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Section 1
This is a report which describes the data management of an independent business called ‘NOMNOM Chocolate’. Sole trader, Liam Burgess, founded this business in his hometown in West Wales when he was 18 years old in November 2011. His produce is the finest cocoa in the world combined with only Welsh ingredients (NOMNOM Chocolate website, 2018). 
	 Data Management is the management of data, information represented in a formalised manner suitable for communication, interpretation or processing. It implies that all aspects of the management data, including storage in a file or database, are ‘data management’ (Gordon 2013). Organisations need to know lots of data related information to maintain a strong business, these include, profit and loss to ensure they’re making enough money, sales to make sure they’re on target daily/weekly/monthly/yearly, knowledge of their target market to ensure primary and secondary research is up to date, and finally KPI (key performance indicator) to allow knowledge of whether or not they’re performing well towards hitting set goals. They must figure out a system to collect data for their information of their customers, profit and loss etc. so that they have a record if anything was to happen such as a customer complaint (Wilson 2006). 
	There is a huge requirement for data information to be up to date, accurate, relevant and timely because if not, many problems will occur for the organisation (Bajgoric 2009). As NOMNOM Chocolate don’t use any data systems they have missed out on the benefits of their organisation. A huge benefit is the increased availability of information through sharing the data through ICT systems and the data quality (Erevelle et al 2015). This will lead to an improvement in the effectiveness and efficiency of the organisation itself resulting in a higher level of customer service which also means improving their competition. 
	 Due to the fact NOMNOM Chocolate don’t use any data systems, this results in many issues. Firstly, the reasons why companies may not commit to data gathering is costs, system limitations, lack of staff training, time and knowledge. This can then cause organisational barriers competitively etc. and if data isn’t stored carefully then organisations can be taken up for legal reasons (Housden 2008). With NOMNOM Chocolate having no data management systems, the main issue caused for their private limited company is that data is everywhere today in 2018 which leaves small businesses unable to grow as technology is growing and will continue to. Also, communication can break down and information will also get lost meaning without data sharing it can be impossible for departments to access information needed to do their jobs (Camerer et al). As NOMNOM Cholate is so small this can potentially finish their business. 

Section 2
	A computerised data management system is an organised electronic file which is stored in a location suitable for easy access for the user, also known as a database (Tapp, A. et al 2008). In the past, companies would collect all of their data in paper form but as computers are a growing day to day item for organisations, there are now used to collect data meaning if a company had two or more stores located, they would all be able to access the same data (Negash 2004). 
	They are set in place for specific reasons but most databases today are used for general-purpose database management systems. The majority of general-purpose databases are based on the standard SQL database language, which means it’s based on the relational model of data free of charge, although, you can purchase database software based on different models of data (Yao et al 2007). 
There are a number of common functions to database management systems that relate to why NOMNOM Chocolate need to collect and manage. Firstly, access control is vital as it gives the ability to define the rights of users to access all or some of the data and to prevent access by other people that don’t have the right to access, as NOMNOM Chocolate is a private limited company they can’t afford for this to happen (Goyal et al 2006). Restructuring and reorganisation is important as this will allow them to change the database whether is adding or deleting information as this will maintain an updated database at all times, this can need extra staff training but it will result in a brighter future for the organisation if done. Finally, transaction support, as this allows the database to be updated every-time a transaction has gone through, this is vital as all their produce is sold online so there’s no one constantly checking after each sale so with this they will have peace of mind that it’s automatically updating after each sale (Dong et al 2018). 
There are two different options NOMNOM Chocolate can choose from. The first being the SQL database which would benefit the organisation a huge amount as this database is based on interrelated tables, which are a representation of the mathematical relationship to each model of data. For example, it stores all employee information such as their payroll number and start date along with others, and it will hold this for every employee (Viswanathan et al 2017). They will need this at its legal proof that their employees are on the books (Prakken et al 2016). 
	An orientated database supports the modelling and creation of data as objects. This is where the data is stored online using EXCEL for example and is organised in tables with rows and columns, it stores complex data and relationships between data directly. This type of data design will be robust, easy to understand by all members of staff and meet all of the data requirements of the business (Abadi et al 2013). The organisation should use this method also as overall, they should run more smoothly as they will be organised, which should them limit out stress issues. 
	The two main strategies for improving the performance of a database are to make use of the build in facilities of the database management system and compromise on the design of the logical schema (Nwosu et al 2012). The organisation must focus on this to ensure it will all run smoothly. 

