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Each year new technologies or trends are set to disrupt the sector,
but this time those technologies have set in motion major policy
changes that are forcing industry to rethink practice on a global
scale.
By Associate Professor Sean Sands

Retail seems to attract disruption. A few years
ago it was mobile, and virtual reality is poised
to take off in the near future. Meanwhile, we
are likely still at the beginning of big data and
machine learning’s period of disruption. Put
simply, big data is exponentially increasing
managers’ ability to measure – and hence
know – every facet of their business, as well as
to directly translate that knowledge into improved decision-making and performance.1
Consider a department store like Myer,
which has been on this journey for some
time. A manager in a store or at the national
support office can always track which items
sell and which do not; the Myer loyalty program can be used to identify which customers have purchased which items, segmenting
them accordingly; and, once online stores
opened, data could be collected on which
items customers viewed, which carts were
abandoned, and which campaigns received
the best clickthrough rate.
Eventually, algorithms were developed
which could learn from and adapt to customer behavior, making intelligent recommendations to customers about products they had
a higher probability of buying based on the

information known about the customer. We
have all heard the story of how Target supposedly exposed a teen girl’s pregnancy through
big data, predictive modelling and targeted
communications.2
Regardless of whether the Target story
is true, retailers are collecting a lot of data
from their customers. According to some
estimates, Walmart collects around 2.5 petabytes (1 petabyte = 1,000,000 gigabytes) of
information every hour about transactions,
customer behaviour, and devices.3 And with
voice technology becoming mainstream as
devices like the Amazon Echo, Google Home,
and Apple HomePod connect consumers to
retailers at the point of decision within their
homes, cars, and even hotel rooms,4 the
amount of data potentially available for collection is only growing. In fact, Gartner estimated that 8.4 billion IoT devices would be
connected in 2017, with the rise in the ‘IIoT’
or ‘Industrial Internet of Things’ driving a 28
per cent increase in IoT security spending in
2018, up to US$1.5 billion.5
The day is not too distant when online
and offline data could provide retailers with a
complete view of the customer – arguably too
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complete, in fact. While the lure of big data is
tempting, it is better data that retailers should
be focusing on gathering; at the same time,
they must avoid overstepping the boundaries
of consumer tolerance and thus undermining
trust, which is currently ‘in tumult’ across
Australian institutions.6
BIG DATA
BENEFITS AND BEST PRACTICE
Big data is being generated through many
sources, and several can be particularly useful for retailers. Internet traffic (e.g., clickstreams), transactions (in-store and online),
user-generated content (e.g., social media),
and loyalty data can all help retailers gain and
retain shoppers. Other forms of data provide
operational and logistical advantages.

For example, Tesco is integrating data from
in-store sensors to monitor the temperatures
of fridges and freezers across their network.
Every machine is monitored centrally and
predictive algorithms can be used to determine when a particular unit will need servicing, ultimately reducing operating costs.7
With the many sources of data available, the problem becomes collecting the right
data and using it in the right way. Doing so
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can drive significant gains in customer experience. Think about Netflix as an example:
with over 100 million subscribers, Netflix has
a wealth of data available to improve the customer experience. They use this data to make
recommendations to customers about which
programs will be of interest using a segmentation strategy based on ‘taste clusters’.8 In
fact, some figures suggest the Netflix recommendation system drives 80 per cent of the
content watched on the platform, allowing
the company to drastically reduce its promotion costs.9
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NOT JUST TRUST:
POLICY AND PRACTICE IN TUMULT
Not all companies have Netflix’s positive reputation when it comes to predictive analytics
based on big data. In addition to the Target
example cited earlier, Orbitz has generated negative publicity through its practice of
showing higher-priced hotels to customer
searches originating from Apple computers.10
Meanwhile, in the new ‘smart’ landscape,
products such as the Amazon Echo are raising concerns due to technical glitches resulting in the unexpected recording and sharing
of confidential consumer data.11 While the
inherent privacy breach in such examples is
damaging enough when it comes to consumer trust, there is also a widespread concern
about companies selling data in the wake of
this year’s mainstream attention to the Cambridge Analytica scandal, which has been
called a ‘human rights problem’.12
Consumers seem to agree, with a recent
sociological study finding that half (57 per
cent) of Australian consumers are concerned
about their online privacy being violated by
corporations.13 Most of them (78 per cent)
want to know what social media companies
do with their data and many of them (67 per

cent) actively try to protect their online privacy, with women being particularly concerned.
Nonetheless, the majority of consumers continue to feel powerless in this regard, with
only 38 per cent believing they actually have
control over their online privacy.13

