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The legal point 

The content of this seminar is a commentary on the GDPR, as 
Azzurro Marketing interprets it. We’ve spent time looking at GDPR 
and like to think we’ve been thoughtful about its intent and meaning 
for marketeers. But the application of GDPR is highly fact-specific, 
and not all aspects and interpretations of GDPR are well-settled. 
 
As a result, this content is provided for informational purposes only 
and should not be relied upon as legal advice or to determine how 
GDPR might apply to you and your organisation. We encourage you 
to work with a legally qualified professional to discuss GDPR, how it 
applies specifically to your organisation, and how best to ensure 
compliance. 



What we will cover today 

•  How does GDPR impact marketing? 

•  Why GDPR is an opportunity for 
marketers 

•  Nine practical tips on GDPR for 
marketing teams 



What is GDPR? 

A new digital privacy regulation 
introduced on the 25th May, 2018. 



What is GDPR? 

Companies are now required to build in 
privacy settings into their digital 
products and websites – and have 
them switched on by default 



What is GDPR? 

Companies must: 
•  regularly conduct privacy impact 

assessments 
•  strengthen the way they seek 

permission to use the data  
•  document the ways they use  

personal data and improve the way 
they communicate data breaches 



What is GDPR? 

•  It’s a regulation and not a directive, 
it is legally binding 

•  Failing to comply could lead to fines 
of up to €20 million or 4% of your 
global turnover! 



Why introduce GDPR now? 

•  The most far-reaching change to data 
protection in a generation 

•  It puts individuals first 

•  They must be protected and empowered, 
rather than exploited or ignored 



Why introduce GDPR now? 

•  Existing was first adopted in 1980 

•  Don’t include considerations for 
social media, smartphones, or even 
advanced web technology 

•  Current regulation is only a directive 



How does GDPR impact marketing? 



How does GDPR impact marketing? 



How does GDPR impact marketing? 

1.  Data Permission 

•  How you manage email opt-ins 
•  Consent in a ‘freely given, specific, 

informed, and unambiguous’ way 
•  Reinforced by a ‘clear affirmative 

action’ 



How does GDPR impact marketing? 

Wait, what does that mean? 
 
•  Leads, customers, partners, etc. 

need to physically confirm that  
they want to be contacted 

•  Opt-ins need to be seen as a 
deliberate choice 



How does GDPR impact marketing? 



How does GDPR impact marketing? 

What about refer a friend programs? 
 



How does GDPR impact marketing? 

Notifications, rather than promotional 



How does GDPR impact marketing? 

However, if the data is 
stored and used for 

marketing communications, 
then you are in violation 



How does GDPR impact marketing? 

To be clear: 
No marketing 

communication is to be sent 
out to the referee’s email 

address. 



How does GDPR impact marketing? 

2. Data Access 



How does GDPR impact marketing? 

2. Data Access 

•  More control over how data is 
collected and used 

•  Right to be forgotten 



How does GDPR impact marketing? 

Unsubscribe 



How does GDPR impact marketing? 



How does GDPR impact marketing? 

3. Data Focus 
 
•  Do you collect more data from a 

person than you actually need? 



How does GDPR impact marketing? 

3. Data Focus 
 



How does GDPR impact marketing? 

3. Data Focus 
 

Focus 



 
 
 

Let’s take a break  
& be back in 10 mins. 



The cost of failing to comply 



The cost of failing to comply 



The cost of failing to comply 



The cost of failing to comply 

 
- fined £70,000 



The cost of failing to comply 

Remember: 
 
If your customers have opted-out of marketing 
emails, don’t email them – it’s as simple as 
that. You are breaking the law if you do. 



The cost of failing to comply 

Honda Motor Europe sent an 
email to 289,790 subscribers 
between May and August 
2016 asking their database  
 
“would you like to hear from 
Honda?” 



The cost of failing to comply 

 
- fined £13,000 



The cost of failing to comply 

Remember: 
 
If you do not have explicit consent to email 
your customers, then don’t email them! 



The cost of failing to comply 

In late 2016, UK 
supermarket chain Morrisons 
re-launched their “Match & 
More” loyalty program 



The cost of failing to comply 

Including 131,000 
subscribers who had 
previously opted out and 
unsubscribed 



The cost of failing to comply 

 
- fined £10,500 



The cost of failing to comply 

Remember: 
 
Be 100% sure that the subscribers you send 
an email to have opted-in! 



