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You’re so not a start up

You’re a sizeable organisation. You’ve been in
existence for years. Perhaps even decades.
You’re established, respectable, reputable.

Executive Summary

Bad luck.

One of the most lucrative new potential sources of
revenue opening up for businesses is data. Many
businesses already hold vast amounts of data about
existing customers, and being able to access it, order it,
interpret it and analyse it will enable them to capitalise on it to
increase sales, enable cross-selling, or simply realise efficiencies.

If you’ve been around a long time, no doubt
your technology has too. You’ve also had
ample time to develop processes and ways
of working which are now so integral to your
operations that they look impossible to change.

The development of the connected car, for example, is
calculated by Accenture to enable data access worth nearly
£4,000 additional revenue for car makers over a vehicle’s lifespan.

Your business is the equivalent of the statue in the
market square. Strong, stable, dominant – reminding
everyone of your power and presence. And come the
revolution, it’s one of the first things to be toppled.

As long ago as 2014, when less data was available and there
was less awareness of its potential value, a Wall Street
Journal article cited economist Leonard Nakamura as
estimating corporate data holdings to be worth over $8 trillion.

The bad news is: the revolution’s already
here. The good news is: it’s not too late to
be a participant instead of a target.

However, much of the value of that data is still waiting to be realised.
Small start-ups and disruptors understand data’s worth
and are already making the most of it. One indicator if their
success is a share value seemingly unrelated to their size.
Large corporates may be aware of the buzz around capitalising on
data, but with a few exceptions (Amazon, Google) are doing very
little about it. One indicator of their shortcomings is also a share
value seemingly unrelated to their size – but in a negative sense.
This White Paper looks at the opportunities data offers, the
need to unlock its business potential, and the data security
imperative as GDPR deadline day approaches. It also proposes
some basic steps which every business needs to take to ensure
it can survive, and thrive, in the new global data economy.

EXECUTIVE
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You may not have the low overheads,
agility, and sheer iconoclasm of the start-ups.
But what you do have is the one thing they lack
in anything like the same quantity. Data.
Now all you have to do is capitalise on it.

YOU’RE
SO NOT
A START
UP
It’s not about the I.T.

Agility and growth for businesses today is all about
data. About understanding its value, then using it
effectively to increase efficiency or to gain a competitive
advantage by disrupting existing ways of operating.
Uber, for example, didn’t spring from the desire to
create a better taxi service. It sprang from identifying
the need for a better transport solution, and the
realisation that the key to that solution lay in effective
use of data. Likewise, the business wasn’t built on
capital expenditure on the latest technology. It was
built on understanding that data itself is capital.
The fact that established businesses already have the I.T.
in place is not part of the solution, but part of the problem.
In any business which has been around a while,
the main function of the I.T. Department is keeping
the hardware running. And the main use of the
department’s budget is for keeping the software and
hardware up-to-date. Data initiatives, and delivering
real value to the business by spending and focussing
on keeping data up-to-date, are not on its agenda.
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DARK CLOUDS AHEAD

For some organisations the advent of the cloud has
seemed to offer a way around the I.T. Department
roadblock. Now there’s no need to go cap-in-hand to I.T.
to get something done – inevitably to be told it can’t be.
Now whatever you want to build can be built in the cloud.
Sales can have their own cloud solution.
Marketing can have theirs. Operations can have theirs.
Suddenly it’s like having the run of the sweet shop. But it can
very quickly turn sour. Probably around 25th May 2018.

That’s the day the General Data
Protection Act comes into force
in the UK.
The problem with defaulting to what’s essentially a distributed
I.T. system, when each department has its own cloud solution,
is the fragmentation of data. This not only has implications
for data access and value, but also for data governance.
And come May 2018, data governance has
major implications for every business.

DATA PUDDLES,
DATA LAKES, DATA LEAKS
The data lake – the huge repository of raw
data which every business now has – can be
a source of business refreshment, or somewhere
for businesses to get out of their depth.

While this compartmentalisation
of data makes it hard for a
business to access its own data
in any useful way, it can make it
dangerously easier for others.

It should be the location of all available data
from all sources with the business, and
accessible by the whole organisation.
However, the increasing use of the cloud to create a
distributed I.T. system can mean that the data lake
becomes any number of data puddles: smaller data
resources, each one containing only information
gathered by, and accessible by, the department which
set them up. So all the benefits of Production having
access to sales figures, or of Marketing knowing
Production information, and of any cross-fertilisation
of data whatsoever, are completely lost. And the more
puddles there are, the more each one is devalued.

