (BBC, 2012).  These Cookies are the predominant source of said personalized advertisements, as the websites you’ve visited are attempting to entice the user to return.  

Though data is predominantly used to promote sales within organisations, it can also be utilised with devious intent.  A scandal erupted within March 2018, that sparked a global debate regarding data protection and online privacy reform.  This was the Facebook data scandal, revealed due to whistleblower Christopher Wylie (CBC, 2018).  Data was harvested by a political consulting firm Cambridge Analytica, of which Facebook were complicit.  Data was amassed on millions of users without their consent or knowledge of the incident, and then utilised for political means.  Physiographical profiles were created from this data, and given to various political parties.  These profiles would allow parties to gain an improved understanding of potential voters, then using the data in order to influence unbeknownst individuals.  This influence would derive from targeting individuals with personally tailored advertisements, gathered data would display which issues to target.  Evidence provided within the scandal displays that Cambridge Analytica used this data within the 2016 US presidential election, and also the 2016 Brexit Referendum.  Though minimal legal action was taken against Facebook, it was widely recognised that desperate need of restructuring was required regarding data.  

The General Data Protection Regulation (GDPR), was then introduced within May 2018.  It acted as a modernization for its predecessor, the 1995 Data Protection Directive (Robinson, 2009).  As is evident there is a 23 year gap between these laws, considering technological innovation between these dates reform should have been consistent over time.  However the GDPR provided an extreme overhaul of regulation, it was created by the European Union (EU).  Since its implementation all territories within the EU must adhere to the article’s procedures, Britain leaving the EU will not have any effect on these laws as they have already been adopted by the country.  

The GDPR provided users with more rights regarding their data, including the ability to discover what information organisations, and even the government, store about you.  Users have the right to “be informed about how their data is being used”, allowing access to this data and the ability to erase it if desired.  The complete list of user rights is as follows (ICO, 2019) :

· The right to be informed if your personal data is being used
· The right to get copies of your collected data 
· The right to update collected data 
· The right to delete collected personal data
· The right to limit an organisations use of your personal data
· The right to receive your data in an accessible way
· The right to object to how your data is used 
· The right to decisions being made with your data without personal involvement 
· The right to access your data by public means
· The right to raise a concern on the use of your personal data


It is clear that user rights were at the forefront of this new legislation, as these changes allow control over their own data.  

The GDPR is comprised of 7 key principals, the following information was collected from article 5 of the GDPR act (Intersoft, 2018) : 

The first being Lawful, Fair, and Transparent processing of data.  This principle requires data being collected to be done in a lawful manner, then regulation must be followed when using said data.  The fairness aspect once again concerns the use of personal data, it deems that an organisation must not process data in a detrimental or misleading manner.  Transparency states that an organisation must be clear with the user to the uses of their data, as aforementioned in the user rights.   

The next key principle is Purpose Limitation, this standard required an organisation to state its purposes regarding the data.  This is very similar to transparency, as it necessitates the business in question to notify users the purpose of the data collection.  Each time an amendment is made to the user agreement on its data, the consumer must once again accept the new terms.  The third principle is Data Minimalisation, this exists in order to limit the amount of data organisations can harvest.  This article defends users from predatory data gathering, as only data essential to the organisations purpose is permitted to be collected.  

Accuracy is the fourth principle, compelling an organisation to ensure that user data kept is correct and authentic.  User data must be updated when necessary, in order to avoid any misleading information.  A clause exists with this section of the document that declares if any inaccurate data exists, steps must be taken in order to rectify said error or the information must be deleted.  


The following principle is Storage Limitation, relating to the period of time an organisation may retain data.  Due to its utmost importance, housing data necessitates strict regulation.  Organisations are required to state the extent of time that they will maintain user data, providing suitable justification for this period.  There are many complexities to data storage, as mentioned in the previous articles.  It is a requirement that data must be correct, thus stored records would require constant updates.  Users also have the right to view the details of their data, and the authority to request its deletion.  These aspects create a challenging undertaking to organisations, the storage of personal information is a tremendous responsibility.  

The penultimate article of GDPR is Integrity and Confidentiality, this concerns the security of harvested data.  Data is desired due to its value, which is why sufficient security is compulsory to prevent leaks.  Data breaches are frequent, and carry significant consequences (BBC, 2019).  In order to successfully store and house data, state of the art security must be present.  Failure to protect user data would create repercussions from the public and government, in the form of bad publicity and heavy fines.  This directly relates into the last principal of Accountability and Governance, this final article affirms that once undertaking the task of harvesting data an organisation assume responsibility over it.  In brief, it declares that an once an organisation begins processing data it must adhere to the above principals, or be confronted with legal action.  

Data driven marketing involves significant risk, with strict standards which must be adhered.  Though when utilised efficiently, it can provide an organisation with countless opportunities.  Data driven marketing has the ability to provide Joe’s Ice Cream with key information regarding their consumer base, which creates the ability to accurately map their demographic.  Then provides Joes with the capability to identify new areas which are ideal for expansion.  Once Joe’s gain an understanding of their consumer base through gathered data, they may target areas which provide them with an increased chance to succeed.  

Joe’s Ice Cream operate 5 shops, these locations are Swansea, Mumbles, Llanelli, Llansamlet, and Cardiff (Joe’s, 2019).  These variating positions would provide Joes with a wide range of information, as the demographics would differ.  Once a sufficient amount of data has been collected, they are able to examine  potential locations for expansion.  There are many forms of data collection methods Joe’s may utilise, firstly they could offer an incentive to customers for completing a survey.  This method would provide Joe’s the opportunity to discover the information they desire on each participant, as they would select the questions.  As aforementioned, data protection laws are extremely strict regarding the storage and use of user data.  Joe’s would be required to adhere to these regulations, additional resources must be diverted to ensure laws are followed.  In order for Joe’s to begin this process they would require an agreement with a data handling organisation, as the feat of collecting and processing data would require an excessive amount of resources.  The arrangement would be expensive, however it is an investment.  Once the data is processed and returned to Joe’s, and then interpreted by the marketing team.  




3. Conclusion


In conclusion, data driven marketing is a complicated process.  This is due to the many laws and regulations surrounding the topic, though they are warranted as personal information is private.  When utilised correctly it can be extremely advantageous for an organisation, allowing then to correctly understand their consumer base.  This provides them to accurately target potential customers, the marketing department may use this information during their decision making process.  The organisation may also use this data when investigating new locations to expand, as they can compare local demographics to their current consumer bases.  Yet, there are disadvantages to the process.  It would be an extremely expensive process to collect and interpret the data, which would be outsourced.  The organisation would need an agreement with a reliable data business, as otherwise their consumers data may be taken.  
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