


The most forward-thinking brands are using the 
5 levers of value identified by RAPP research to reset 
their data relationship with consumers, and to set 
themselves up for a more profitable future: 

•  CHOICE – help navigate the options available

•  CONTROL – recognise the consumer is in charge

•  COMMUNITY – connect with consumers on a  
societal level

•  CLARITY – use simple, plain English

•  CONVENIENCE – provide utility as a result of  
the data collected

Not only do these 5 levers reset the data relationship 
between consumers and brands, they can also help 
change the customer experience to further enhance 
the loyalty and profitability of customers. Millennials 
in particular are being attracted to brands with a more 
modern approach to the value exchange. 

With a more open, transparent and honest approach to 
data collection, the possibilities for brands to use that 
data in significantly more sophisticated ways become 
potentially valuable. 

AI capabilities available to most businesses either 
as part of their existing in-house technology or as 
a simple addition, mean that brands can be more 
responsive, more targeted and more adaptive in 
their communications with consumers. Our ability 
to go beyond propensity to recognise and respond 
in real time recognising individual level, personal 
personality traits and to reflect that in the nature of our 
communications is proven to increase engagement and 
response. At RAPP we call this Adaptive Persuasion. 

There are a number of ways RAPP can help brands 
move forward into the post-GDPR world in order 
to harness the potential of consumer data to build 
brands, create value and deliver return on investment. 
From a simple data collection journey audit and 
recommendations or preference centre development, 
through to a reimagining of what loyalty means for 
your business or the co-creation of a ground-breaking 
Adaptive Persuasion programme.

Executive Summary

In a world where consumer expectations have evolved beyond legal compliance before the law even comes into 
force, smart businesses are making the data value exchange a brand issue, not just a data one. With high-quality 
video content fast becoming the go-to way for brands to set out their stall on data collection and privacy, we expect 
to see attitudes to data privacy as a key trust indicator for brands in the future.

WHAT DOES GOOD LOOK LIKE 
FOR MODERN MARKETERS IN 
A POST-GDPR FUTURE?



The last 12 to 18 months have been about getting 
GDPR-ready. Businesses have been heads down, 
auditing, arguing, agonising: What do we do? What do 
we need to do? What are the consequences of doing 
things differently? What is ‘legitimate Interest’ anyway? 
Nothing has been black and white, but nobody wants 
to be the first €20m test case. The good news is, we 
all made it. Though it might take a while to pay off the 
lawyers bills, we’re mostly compliant (or at least on  
the way). So that is cause for celebration in itself!

But do we now go back to our day jobs and put this 
legislative nightmare behind us?  
Do we now pat the data guy on the back and send 
them back to the basement office you didn’t even know 
existed a year ago? Or has the world changed forever? 
(Hint: the world has changed forever). 

Now is the time for a bit of a heads up.  
Time to look around and see how the landscape has 
changed. Time for the winners to emerge and the 
losers to get their act together.

CAN WE PUT THIS 
BORING DATA  
LAW STUFF 
BEHIND US NOW?

Our research into consumer attitudes to privacy 
and permissions suggests that consumers are way 
ahead of us. Their expectations far exceed GDPR 
compliance requirements. In fact, while many are still 
not even aware of GDPR legislation, it is beginning 
to awaken and embolden consumers to take greater 
control of their data and to more thoughtfully consider 
the implications of sharing their information with 
brands. High-profile investigations into the likes 
of the Cambridge Analytica affair and the resulting 
#deletefacebook campaign have stoked the fire and 
brought personal data security into the consumer 
press headlines. 

Consumers are increasingly aware of the value of their 
personal data and the degree to which they can determine 
its use. 40% of those we surveyed were sceptical about 
sharing data with companies.

They don’t see brands as having their interests at heart in 
the collection and use of their data. Just 29% of consumers 
surveyed said they thought that the data brands hold on 
them could be helpful or beneficial to them.

They don’t see the tangible value they get in exchange for 
sharing their data with brands. 70% of our survey said 
that no company has ever provided them with real value in 
exchange for their data.

GDPR 
COMPLIANCE IS 
NOT ENOUGH

“PROVIDING PERSONAL 
DATA SHOWS COMMITMENT 

TO A COMPANY –  
I EXPECT VALUE FOR THAT 

COMMITMENT.”

 Just 29% of consumers 
surveyed said they thought 
that the data brands hold 

on them could be helpful or 
beneficial to them.

40% of those we surveyed 
were sceptical about 

sharing data with 
companies.

70% of our survey said 
that no company has ever 
provided them with real 

value in exchange for  
their data. 

“I don’t trust any 
company with my 

personal data. I think 
they all pass it on to other 
companies who inundate 

you with adverts.”

