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Nick Towers

Sitecore Digital Strategy MVP

nick@sagittarius.agency

@nick_towers

google sagittarius agency

about me.



high performance guaranteed.

digital marketing that
drives traffic and
creates raving fans

ecommerce websites
and apps that convert
more sales

seo
paid search
social strategy
content strategy
email marketing

website design & build
mobile
u/x and optimisation
global ecommerce
digital transformation
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The information provided and the opinions expressed in this 

presentation represent the views of the presenter(s). They do not 

constitute legal advice and cannot be construed as offering 

comprehensive guidance to the Data Protection Act 1998, Privacy & 

Electronic Communications (EC Directive) Regulations 2003, the 

General Data Protection Regulation or any other statutory measures 

referred to in the course of the presentation or subsequent q&a.

before we start… a disclaimer
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a bit of background

5 opportunties

summary

overview
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Data Protection Act 1984
Data Protection Directive 1996
Data Protection Act 1998
ePrivacy Directive 2003
ePrivacy Directive 2012
General Data Protection Regulation (GDPR)

Enacted: 27th April 2016

In force: 25th May 2016

Compliance: 25th May 2018

GDPR: what is it?
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GDPR makes it clear that the data subject owns any 

data which describes or identifies them

They have the right to determine how it is used, check 

it and withdraw it 

Anyone who handles this data is held accountable 

and must be able to demonstrate how they protect it 

and what they do with it 

why is it different?
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consent

legitimate interest

how much, how long

profiling

data sharing with third parties

erasure

key issues for marketing.
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improve data security

get data ‘in order’ & improving your client understanding

improve customer experience / value exchange

build trust

beat the competitors

digital transformation

opportunities.
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data security.
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data security.



infrastructure

software

network access

policies

insurance

#1. better security
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freely given

only the interested

valued

customer data.
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collection.

Newsletter 

Sign Up

Account 

Creation

Brochure 

Requests

Quote 

Requests

Booking

Contracts & 

Legals
Travel Details

Feedback / 

Complaints

Live Chat
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data sharing.
Live

Chat

Web

Site

Analytics

CRM

Bookings

Insurance

Hotel

Flights
Aviat.

Auth.

Email
Facebook

RLSA
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#2. single 

customer view.

CRM

SCV tools

APIs

Data security
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trust

consent

legitimate interest

data sharing

privacy

value

trust & experience
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sharing data.

72%
happy to share data

90%
want more control

Source: nVision Research – UK 18+ | DMA 2015
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what entices consumers.

58%

trust
30%

lower 

prices

30%

freebies

25%

known 

brand

20%

word of 

mouth

Source: nVision Research – UK 18+ | DMA 2015
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Unbundled: consent requests must be separate from other terms 

and conditions. Consent should not be a precondition of signing-

up to a service unless it is necessary to do so

Active Opt-in: no more pre-ticked boxes and opt-out may be 

questionable under GDRP. Use unticked opt-in (not as scarey as 

you might think!)

Granular: give granular options separately for different types of 

processing

Named: name your organisation and any third parties who will be 

relying on the consent given.

consent in practice
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ICO example

what do we think?

more control.
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sample newsletter sign up

how about…
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clear

concise

creative

interesting (?)

adding value.
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people’s data 
is valuable
so earn it!
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supermarkets
55% of customers trust their supermarket to deliver their weekly 

shop based on their normal buying habits

47% of customers trust their partner to do the same

#3. exploit the value exchange.

retailers
33% of customers trust their clothes retailer to send them 

something they’d like, in the right size and colour

45% of customers trust their partner to do the same
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#4. trusted 
by design.
privacy notices - no 
longer a foot-er note.
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what information is being collected?

who is collecting it?

how is it collected?

why is it being collected?

how will it be used?

who will it be shared with?

how to withdraw

what will be the effect of this on the individuals concerned?

is the intended use likely to cause individuals to object or complain? 

be transparent & honest.
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layering.
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context.
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why.
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use the guidelines

be really clear

for customers: show the value

for customers: show you care

for you: better quality prospects

better quality.
email 30% to 45% sign up

sms 10% to 15% sign up

post 15% to 25% sign up

phone 5% to 10% sign up
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#1. better security & controls

#2. better understanding of our customers (SCV)

#3. built on the value exchange

#4. trusted by design

#5. lifetime customers!

opportunity summary
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Nick Towers

Sitecore Digital Strategy MVP

nick@sagittarius.agency

@nick_towers

google sagittarius agency

thank you.
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