GDPR

While clear opt-out policies have long been
the standard solution, the European Union
has recently gone much further in attempting to address this problem with the General
Data Protection Regulation (GDPR), instituted in May 2018. This regulation applies to
every retailer who has customers within the
European Union. Penalties for violating it
are steep – up to 4 per cent of the offending
company’s annual global turnover, with a cap
of €20 million. Yet even if you don’t do business within the EU right now, it’s important
to understand the basics of this regulation.
The GDPR is just the beginning of global data
regulation and wide-ranging consumer data
privacy laws. Once other countries see its implementation, it will likely become the model
for more regulations across the globe.
ADJUSTING TO THE NEW
PRIVACY LANDSCAPE
There are some very common practices retailers need to revise to comply with the GDPR’s

principles and requirements, including:
1. Opt-in consent. It’s common practice
to add new customer email addresses to
your email marketing lists unless the customer opts out during checkout, but that
will no longer be legal for EU customers.
Instead, you will have to get explicit consent from consumers, and this consent
must relate to a specific purpose.14
2. Clear communication. Customers must
be given easy and direct access to information about how their data will be used
when they opt in. Essentially, whenever
you give a customer the opportunity to
opt in, you must provide (e.g., link to)
an easy-to-understand data and privacy
policy. This means you may need to get a
plain language communications specialist
to review your current privacy policy to
ensure compliance.15
3. Customer control. All data subjects have
the right to access their data, as well as
the so-called ‘right to be forgotten’. This
means that you must erase all data about
a customer upon their request or if you no
longer have a legal right to or operational
need for the data to provide services in
line with the original purpose for which
the data was collected.16 Customers also
have the right to transfer their data or receive a copy of it under the ‘right to data
portability’.17
4. Supply-chain management. One of the
most cumbersome aspects of the GDPR
may relate to third-party services and
data. For online retailers in particular, it
is common to rely on third-party services
to collect, organise, interpret, and use the
data we collect (e.g., A/B testing, target
marketing, demographic profiling, geographic data, etc.). To comply with the
mandates of the GDPR, you must fully
understand what data each service collects and how they use it. You must also
be able to collect, transfer and delete all
customer data on request in line with the
rights outlined above.18
WHEN THE DUST SETTLES
The future of privacy may remain tumultuous
for some time to come, as the consumer trust
crisis and GDPR kick off a new wave of innovation. One possible vision for a post-GDPR
privacy landscape involves blockchain, which
looks like a promising avenue for returning
the power of customer data to the hands of
the customer while also potentially improving
both data security and analytic capabilities.
Whether or not this potential comes to pass,
however, it is certain that retailers will need
to carefully manage the realities of collecting
and using customer data in the post-GDPR
world in order to continue to benefit from the
strategic and operational advantages that big
data offers without damaging consumer trust.