“Anyone that has my 
personal data should be 

providing me with value for 
money – it’s my data and 

it’s not free”

“I don’t feel that they can 
be trusted not to sell my 

data on to others and  
I don’t think you get  
any advantages for 

sharing data.”



Some brands have taken a brave step to put themselves 
out there and make a clear statement about why they 
want your data, what they do with it and what you get in 
return. Not hidden in some terms and conditions. Loud 
and proud, as a core part of their marketing effort. 

ASOS, C4, The Guardian and EasyJet have gone beyond 
mere compliance to transform their privacy statements 
into engaging brand videos. Not only do they explain 
their policies, but they give customers a clear reason 
as to why their data is so important to their business 
as well as the customer experience of the brand. 

Openness. Integrity. Honesty. Transparency.  
Brand values all strengthened by taking a strong 
position on the data value exchange. And in a world 
where the Edelman Trust Barometer shows only 43% 
of the UK population trust businesses (down from 45% 
last year) marketeers have got a clear task ahead to 
regain trust in order to build consumer relationships 
that are profitable in the future. 

Now this is a brand opportunity. We expect to see more 
branded video content that makes your position on data 
say something about the future relationship you want to 
have with consumers. We haven’t seen attitudes to data 
collection appear in many brand trackers yet, but we 
predict it won’t be long.

AN EXPLICIT DATA VALUE EXCHANGE 
WILL BECOME AN IMPORTANT PILLAR 
OF YOUR BRAND

RAPP research shows that there is more to a value 
exchange than economic value (discounts and deals).  
In the last few months, our overloaded inboxes have 
been full of examples of brands using old techniques, 
like competition entries, to bribe consumers to hand 
over their data. Many brands, however, have chosen to 
use the new pillars of value to create a more modern 
data value exchange.

THE NEW PILLARS OF VALUE 
ARE A BIGGER COMMERCIAL 
OPPORTUNITY

Help navigate the  
options available

CHOICE
Recognise the consumer  

is in charge

CONTROL
Connect with consumers  

on a societal level

COMMUNITY

Use simple  
plain English

CLARITY
Provide utility as a result  

of the data collected

CONVENIENCE
Only 43% of the 

UK population trust 
businesses

Openness. Integrity. 
Honesty. Transparency. 

Brand values all 
strengthened by taking a 

strong position on the data 
value exchange.

Examples of brands that are pioneering with branded video content making a statement about what they stand for



“I TRUST MOBILE PHONE PROVIDERS 
WITH DATA BECAUSE MY MOBILE 
SERVICE FEELS PERSONAL AND 

TAILORED TO MY NEEDS, ACCORDING  
TO THE INFORMATION I PROVIDE.”

Open up the options. Facilitate discovery through clear 
and transparent organisation of information. This is not 
necessarily about offering greater consumer choice 
as we know that psychologically we create anxiety by 
providing too much choice (the choice paradox). 
This is, however, about helping people choose by 
creating a personalised customer experience that 
would be difficult to achieve without data. 

In our research we were able to increase the willingness 
to share data using the ‘choice’ lever by up to 91%. That is a 
potentially game-changing increase to your ‘opt-in’ base.

Challenger Bank Monzo uses the ‘choice’ value lever 
to great effect through its pioneering “Marketplace” 
service. Their Marketplace aims to create a single hub 
or “financial control centre” that enables customers  
to easily navigate the tricky landscapes of ISA, 
mortgages, insurance and energy switching  
all within their banking app. 

Imagine your app telling you your fixed-rate energy 
tariff is coming to end, while simultaneously suggesting 
you switched providers to save money; or picture being 
able to insure an engagement ring you’ve just bought 
through a one-click option post-purchase. Monzo’s 
Marketplace is still in development, but it looks set 
to use their customers’ data to deliver previously 
unimaginable value.

We were able to 
increase the willingness 
to share data using the 

‘choice’ lever by  
up to 91%. 

CHOICE

3 WAYS TO DRIVE CHOICE IN THE DATA  
VALUE EXCHANGE:

1.  Increase consumer transparency of the data you 
collect beyond legal compliance

2.  Help consumers navigate the options available to 
them using their data

3.  Use the data you hold to create an even better 
individual-level personalised experience

Help navigate the options available



The ‘control’ value lever is all about having the 
flexibility to operate on the customer’s term’s and not 
forcing their hand.

In the RAPP research, we were able to drive an 585% 
increase in willingness to share data by leveraging a sense 
of “control”.

A number of brands have successfully used control for 
re-consent campaigns. 