The cost of failing to comply 



The cost of failing to comply? 



Who is affected most in marketing? 

In the marketing department, there are three 
roles that will see the biggest change in their 
everyday work. 



Who is affected most in marketing? 

1.  Email marketing managers 

2.  Marketing automation specialists 

3.  Public relations execs 



Who is affected most in marketing? 

1.  Email marketing managers 

For B2B marketers, email addresses are the 
lifeblood of lead generation programs. 



Who is affected most in marketing? 

1. Email marketing managers 

Ensuring users opt-in to your B2B email 
marketing campaigns and give consent to be 
contacted will be a strict requirement. 



Who is affected most in marketing? 

2. Marketing automation specialists 
 
Marketing automation can be an extremely 
powerful tool. 
 
But, it can also land you in trouble with GDPR 
if not set up correctly. 



Who is affected most in marketing? 

2. Marketing automation specialists 
 
You need to make sure that every name in 
your CRM database and every email in your 
automation system has given you permission 
to market to them. 



Who is affected most in marketing? 

3. Public relations execs 
 
Pitching new product releases or company 
information to journalists is no different than 
marketing to an employee of a business. 



GDPR is a golden opportunity for 
marketeers 



GDPR is a golden opportunity for 
marketeers 



GDPR is a golden opportunity for 
marketeers 

1. Gaining consent 
 
With GDPR, you need explicit consent to use 
an individual’s data. Your customers can also 
ask you exactly what information you have on 
them, who it is shared with and the purpose it 
has been used for. 



GDPR is a golden opportunity for 
marketeers 

2. Right to be forgotten 
 
Under GDPR, every individual has what’s 
called the “right to be forgotten”. 



GDPR is a golden opportunity for 
marketeers 

2. Right to be forgotten 
 
Having a single platform gives your 
customers the opportunity to switch consent 
on and off, for different purposes. 



GDPR is a golden opportunity for 
marketeers 

3. Transparency 
 
Building trust comes through projecting 
transparency. You have to be upfront and 
honest about who you are and what you’re 
doing. 



GDPR is a golden opportunity for 
marketeers 

3. Transparency 
 
A study by Harris 
Interactive found that 93% 
of online shoppers cite the 
security of their personal 
data as a concern. 



9 practical tips 

73% of businesses are not ready to satisfy the 
compliance obligations of the GDPR.  
 
23% of businesses feel they will only be partly 
compliant by the May 2018 deadline. 

Source:	Osterman	Research		
&	Symantec	Inc	



9 practical tips 

The good news is that there are some things 
that you can start doing right now to make sure 
your business is GDPR complaint. 
Here are nine practical tips that you can get 
started with right now: 
 



9 practical tips 

1.  Start auditing your mailing list now.  

* Up to 75% of marketing databases will become 
obsolete by 25th May, 2018 and only 25% of existing 
customer data meets GDPR requirements 

*	Source	W8	data.	



9 practical tips 

1.  Start auditing your mailing list now.  

For new subscribers - send an automated 
email to confirm the subscription. 

*	Source	W8	data.	



9 practical tips 

2.  Review the way you’re currently collecting 
 personal data. 

 
Are you still buying mailing lists?  
 
If so, now might be the time to start fresh  
with a new mailing list. 



9 practical tips 

A clean list? 
 
JD Whetherspoon deleted their entire email 
marketing database. 



9 practical tips 



9 practical tips 

3. Content Marketing  
 
Do you create content that is tailored to your 
potential customers?  



9 practical tips 

3. Content Marketing  
 
Invest in a content marketing strategy. 

Blogging hints & tips

A brief guide to getting started

T: 0845 0099192  I  in
fo@azzurromarketing.co.uk  I  w

ww.azzurromarketing.co.uk

Azzurro Marketing

The Design House

19 Retreat Road

Hockley, Essex

SS5 4BU

Brand!Boost
TM

STRATEGIC BRAND AUDIT 

T: 0845 0099192   I  i
nfo@azzurromarketing.co.uk   I  w

ww.azzurromarketing.co.uk

Azzurro Marketing

The Design House

19 Retreat Road

Hockley, Essex

SS5 4BU

Writin
g a marketing plan

A brief guide to producing a 

marketing plan for your business

T: 0845 0099192  I  in
fo@azzurromarketing.co.uk  I  w

ww.azzurromarketing.co.uk

Azzurro Marketing

The Design House

19 Retreat Road

Hockley, Essex

SS5 4BU



9 practical tips 

4. Pop ups 
 
Invite visitors to add themselves to your 
mailing list by launching a pop up on your 
website. 