Section 3
	Data Management is the future. It has been expanding for years on years as technology has been continuing to grow. Big Data is composed of digital information, including unstructured and multi-structured data, usually derived from interactions between people and machines such as web applications, social networks, genomics, and sensors. It is also a continuous stream of information for ongoing discovery and analysis (Arthur 2013). 
	Big Data marketing is the process of collecting, analysing, and executing on the insights organisations have delivered from big data to encourage customer engagement (Grover et al 2018). The key to Big Data management is the 6 V’S which include volume, variety, velocity, veracity, variability and visibility (Kitchin 2013). For NOMNOM Chocolate, Big Data should mean a huge amount to them as it will help them discover new trends and new paths to revenue. It will offer a huge amount of opportunity for them as it’s an area where focus, funding, and experimentation could be the reflection point their business is seeking such as in the future, machines may be able to use data as naturally as we use intelligence by knowing what customers want (Huda et al 2018). 
	The future of data management is a growing every-day. Journalists, Yadav, and others, argue that CEO’S like Liam Burgess, have a positive, direct, and long-term impact on how organisations detect, develop and deploy new technologies. They test their arguments against longitudinal data which showed that CEO attention is a main driver of innovation for the future, maybe even several years into the future (Yadav et al 2007). This is proof that managing the future is vital for any organisation especially NOMNOM Chocolate as they are a private limited company meaning they don’t have a big enough market to be in the ‘safe zone’ so they do need to plan ahead and think of the future. 
	The future is beginning to look all technology based. Chandy et al (2003), did studies showing that technology expectations in organisations show that managers have widely different expectations of the same new technology, although they are the same, meaning they could be afraid of trying them out as they come with added complications. This could be a potential reason as to why Liam hasn’t introduced computerised data management systems as they do come with many factors such as data leakage, cost, lack of trained staff. Supporting Chandys study is Sappington et al (2003), as they express the issues on the rise in technology resulting in implications for customer satisfaction and economic growth. This is showing that the future of technology can be a risk if time and money isn’t invested properly. NOMNOM Chocolate must ensure they train their staff and not fully rely on technology as it could lead to loss of customers, loss of profit, and loss of data if not stored correctly. I believe if they don’t use technical data management they will lack competitively but if they do they must plan properly before-hand. This could potentially then lead to more effective and efficient data storage if they do so. 
Section 4
[bookmark: _GoBack]	The General Data Protection Regulations (GDPR) came into force in 2018. It was put in place for everyone to have the right to the protection of personal data. This legislation enhances the individual’s data privacy and rights and builds on the obligations and responsibilities of data controllers. GDPR affects all data subjects and an individual under the GDPR is known as the ‘data subject’ as they are the subject of the data collected by the organisation (Regulations 2018). 
	This regulation can affect NOMNOM Chocolate in many ways. A main GDPR principle which is important for NOMNOM Chocolate to allocate is the data accuracy, as they must take every reasonable step to ensure the data they collect is reasonable and accurate because if they don’t they can get into a lot of legal issues due to keeping data that isn’t valid to them, this will affect them really badly and lead to them having bad press (Albrecht et al 2016). Also, they need to make sure that the collection methods are honest and fair as information must not be collected under false pretences, for example, if they say they’re taking customer information for a survey when in fact they’re adding it to their mailing list, this will also affect them badly as customers will lose all trust and not want to continue shopping with them (Carey 2018). As a result, it would mean they are not controlling their data as they are using it for all the wrong reasons which can lose existing and potential customers. 
	Although there are negative effects to GDPR, there are also positives such as if they protect the data they hold and allow their customers to see their data at little to no charges (Chow et al 2009). If NOMNOM Chocolate carrys this out then they will create, maintain, and expand on relationships. Also for the organisation itself, they should run more smoothly as they will be able to work more effectively and efficiently as staff will be aware of the results and implications of GDPR. Overall, doing this, staff understand more and customers are happy meaning that there’s security of a long-term future for the company.
	The General Data Protection can help NOMNOM Chocolate manage and control their data by expressing the reasons why it’s important and implications of what happens if not used correctly or not used at all. Managing and data can be a challenge for any organisation for a number of reasons such as lack of resources, lack of money, and lack of staff training. If the organisation follows the GDPR’S principles as stated previously then they should be able to manage and control their data as they have been set in place to reassure that the organisation will run more smoothly, securing a brighter future for themselves (Preece 2018). Overall, NOMNOM Chocolate needs to invest into money to go towards data protection and staff training to ensure that their organisation is fully secured so increase their relationships with customers and make sure they have a secured future. 
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