DATA THROUGHT THE
WORKFORCE

2

Data Throughout the Workforce | SolvedBy.Ai

Data Throughout the Workforce | SolvedBy.Ai

Data in the Global
Workforce

Content
Data in the Global Workforce

3

Types of Data

4

Purchasing Data

5

Marketing with Data

7

Key Performance Indicators

8

COVID - 19

9

Global Data

10

Individual and Business Value

12

The opportunities for businesses to
revolutionise their practices on the
backbone of data are constantly growing.
With the increasing amounts of data
available, reliance on data is similarly
expanding. It is essential to have the
capabilities to utilise the resource in the
most efficient ways. Expanding data
available and data analysing capabilities
throughout the world, regardless of
industry, location, or business size, will
produce significant advancements across
the globe.
Data is robust; it drives innovation,
advances science, and advances societal
goals. In every facet of life and business,
information is at the root of success and
innovation. Tracking climate change,
personal budgeting, medical discoveries,
and even identifying better transport
routes have all been and have the potential
to be further driven by data¹.
In the past, the amount of data available
for use has been a barrier to utilisation;
however, with new technology available
to collect and distribute data, businesses
are becoming increasingly reliant on data
safeguards to protect user’s privacy.

1 National Data Strategy

Data will push businesses of every
size toward success. Currently, large
corporations are becoming more and
more dependent on data; however, small
and medium-sized enterprises (SME) need
to strive for the same data accessibility.
When businesses of all sizes in all
industries collect and use good data, the
opportunities for economic growth will
rapidly increase.
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Types Of Data
All types of data can provide insights to
implement change. Choosing the type of data
based on business needs is essential and
can help accomplish goals and save money.

TYPES OF DATA INCLUDE
•
•
•

First-party data
Second-party data
Third-party data

First-party data comes directly from the
website owner using sources to collect data
such as subscription information, social
data, browsing history, purchase history,
or profile information. Streaming services,
including Netflix, use first-party data when
user recommendations or ratings describe
how likely a user is to enjoy a title. Most users
greatly appreciate the advances that firstparty data brings to their streaming services
while making browsing less extensive.
First-party data is acquired from within the
business and does not present many privacy
concerns because acquisition methods are
known.
Second-party data is another company’s
first-party data that is sold or traded
to others. Both selling and purchasing
second-party data is useful for businesses.
When businesses purchase second-party
data, they are not only acquiring more
information, but making connections in the
market. It is not always just sold to others
but sometimes negotiated as trade. For
example, a bank promoting a travel credit
card sharing contact information with an
advantage program.

Second-party data is another company’s firstparty data that is sold or traded to others.
Both selling and purchasing second-party data
is useful for businesses. When businesses
purchase second-party data, they are not
only acquiring more information, but making
connections in the market. It is not always
just sold to others but sometimes negotiated
as trade. For example, a bank promoting a
travel credit card sharing contact information
with an advantage program with an airline.
The data is relevant for both companies and
mutually beneficial. Second-party data is
reliable because of the direct relationship with
the data collector.
While encouraging businesses of all sizes
to collect and utilise data, an essential first
step is making the data available. Third-party
data is collected by data aggregators who
track the activity on various platforms across
the web, then compile, organise, and make
data available to sell to businesses of all
sizes. Third-party data allows businesses to
purchase data directly correlating with their
needs and market.

Purchasing Data

5

Purchasing and selling data can make large advancements for a business; however, collecting
data can be very difficult for SMEs. To overcome this barrier, third-party data collection becomes
essential. Third-party data comes from trusted data partners who take all necessary steps to
collect data in ethical and lawful ways. Data can also come from public data sets, making it
very accessible and free. Any opportunity to gain a deeper understanding of business practices
using data is an asset to the company.
Third-party data collected from consumers for marketing purposes are widespread. These
come from sources such as lifestyle lists and surveys, prospect files, or lead generation
lists ². Purchasing these resources help to ensure marketing is done effectively. Established
subscription bases, customer databases, and website/app user behaviour are excellent sources
for third-party data³. After collecting data about customers’ wants and needs, businesses
can react accordingly by altering products and services and then market accordingly to the
customer base.
When purchasing third-party data, ensure the aggregator is reputable. Most data aggregator
sites provide insights on customer data. However, more niche options such as purchasing
specific HR metrics are available. A predominant data aggregator is Amazon Web Services
(AWS). AWS allows you to both sell and purchases data through their platform-specific to
individual needs. However, countless companies offer similar variations in providing data
on competitors in the marketplace to develop a deeper understanding. There are additional
options to acquire public data for free such as demographic information; however, it may not
have as much relevance.

