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Summary

In this report, A brief insight into what Swansea Sharks Swimming club actually is and what they do, followed by the definition of data management will be outlined with advantages and disadvantages constructing on how well the systems work for organisations. There also will be many examples of data management systems and how they will help Swansea Sharks Swimming Club in the future. For example, what kind of data they will receive and what they can do with that data once collected. 
Once that is completed the report will then expand on big data and the relevance of it with the Swansea Sharks Swimming Club. 
Then 8 principles will be giving and how they will affect the club and what they do next with the data. In this area, the outline of the benefits of what it will do to the club will be outlined and with detailed descriptions.
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Introduction

Firstly, what is Swansea Sharks Swimming Club? Swansea Sharks is a swimming club that provide lessons to children no matter what age and skill around the Swansea area. They have a professional teaching team with STA & ASA qualifications and their ethos is to make sure all children become great swimmers. Swansea Sharks Swimming club is the most successful in the whole country, which goes before saying that this is a remarkable achievement. They also have a reputation for offering the best value for money as well, as after all being the most successful you can most definitely put trust in them for results. Competing in competitions all over the U.K it is a very exciting hobby for a child whether they wish to compete or not as that option is there for choice. 
Data management is very important when it comes to any organisation, as it gives you particular information you may not gather otherwise. Here is a quote from Molly Galleto defining what data management actually is “Data management is an administrative process that includes acquiring, validating, storing, protecting, and processing required data to ensure the accessibility, reliability, and timeliness of the data for its users.” (Galleto, 2017) Data Management is the administrative process when organisations are gathering key information when it comes to the product or service. Data Management can have positive and negative impacts, for example organisations can gain extremely valuable insights into markets trends and customer behaviour again these are vital for any successful organisations because after all it always comes down to the customers. With data management and the benefits that come with it you can really give your company that competitive edge and give your customers an amazing experience. If carried out successfully data management will enable organisations to increase customer loyalty, identify market failures, personalizing customer experience and improve customer interaction. However, with all the benefits there are some negatives with data management. Data management can be very costly and for small organisations budgets will not reach out as far as this. When setting up a data management system it is fairly costly as you have the set up and upfront costs then you also have licenses on top of that. Obviously, the larger sums of data the more expensive it going to be. You could have all the amount of data in the world but it is how you manage this that will make it turn to success. Many traditional organisational leaders are not for the technology data management systems as they feel that marketers will become too focused on the technology and not customer focused. There was a fantastic quote from the Principles of Marketing 4th edition explaining the effect of a customer database when talking about data management and the effectiveness of it. “Effective direct marketing begins with a good customer database. A customer database is an organised collection of comprehensive data about individual customers or prospects, including geographic, demographic, psychographic and buying behaviour data. The database can be used to locate good potential customers, tailor products and services to the special needs of targeted consumers, and maintain long-term customer relationships. Database marketing is the process of building, maintaining and using customer databases and other databases (products, suppliers, resellers) for the purpose of contacting and transacting with customers.” (Kotler et al., 2005)  

Main Body

Swansea Sharks Swim Club have no data management system in place at the moment. They have no data and information in which to guide them on how they are doing and how they can improve. They are more inclined to use the data to improve their service and customer relationships as they only have a few products for sale on their website at this current time.
The first system that will be defined is the Customer Relationship Management (CRM). “Customer Relationship Management is an integrated approach to identifying, acquiring and retaining customers.” (Siebel, 2003) 
There are many benefits to Customer Relationship Systems for Swansea Sharks. 
Firstly, they will understand their customers better and what there thinking. They will also be able to create offers to suit the customer’s needs, for example they might see an increase in a certain age group of swimming and decrease their swimming packages so that they are the first choice for their customers and they beat all the competitors. They can also this way create a better relationship with their customers as feedback from lessons will be another beneficial way for improvement. “the idea should be that CRM aligns the business more effectively with customers’ needs and wants and promotes solutions to customers more effectively and as a result more efficiency.” (Housden, 2008). Improvement on their merchandise can also be a benefit as there could be a particular item that the customers would love to purchase but Swansea Sharks are not selling at this present time. Please see figure 1.1 to view a clear diagram of how CRM systems work. 
                                                     Figure 1.1 Source: Siebel
[image: ]MkIS is another system they could have in place for their data collection and marketing research. ‘A marketing information system (MKIS) is defined a set of procedures and methods designed to generate, analyze, disseminate, and store anticipated marketing decision information on a regular, continuous basis. An information system can be used operationally, managerially, and strategically for several aspects of marketing.” (Adeyemi, 2011)
With MkIS system there are 3 main sources of information and that is Internal records, marketing intelligence and marketing research. Basically, with this system Swansea Sharks will look into target markets, competitors and marketing channels then from that they can do some market research and also look into their internal records. Following from that they can assess all the data and information they have gathered and after this they will pass the information on to the marketing manager and planning and implementation will be put into place then. They can use their internal records to see in which areas they can improve.


