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How to be smart about
your technology use

Gifts Direct
delivers
the goods
on GDPR
compliance
BY GRAHAM CLIFFORD

T

his year’s Small
Firms Association
annual conference
takes place on the
eve of the date on
which the much-anticipated
general data protection regulation (GDPR) kicks into gear.
From May 25, the new regulation becomes law with the
aim of harmonising data protection regulations throughout
the EU.
But for many smaller
businesses, the rush to be
GDPR-ready can be overwhelming.
Many see it as another task
on top of a mountain of others
and fear that if they unknowingly breach the regulation
they may face a fine.
But one Irish company has
embraced the change and
turned it into a positive.
For over 30 years the hugely successful giftsdirect.com,
Ireland’s largest online gifts
store, has delivered gifts and
hampers worldwide. Its USbased site, theirishstore.com,
has also proved a huge hit
on the other side of the Atlantic serving the massive
Irish-American market in
particular.
And key to the day-to-day
running of these sites is the
ability to interact with customers, alert them to offers
and to stay connected.

“Companies involved in direct marketing need to have
unambiguous consent from
those they wish to contact”
said Fiona O’Carroll, chief
operating officer with Gifts
Direct.
“Everything has to be clear
and explicit. This will be
helpful for direct marketing
companies because they will
be marketing to customers
who are interested in their
products/services. It enables
positive engagement with
customers and that can only
be a good thing for brands and
for their customers.”
And it isn’t just in the area
of marketing where a holistic approach is required. “The
GDPR impacts other areas too,
such as human resources and
third parties. For instance, any
third party companies that
process customer data must
be fully compliant too,” said
O’Carroll.
In preparing for the introduction of GDPR, the very first
step was understanding fully
why the regulation change is
to come into force and its aims
and requirements.
“We found great supports in
helping us to understand the
process, including from the
SFA and we attended seminars
where GDPR was explained
step by step. Once we learned
of the seven principles of the
legislation we started to put
our plan together. We carried

Constantly checking your
devices causes stress, harms
your ability to focus and
makes you feel you’re always
working. UnPlug is here to help
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out a full assessment of our
business operations to find
out what data we hold and,
crucially, what we do with it.
Once we had all of that done
we were able to accurately
identify risk areas and are
acting accordingly.”
For Gifts Direct it took a
number of months to get
GDPR-ready, but O’Carroll
believes that once small businesses and their employees
are aware of the GDPR rules
the regulation will become
somewhat second nature.
“We’re hearing very much
now of the need for a ‘culture
of compliance’ and companies
will now start training their
employees about GDPR so that
they understand how and why
it works from day one. By being built into the training programmes we will, hopefully,
have compliance across the
board in Irish business.”

very ding, vibrate
and beep from our
handheld devices
nowadays can lead
to a flurry of message-checking and replying.
Bad habits are developing and
many of us live in fear of missing out by not being always
connected to our emails and
social media. We’ve somehow
allowed technology to shape
our working and home lives in
a way that was never intended.
For business owners, the
compulsion to stay active online in every waking second
has become a problem. It can
consume thinking space, and
how often have we all been
guilty of checking a work
email in the evening and
then thinking about it until
we arrive into work the next
morning?
And so companies such
as Dublin-based UnPlug are
working with businesses of
all sizes to help them develop
a more balanced and positive
digital culture where they
control technology and not
the other way around.
“The first thing we do with
clients is to conduct a ‘needs
analysis’, or audit, to understand how they are using
technology and for what
purpose. This data, once collected, can produce startling
results and often people are
very surprised by how much
time they’re spending on their

smartphones, for example, or
answering non-urgent emails
during, or after, working
hours,” said Aidan Healy, head
of learning and development
with UnPlug.
The aim then is to find that
bespoke solution which works
for an individual or business
where technology is used in
a smarter way – rather than
being a distractor and, sometimes, perhaps an impediment
to focus.
“It’s not necessarily about
enabling the person or company to be more ‘productive’,
but rather to enable your work
time to be of better quality and
value. It’s easy to be busy, but
so often we are busy because
we are being dragged in lots of
different directions. It’s about
ensuring individuals and organisations can give their time
and energy to their core objectives and what’s most important to them,” said Healy.
A speaker at this year’s SFA
conference, Healy will be using case studies to show how
owner-managers can run a
successful business without
always being connected.
He told The Sunday Business
Post: “We understand how
difficult it can be for those in
the SME sector. There’s pressure for the business entity to
work out and people feel they
must be working from dawn
to dusk and beyond. But it’s
important, too, to have time to
focus on loved ones, hobbies
and interests. We’re not telling