Third-party data can be bought in large
amounts and are very usable within a
company. However, there can be issues
regarding the validity of the third-party data
purchased from the aggregator. By purchasing
data from reputable sources who can provide
information regarding their data acquisition
methods, it can be determined that the data is
reliable and safe.

2 DMA advice: Using third party data under the GDPR
3 DMA advice: Using third party data under the GDPR
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There is a large market for consumer data.
It was estimated that in Europe in 2020,
8% of the expected GDP will be attributed
to personal data4. The pricing of data sets
can vary widely based on the aggregator
and relevance. Some data aggregator sites
charge per data set purchased, and others
base it on a subscription fee to charge
monthly and allow access to their data.
Depending on what information is acquired
will dictate the cost. Still, on average, data for
simple information such as age, gender, and
location costs around $.50 for 1,000 people.
Data regularly purchased is approximately
$.26 per person5. While these costs can get
expensive when purchasing a large data set,
marketing costs are directed toward more
successfully targeted marketing campaigns
that will increase profitability. Additionally, it
provides the opportunity for SMEs to have
access to valuable data when they cannot
collect it themselves. Therefore, promoting
the growth of smaller businesses while
levelling the playing field.
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Aggregating and selling third-party data can
promote privacy concerns; however, the
General Data Protection Regulation (GDPR)
does not prohibit third-party data collection
or use. The GDPR does provide standards
and regulations that must be followed to
protect individual privacy6. Third-party data
is beneficial; however, combining third-party
data with first-party data provides greater
insights. It is crucial to purchase third-party
data that will supplement the existing firstparty data.

Marketing With Data
On average, 2.5 quintillion bytes of data
are generated daily7. Data can benefit
businesses of any size in many different
areas of operations. Primarily, data is
purchased to advance a sale; however, it
may also be helpful to promote other areas
of business.
Data is most known to help with customer
acquisition. Purchasing data containing
contact information for potential customers
to send promotional mail is common.
However, this process can become timely
if the customers being marketed are not in
the target demographic. When purchasing
third-party data, many data aggregators sort
data to provide as much value as possible
to their customers. By acquiring data in
a target market, customer acquisition
costs decrease. Marketers who exceeded
their revenue goals used personalization
techniques 83% of the time8.
Data can similarly add value to a business’s
marketing and sales department by
personalizing advertisements and content
to new and existing customers. 74% of
customers are frustrated when website
content is not personalized9, and 91% of
consumers are more likely to shop with
brands
that
provide
offers
and
recommendations they find relevant¹0.
Personalization makes a difference in
customer satisfaction, which translates to
customer acquisition and retention.

4 The Boston Consulting Group
5 How much is your personal data worth?
6 DMA advice: Using third party data under the GDPR
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However, it is difficult, if not impossible,
to integrate personalization in business
without collecting data on current and
potential customers.
Amazon is widely known for its
personalization. When shopping with
a brand that does not provide relevant
recommendations, 47% of consumers
check Amazon instead¹¹. This promotes
Amazons increasing market control while
substantially driving sales and customer
satisfaction.
Data
gets collected on users while
interacting with business platforms such
as watching a YouTube video or showing
interest in their website. Collecting
and using data provided through these
avenues allows firms to market toward the
potentially interested group of customers.
By marketing to people with previously
expressed interest, the chances of
successfully making a sale are much higher
than marketing efforts toward a randomly
selected audience.

7 The Importance of Data: The Top Benefits of Collecting Customer Data
8 he Importance of Data Driven Marketing
9 Instapage
10 Making it Personal - Accenture
11 The Amazon Report: Consumers Share How Brands Can
Win Them Back
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Key Performance
Indicators
Having usable data allows companies
throughout all industries to better assess
their key performance indicators (KPIs).
Key performance indicators are measurable
values indicating progress toward a goal.
First, second, and third-party data are all
valuable tools when analysing KPIs. Having
accurate metrics within a business to
compare to industry standards brings new
insights into a business’s performance. In
the past, it was a concern that increasing
amounts of data would replace KPIs.
However, it is now evident this is not true,
and instead, advances in data will help
power and advance KPIs¹². Data powers
key performance indicators by making
the measured metrics more precise and
encouraging more data analysis.
When data and KPIs are used in
conjunction, they are very effective. With
the increased amounts of data-producing
technology, there are more data to analyse.
Businesses have begun capitalising on
this opportunity to analyse data across
industries. With more accurate data used
to measure KPIs, efficiency is increased.
Prominent examples of businesses using
technology to gather data are done through
social listening, tracking online behaviours,
tracking physical user behaviour, and happy
or not devices¹³.