9 practical tips 

4. Pop ups 
 



9 practical tips 

5. Social selling  
 
Sales teams - connect with prospects on social 
media and share relevant content. 



9 practical tips 

5. Social selling  
 



9 practical tips 

5. Social selling  
 



9 practical tips 

6. Centralise your data  
 



9 practical tips 

6. Centralise your data  
 



9 practical tips 

7. Understand the data 
 



9 practical tips 

7. Understand the data 
 



9 practical tips 

8. Push notifications 
 
 



9 practical tips 

8. Push notifications 
 
It’s a Strictly, Permission-based 
Communication Channel. 
 
This is how it works: 
 



9 practical tips 

8. Push notifications 
 
A. The first step is to get opt-in from visitors. 



9 practical tips 

8. Push notifications 
 
B. As soon as a ‘visitor’ becomes a 
‘subscriber’, you can send them push 
notifications from your website. 



9 practical tips 

8. Push notifications 



9 practical tips 

9. Update your privacy statement! 
 



9 practical tips 

9. Update your privacy statement! 
 
Review your current privacy statement and 
amend the statement accordingly to comply 
with GDPR requirements. 



If all else fails 

General Data Protection Regulation fines: are 
they insurable? 



The good news 

YES 

Most	business	
insurers	will	be	
able	to	offer	
Cyber	Insurance	



The good news 

Jelf 
 
Contact: Steve.Greenwood@jelf.com 
 
www.jelf.com/for-business/cyber-risks/ 



In brief: 

•  The data subject (individual consumer) must explicitly opt-in to 
allow personal data to be processed - pre-ticked boxes, or an 
assumption that consent is given by default, will not be 
sufficient. 

•  Organisations will need to be specific about what will happen 
with the data. 

•  A data subject has the right to withhold consent for their data to 
be processed, and the organisation should not stop them from 
using a service if they choose to do so. 



In brief: 

•  The tracking of consent is mandatory. The data controller 
(organisation that collects the data) must know when consent 
was given. 

•  Data subjects have the right to access information collected 
about them and a "right to explanation", in which they can ask 
why an algorithmic decision was made about them. 

•  Organisations must appoint a data protection officer, who has 
the responsibility of ensuring the organisation compliant with 
GDPR. 



In brief: 
Determine if and how you will be affected. Analyse your data 
processes, how data is: 

•  Collected - get the specifics of your opt-in statement right 

•  Recorded - this must be provable 

•  Stored - privacy and safety is paramount 

•  Retrieved - the data subject has the right to request access to 
data stored about them 

•  Disclosed - you must be transparent about who you share 
details with and share responsibility with any third parties. 

•  Erased - the data subject has the right to be forgotten. 











And finally: 

*It may be a relief to know, the first 
sanction is a written warning, in the 
case of non-intentional non-compliance. 

*Source	Campaign	Sept	20,	2017	



Some useful links 

Use this free GDPR audit template to identify what 
information you have, where it is stored, and what 
processes you have for data protection already.  
rochford-gdpr-for-marketing 

The UK’s independent authority set up to uphold 
information rights in the public interest, promoting 
openness by public bodies and data privacy for 
individuals.		
ico.org.uk	



To beat GDPR 

Go the extra mile. 
It’s never  
crowded 



Networking with: 

 
 

Informal, ‘no nonsense’ business networking, with NO 
fees or commitments. 

This ’get together’ is about getting to know people and 
sharing knowledge and experiences. These events are 
held at a different venue each time, so wherever you 
are based, you are likely to find one held at a venue 

near you. 
www.3chambers.co.uk/events 

 



A freebie to thank you… 

Are you getting the best
from your marketing? 

Our free review will help
you to improve marketing

and kick start your
business growth…

Hurry, it’s a limited offer!

Ask about our FREE
Marketing Audit,
worth over £750!
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Or email: 
freeaudit@azzurromarketing.co.uk	



���Thank You 
 

 
Paul Wilkins – Azzurro Marketing 

paulw@azzurromarketing.co.uk 
 

www.azzurromarketing.co.uk 