When data is all in one place on the
company network behind the company’s
firewall, and protected by all the company’s I.T.
and data security systems, it’s as safe as it can be.
Start placing it in the cloud and splash it around
into three, six, a dozen different puddles, and
that’s how many times you multiply the risk of
a fraud-driven data breach. That’s also how
many times you multiply the cost of trying to
keep your data secure. And what’s really
worrying is the cost of failure.
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NOW FOR THE
GOOD NEWS
GD(BAD)PR

Data can be a lake. It can be a
puddle. It can be a gold mine. Or it can
be a bomb that blows up in your face.
Even before regulation and fines come
into play, data breaches are costly.
If your customers can’t trust you to look
after their data, why should they risk
giving it to you? Or in other words, why
should they risk doing business with you?
Also, if your data management is not fit for
purpose, what does that say to potential
customers about your product or service?
The loss of data soon starts to pale into
insignificance against the bad PR, loss of
reputation and, ultimately, loss of custom.
But that’s not the end of it.
And 25th May 2018 is the start.

When GDPR becomes law on that date,
any business can be fined up to 4% of
its global turnover for a data breach.
In 2016 the Information Commissioner’s Office
fined British businesses a total of £880,500.
If GDPR had already been in place, those fines
would have totalled £69m instead.2 That’s
because GDPR operates a two-tier system,
making less serious data loss incidents
subject to a £7.9 million maximum fine
(or 2% of global turnover; whichever is
greater). Evidence that a business hasn’t taken
its data protection responsibilities seriously,
or lack of evidence that it has, may be enough
to turn a less serious offence into a more serious
one. For the most serious violations, fines
can be up to double that of lesser offences.
If one of the most infamous recent
violations – by TalkTalk – happened in late
2018 rather than 2016, it wouldn’t cost the
business £400,000 in fines, but £59m.
Even if your organisation could meet the fine
– and paying 4% of global turnover would
be enough to put many out of business –
it would go on paying the price. Companies
which suffer data breaches not only suffer a
loss of customers, as already mentioned, but
their share price also takes a long-term hit.

85%
increase
in revenue for an
online presence

2000%
return

on investment and $2m
annual increase in revenue
by driving out defective
data from a multinational
technology company

500% increase

in sales conversions in the software industry
10-15% increase in value
from each order for a retailer
$300,000 costs recouped
on excess equipment in
one week by improved
database integration in
a military department
50% reduction in order
processing time for a
manufacturing company,
through an accurate, holistic view
of inventory and customer data
1/3rd increase in direct
customer revenue for
publisher, by improving customer
address data quality, eliminating
address duplication and applying
geo-coordinates to addresses

$780,000 saving over 5 years
by Europe-based bank,
using data archiving to
comply cost-effectively
with international data
retention regulations
20% increase in travel
insurance renewal
rate for 7 million-member
automotive association
$70m additional revenue
generated by US state tax
administrator, by reducing
incorrect and incomplete
tax data, overcoming
identity data variations, and
discovering hidden connections
between people in databases

The cost of a data breach is a risk you can address.
The value of using data well is a bonus you can
realise – just as these businesses already did.
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BRINGING DATA
OUT OF HIDING

Data, every business’s hidden profit centre.
And it’s more hidden in some businesses than in
others. The key to finding it is having a CIO and
CDO who understand that data is business
currency that gives access to the global data economy.
They’ll also understand that capitalising on
data doesn’t depend on the technology
within the business. It doesn’t depend on the
people. It’s not about the way the data is
managed. And it’s not about the way it’s delivered.
It’s about all of those things.
To realise the potential of data within your
business means realising the interconnectedness
of all these factors, and proposing a data initiative
to capitalise on them. Even before you start to take
action, this will have positive business benefits.
It will demonstrate to customers,
shareholders (and the Information
Commissioner’s Office) that you
are serious about:
• Your responsibilities as a holder of data
• The need to defend your market share against
the disruptors within your industry sector
• Your commitment to performing
successfully in the data economy
• Reducing operating costs through
adopting new, cheaper technology and
platforms on which your data initiative will run
• Adapting to the speed of change within
business, by adopting new processes to
deliver more valuable results more quickly
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CONCLUSION

Newer, smaller, disruptive businesses recognise the value of data. Older, larger,
more established businesses need to do the same. There is no reason why –
given the right support – a business should be hide-bound by existing technology
or processes. The fact that bigger businesses have more data gives them an innate
advantage which they should be quick to capitalise on before it is eaten away.

AN AGILE APPROACH

If you are a larger business, optimising your
competitiveness demands you replicate the
agility, flexibility and responsiveness of the
smaller start-ups that are your competitors.
You need an agile solution which will help you to
achieve a faster ROI by working faster, delivering
faster and deploying faster. It should leverage the
power of AI, machine learning and automation to
lower your costs, increase your efficiency, and
release maximum value from your data.
It should also be supported by expertise
in data management which is focused on
creating tangible benefits for your business.
The route to releasing the hidden value of your data is not
through updating your I.T. or adopting a cloud strategy.
It is through firstly establishing a data strategy, which will
in turn lead naturally to I.T. modernisation and effective use
of the cloud, as well as ensuring maximum data security.
A truly agile approach will deliver all of this, and more.
To find out more, talk to Agile Solutions
about AIM Architecture and AIM Delivery.
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