CXI Research Brief 2(1) — Leveraging big data post-GDPR

References
1. A McAfee & E Brynjolfsson, 2012, Big data: the management revolution, Harvard Business Review, October, retrieved from: https://hbr.
org/2012/10/big-data-the-management-revolution
2. Hill, 2012, How Target figured out a teen girl was pregnant before her father did, Forbes, retrieved from: https://www.forbes.com/sites/
kashmirhill/2012/02/16/how-target-figured-out-a-teen-girl-was-pregnant-before-her-father-did/#67320dbb6668
3. B Marr, 2017, Really big data at Walmart: real-time insights from their 40+ petabyte data cloud, Forbes, retrieved from: https://www.forbes.
com/sites/bernardmarr/2017/01/23/really-big-data-at-walmart-real-time-insights-from-their-40-petabyte-data-cloud/#2333ac4d6c10
4. P Newman, 2018, Voice integration is the top smart-home trend at CES, Business Insider, retrieved from: https://www.businessinsider.com/
voice-assistant-integration-top-smart-home-trend-ces-2018-1/?r=AU&IR=T; Bloomberg News, 2018, Google brings its voice assistant to smart
displays and more cars, Ad Age, retrieved from: http://adage.com/article/special-report-consumer-electronics-show/google-brings-voiceassistant-smart-displays-cars/311892/; A Cheng, 2018, Amazon–Marriott deal will make Alexa a hotel butler, but the implications range far
wider, Forbes, retrieved from: https://www.forbes.com/sites/andriacheng/2018/06/19/amazons-marriott-deal-is-way-beyond-alexa-as-yournew-hotel-butler/#45452ee4721e
5. Gartner, 2017, Gartner says 8.4 billion connected ‘things’ will be in use in 2017, up 31 percent from 2016, retrieved from: https://www.gartner.
com/en/newsroom/press-releases/2017-02-07-gartner-says-8-billion-connected-things-will-be-in-use-in-2017-up-31-percent-from-2016;
Gartner, 2018, Gartner says worldwide IoT security spending will reach $1.5 billion in 2018, retrieved from: https://www.gartner.com/
newsroom/id/3869181
6. S Spurr, 2018, Australia: trust in tumult, retrieved from Edelman Australia: https://www.edelman.com/post/australia-trust-in-tumult
7. B Marr, 2016, Big data at Tesco: real time analytics at the UK grocery retail giant, Forbes, retrieved from: https://www.forbes.com/sites/
bernardmarr/2016/11/17/big-data-at-tesco-real-time-analytics-at-the-uk-grocery-retail-giant/#20965b9461cf
8. B Taylor, 2018, To see the future of competition, look at Netflix, Harvard Business Review, retrieved from: https://hbr.org/2018/07/to-see-thefuture-of-competition-look-at-netflix
9. Inside Big Data, 2018, How Netflix uses big data to drive success, retrieved from: https://insidebigdata.com/2018/01/20/netflix-uses-big-datadrive-success/
10. D Mattioli, 2012, On Orbitz, Mac users steered to pricier hotels, Wall Street Journal, retrieved from: https://www.wsj.com/articles/
SB10001424052702304458604577488822667325882
11. S Wolfson, 2018, Amazon’s Alexa recorded private conversation and sent it to random contact, The Guardian, retrieved from: https://www.
theguardian.com/technology/2018/may/24/amazon-alexa-recorded-conversation
12. L McGregor, 2018, Cambridge Analytica is more than a data breach – it’s a human rights problem, The Conversation, retrieved from: https://
theconversation.com/cambridge-analytica-is-more-than-a-data-breach-its-a-human-rights-problem-96601
13. G Goggin, A Vromen, K Weatherall, F Martin, A Webb, L Sunman & F Bailo, 2017, Digital rights in Australia, retrieved from the University of
Sydney: http://digitalrightsusyd.net/research/digital-rights-in-australia-report/
14. https://gdpr-info.eu/issues/consent/
15. https://gdpr-info.eu/recitals/no-58/
16. https://gdpr-info.eu/issues/right-to-be-forgotten/
17. https://gdpr-info.eu/art-20-gdpr/
18. https://gdpr-info.eu/art-28-gdpr/

About A/Professor Sean Sands

About CXI Research Group

Engage with us for...

Sean is Co-director of CXI and Associate
Professor of Marketing at Swinburne
Business School.

The Customer Experience and Insight
(CXI) Research Group is part of
Swinburne Business School.

Sean has delivered seminars globally
on retail innovation, design thinking
and customer experience strategies.
He has assisted brands in mapping
customer experiences and developing
an understanding of the customer
journey, expectations, needs and
desires. Sean frequently presents at
industry conferences on the future of
retail and consumer behaviour. His
research expertise includes strategy,
service design, customer experience
design, advanced research methods,
new product development, pricing
research, and market segmentation.

CXI is a full-service research group
that conducts leading-edge research
centred on experience to build
customer-led strategy and innovation.

Custom research
Tap into a range of tailored research
services to understand, optimise,
and leverage experience in your
organisation.

The CXI team is specialised in a range
of qualitative and quantitative research
methods and frameworks. Our four
pillars of expertise span the fields of
retail and consumer behaviour, sport
and wellbeing, service innovation, and
employee experience.
cxi@swin.edu.au
swinburne.edu.au/cxigroup

ssands@swinburne.edu.au

CRICOS Provider Code: 00111D
Training Organisation Identifier: 3059
EDITOR: Lois Shedd (lshedd@swinburne.edu.au).
DESIGNER: July Nguyen (julynguyen@swinburne.edu.au).
Copyright © Swinburne University of Technology. All rights reserved. Reproduction in whole or part without
written permission is strictly prohibited. The information in this publication was correct at the time of
publication, September 2018. The views expressed by contributors in this publication are not necessarily
those of Swinburne University of Technology or CXI Research Group.

CXI Research Brief 2(1) — Leveraging big data post-GDPR

Insights and inspiration
Access the latest insight and thinking
on issues shaping experience today
through research seminars, networking
events, in-company presentations and
research reports.
Executive education
Tackle real-world business challenges
with the guidance of highly regarded
researchers and educators who are
both thought leaders and pragmatic
practitioners.