Big Data is a term used regularly by anyone in marketing. The term “big” is used nearly out of context as when anyone talks about big data it may not actually be for the load and amount of data they have received it is more down to the importance of the piece of information. They could have gathered very little data however the piece that they acquired is very beneficial to what they are doing and that’s what makes in big data. “Virtually every time we use technology in today’s digitalized world, whether it’s to communicate, shop, learn, relax, or interact, we leave a trail of digital information behind us.” (Arthur, 2013) Lisa Arthur in that quote refers to how much data you give away each day whether you mean to or not. Big Data has become widely popular as greater technology is available now. There is also more data becoming available these days and more people are sharing data. “Big data is a collection of data from traditional and digital sources that represent a source for ongoing discovery and analysis.” (Arthur, 2013) 
When also discussing big data the 4 v’s are very important. 
They are: 

· Volume 
· Variety 
· Velocity 
· Veracity

IT has a massive influence in data management for marketing and the increase in wider knowledge in this sector is meaning for amazing systems to gather information. “The government’s main attention has thus been promoting R&D and creating awareness of the applications of IT with only limited focus on the actual usage experience of adopter of IT, which they considered a matter for the suppliers themselves.” (Fletcher, 1990) This quote describes how the government seen the development for IT.

If Swansea Sharks were to follow up from their big data they would see improvements in key areas. Firstly, they will understand their customer behaviour in a lot greater detail, which with this they can create a better customer relationship. They can look at their pricing structures for merchandise and lessons, get feedback from their customers on these areas and if need be adjusted to suit the customer because after all the customer is always in the centre of any information. “Market Research and the database can together work incredibly effectively in generating advantage for organisations.” (Housden, 2008)

There are 8 principles of The Data Protection Act 1998. These are vital when it comes to customer databases. “Every UK business that processes data must register with the Information Commissioners offices.” (Housden, 2008) 

· 1st Principle – Personal information must be fairly and lawfully processed.
· 2nd Principle – Data must be obtained only for specific and lawful purposes.
· 3rd Principle – Personnel information must be adequate, relevant and not excessive.
· 4th Principle – Personal information must be accurate and up to date. 
· 5th Principle – Personal information must not be kept longer than necessary.
· 6th Principle – Personal information must be processed in line with the data subject’s rights. 
· 7th Principle – Personal information must be secure.
· 8th Principle – Personal information must not be transferred to other countries with adequate protection.

So how do these principle effect Swansea Sharks? If Swansea sharks were to obtain data from a database from their customers they will need to stay within guidelines with the data protection act. They must keep their records up to date with their customers in order for the regulations as well, this may mean having someone internally employed to basically deal with all the data bases from the customers. Swansea Sharks as an organisation will have to have a secure system in place with this so that the customer data and information is not able to be accessed by anyone outside the organisation. These principles of the data protection act are vital for the organisation because they are serious offenses in which it is by law they follow them correctly. Although when run correctly the benefits of gathering data will be massive for the Sharks.


Conclusion

So overall in this report it was outlined how data management will affect Swansea Sharks Swim Club. They will be able to measure certain areas they would never have been able to before. They can gather data from areas such as, organised events, application forms, merchandise and enquiries. They can also gather data from their digital side, emails, social media, website and transactions. As stated in the main body Swansea Sharks have the potential to increase merchandise sales with data feedback and they also could increase the number of kids wanting to join the swimming club. Customer feedback will be their main source as they are a coaching school the verbal advice from the children guardians will be crucial. With them having data stored in a system decision making will also be quicker as they will already have all of the answers to any questions from now on and can make the decision a lot quicker of the back of that. In this modern economy, it is key that they keep up to date with these systems as competitors may come in at some stage and challenge them in being the most successful. But overall putting systems in place will definitely be of benefit to them as they don’t have any at the moment and they seem to do okay they can only improve from it.
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