Cocoa Brown founder recommends
the personal touch on social media
Cocoa Brown’s Marissa
Carter says authentic social
media engagement has been
key to building sales
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or every small business in the modern
digital age the existence of a strong,
responsive, online
presence is vital.
Though it may be daunting
for some owner-managers, it’s
intrinsic for brand development and the identity of each
business that potential customer and business partners
are aware of their presence
and levels of innovation.
For one Irish company
the ability to embrace social
media has enabled it to thrive
across the globe.
Cocoa Brown launched
with the world’s first onehour tan product and has
since gained international
status among celebrities and
beauty editors, from the pages
of Teen Vogue to the Oscars’
red carpet.
Its founder, Marissa Carter,
told The Sunday Business Post
how vital a strong online presence has been to the success
and evolution of the company.
“Social media marketing
was key for us in the early

stages as we created the Cocoa Brown brand. Indeed, we
became one of the first brands
in Ireland to really embrace
the world of social media. A
lot of our business from those
early days was created as a direct result of word-of-mouth
spreading online. This created
a Cocoa Brown community,
which now allows us to harvest feedback and develop
new products which we can
be sure our customers want
and need,” Carter said.
“Since the early days, the
Cocoa Brown team has made
it our mission to respond to
every DM [direct message],
query or complaint. That’s not
to say nothing falls through the
cracks. There are days when
we’re so busy we might miss
a slew of tweets or DMs, but
we try our best to create and
maintain a personal connection with as many of our customers and followers as possible. It’s something that just
wouldn’t be feasible without
social media.”
With the social media arm
of the business working so
well and the brand recognition
soaring, it was inevitable that

Marissa Carter, founder, Cocoa Brown

endorsements would follow.
“For a new brand to be taken seriously, it’s important to
get the stamp of approval from
trusted beauty editors and industry insiders,” said Carter.

“For us, getting a glowing review from a trusted beauty
expert is similar to a restaurant
getting a Michelin star. That
said, while those endorsements will get customers to

try your product once, for the
brand to last, the quality of
the formula is key. Since very
early on, Cocoa Brown boasted endorsements from wellknown faces such as Vogue

Williams, Millie Mackintosh
and Kylie Jenner. Let’s be honest, these are people who get
product posted to them in
bulk. In order to get them to
climb aboard Team CB they
need to believe in the product
and, naturally, use it.”
Today, Cocoa Brown products are sold by more than
15,000 retailers in 23 countries
including Britain, Sweden and
North America.
“Cocoa Brown has grown
from the world’s first onehour tan to a full suite of
products, including the latest two additions of an Ultra
Dark 1 HOUR Tan Mousse and
Fresh Start Tan Eraser. We are
stocked in retail mammoths
such as Tesco, Boots, Primark
and Superdrug and launched
this year on PrettyLittleThing.
com, one of the fastest-growing online retailers worldwide,” said Carter.
And what one tip would she
have for other small businesses hoping to make a similar
splash online?
“When it comes to social
media strategy, don’t hire
someone else to do it for you,”
she said. “Make time and factor it into your day, as no one is
going to sell your ideas better
than you will. You need to be
the number one salesperson.
Of course, it’s fine to get help
creating assets and doing the
more technical parts, however, the voice should always
be yours.”

Aidan Healy, head of learning and development with UnPlug

It’s important
to have time
to focus on
loved ones,
hobbies and
interests
people they must go on a yoga
retreat or to the Himalayas, but
to ensure they have some rest
periods. Perhaps they don’t
check emails for a period
while allowing the option for
contact should the query be
of some urgency. Technology
can help us to do just that if we
know how to use it correctly.”
And he said there’s a particular need for younger business
people to step back and assess

how they are using technology.
“There are people entering
the workforce today who can’t
remember a time without
smartphones, instant messaging and all the digital technology now so readily available.
Older generations can recall a
time without all of this noise
and so are sometimes better
able to tune out when it becomes too much. Overuse of
technology is a more prevalent
issue in younger generations
and so it’s important that leaders and organisations support
them in developing positive
tech habits.
“It’s all about starting a
conversation to look at your
digital culture. On the back
of the data collection and
analysis, it’s possible to design underlying principles
and programmes that meet
the needs of each company. It’s
about embracing the digital
age, but making it work for
each of us too – and that’s especially important for smaller
businesses,” said Healy.

Other conference
speakers include:

Micheál Martin TD, leader,
Fianna Fáil

John Keyes, assistant
commissioner, Office of the
Data Protection Commissioner

Ian Kehoe, editor, The
Sunday Business Post

Keith Mahon, founder and
managing director,
TheTaste.ie

Colette Fitzpatrick,
broadcaster and conference
MC

Professor J Peter Clinch,
chair, National
Competitiveness Council
of Ireland

Supported by:

Book your place today at the SFA Annual Conference 2018

www.sfa.ie/conf