12 KPI’s for Big Data Initiatives
13 What is the Relationship Between KPI’s and Big Data?

Using any of the above devices, real-time
and accurate feedback can be recorded. In
the past, KPIs reporting people-related data
were often based on satisfaction surveys
that are inaccurate and ambiguous. In all
areas of data collection, whether regarding
productivity, financials, or customer
satisfaction, more first-party data combined
with third-party sources is vital to indicate
performance.
With the increasing amounts of data
available to companies, it is crucial to
prioritise data directly correlated with the
needs of a business rather than collecting
unnecessary data because the resources to
do so are readily available. Needless data
collection and storage can quickly become
expensive and timely.

COVID - 19
Covid-19 was undoubtedly unexpected, and world tragedy governments and scientists
across the globe fought valiantly to combat. Because of the global crisis, all measures
possible to overcome the virus were taken, including global data sharing. The data sharing
was incredible in showing the power of data on an international level.
The health and science data that has been essential for advances regarding Covid-19 would
have been impossible without shared data between the public and private sectors, advancing
the rapid rollout of vaccinations. Placing the same priority on other global concerns can
expand the positive effects shown throughout the Coronavirus pandemic.
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Global Data

Data alone for a business can be
transformative;
however,
using
the
combined power of data across the globe
and within different industries exponentially
expands the capability.
The critical missions in promoting the
effective use of data across borders are¹4 :
•
•
•

•
•

Unlocking the value of data across the
economy
Securing a pro-growth and trusted
data regime
Transforming government’s use of
data to drive efficiency and improve
public services
Ensuring the security and resilience of
infrastructure on which data relies
Championing the international flow of
data.

Most large companies, like the previous
example of Amazon, regularly use data
to drive business. However, many small
and medium-sized companies do not
have the same access. An essential step
in unlocking the value of data across the
economy and global business is to promote
businesses of all sizes to become proficient
in acquiring and using data. The power
of data predominantly lies in the linkage
potential across the world; therefore, having
SMEs who break those links is detrimental.

Data initiatives are often disliked because
many organisations have been known to
abuse the power it provides. A public display
of mistrust was in 2018 when Facebook
was fined £500,000 for data misuse.
Therefore, securing a pro-growth and
trusted data regime is necessary to make
advances. As a business, transparency is
key. To maintain an excellent public image,
being transparent and honest about the
use of data helps avoid potential problems.
As a consumer, being willing to share data
when comfortable and convenient will
help ethically push the use of data. As a
government trying to promote advances in
data, prioritizing the well-being of
individuals rather than just the economy’s
growth is essential. By openly increasing
concern for public trust, the policy will
become more effective. As seen on the
below graph, over half of the workforce
regularly feels worried about the collection
and misuse of data. To successfully
implement global data, mistrust must be
minimised¹5.

Step three to advance the collaboration
of data between borders is transforming
the government’s use of data to drive
efficiency and improve public services.
Governments possess an enormous
amount of data; however, they use very
little to enact change.
Ensuring the security and reliance of
infrastructure on which data relies is
essential in promoting data worldwide.
Without
proper
security
measures,
individuals will feel their privacy is at risk,
and more significant pushback will occur.
By enforcing safeguards, businesses
across the globe will have more trusted
access to data.

There are many security concerns
regarding data acquisition; therefore, it is
essential to prioritise security and privacy
during the continued focus on innovation
and competition in the business world. As
an individual consumer or a business of
any size, it is necessary to be data literate.

14 UK National Data Strategy
15 The Powerful Impacts of Using Workplace Data Highlighted
in 5 Charts – Accenture

16 Open Data White Paper – Unleashing the Potential

Championing the international flow of
data is the final step in promoting a
data-imposed connected world. While
global data develops, it is vital to have
strict standards to evaluate data and data
analysts.
The lack of public standards will create
barriers to successful integration. When
data quality is too poor to provide value,
it will not be used effectively. By adopting
both national and international global data
standards, this problem will resolve.
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Individual and
Business Value
As both a business and a consumer,
the opportunities data accessibility
produces are extensive. For a consumer,
the increased reliance on data will result
in more personalisation. Companies will
realise new insights regarding the value
and efficiency of business practices and
compare them to others in the market.
For example, by purchasing HR data, a
company can compare themselves to
metrics including:
•
•
•
•
•
•
•

Diversity
Women in leadership
Engagement
Efficiency
Learning and Development
Talent
Gender Pay Gap¹7

17 HR Data Hub

Knowing where one stands in comparison
to the market, a business is then able to
react accordingly. Having more data of
any kind adds incredible value. Prioritising
all types of data brings businesses
and governments closer to having the
capabilities of maximizing the value of
data. It is critical to remember, while using
data to promote business and the global
economy, data should first and foremost
be used to help humankind.