Both Halifax Bank and The Bank of Scotland 
encouraged their customers to “take control of how 
your data is used” when publishing their new privacy 
statements, while The Guardian and ASOS also stated 
“we want to give you more control” and “you’re in 
control” in their respective privacy policy statements.

However, the mere idea of control isn’t enough. Brands 
need to be brave enough to actually hand control over 
to the consumer not just to say they will. That means 
putting preference centres at the heart of the customer 
experience. 

Many businesses have now got clarity on what data 
they hold is GDPR compliant. Rightly or wrongly, many 
have also attempted a re-consent exercise. Some have 
changed their privacy policies. Others have reviewed 

their data collection operational processes. Very few 
have actually implemented good preference centre-
based customer experiences. Preference centres 
have a tendency to be a bit dull – a series of tick boxes 
mostly concerned with what the brand is going to keep 
filling your inbox with. But it doesn’t have to be that 
way:

ASOS have taken the initiative to give customers a 
choice on what they hear about – and they can choose 
to hear via email or SMS. They can select New Stuff 
(fashion drops, news and style advice); the ever-
popular Discounts & Sales; Your Exclusives (tailored 
rewards and account updates), and ASOS Partners 
(collaborations and handpicked offers from partner 
brands). In this way they offer customers some 
control over their inboxes whilst learning about what’s 
important to them.

We have also developed an innovative “Tinder-
style” preference centre for Christie’s – a brand for 
whom every single item of stock is unique, making 
determining individual preferences particularly 
challenging. However an engaging user experience 
allows brands to gather enough information to be able 
to make intelligent decisions about what content to 
surface to which consumers.

CONTROL
Put the customer in the driving seat

We were able to drive 
a 585% increase in 

willingness to share 
data by leveraging a 

sense of ‘control’.

3 THINGS WE SHOULD BE ASKING OURSELVES  
TO ACTIVATE THE ‘CONTROL’ VALUE LEVER:

1.  How can I make consumers feel more in control of 
the data I collect on them?

2.  What is the consumer data collection journey and 
how can I build consumer control into it?

3.  How could I make a data preference centre a more 
engaging customer experience?

Halifax and Bank of Scotland have leveraged the control value lever Modern Preference Centres will have more intuitive 
interfaces and enhance the overall customer experience



Make them feel their information makes a difference to a cause they feel part of. Or appeal to a sense of 
togetherness suggesting that customers need to opt-in to remain/become part of the community.

The RAPP research showed that a sense of community 
increased willingness to share data by 23%. Both 
Cancer Research and the RNLI demonstrate how 
“your tick” makes a huge difference to the success of 
their cause, a cause their supporters clearly connect 
with and feel passionately about. Manchester United’s 
brilliant multi-channel “Stay United” campaign appeals 
to a tribal sense of the “in group” using stadium 
billboards, social media and programme advertising to 
connect with its audience where they gather together. 

A sense of community is a bigger opportunity to build 
significant value at a brand level too. Where “loyalty” 
programmes were originally conceived as a way of 
collecting data from offline consumers in order to sell 
to them harder, today’s smart brands are reinventing 
“loyalty” to be truer to the actual meaning of the 
word, recognising the value in building and retaining a 
connection with their best consumers. 

Waitrose has never followed the traditional supermarket 
loyalty model. It’s ahead of its competitors in evolving 
its loyalty model to bring best customers closer to 
the brand and protect them from the advances of the 
discounters, start ups, farmers markets and the like. 
With the recent evolution of its much loved free tea and 
coffee proposition, to be more eco friendly, Waitrose 
is putting a stake in the ground for loyal consumers 
to gather around and make an active choice about the 
supermarket they choose to shop with.

COMMUNITY
Make customers feel part of something

The RAPP research 
showed that a sense of 
community increased 
willingness to share 

data by 23%.

Charities have harnessed a sense of community to drive their data value exchange

3 COMPONENTS OF LOYALTY THAT CAN IMPROVE  
A SENSE OF COMMUNITY FOR YOUR BRAND:

1.  Value playback – show me my place  
in the world

2.  Purpose – give me a bigger reason to  
choose your brand

3.  Exclusive generosity – make me feel like  
I get more back because I choose your brand

Manchester United harnessed a sense of community  
in their multi-channel campaign

Brands must consider what loyalty really means  
for their business. Waitrose is pioneering in the 
supermarket sector



Clarity

Delivering certainty through simple, easy to 
understand language. Clarity enables customers to 
feel confident in the value exchange because they 
understand exactly what is required of them and why.

EasyJet, Clydesdale Bank and Channel 4 all use 
clarity to great effect in their data promises. All 
three brands make it simple to understand not only 
why they need customers’ data, but also how they 
use it. EasyJet and Channel 4 use engaging brand 
videos to explain their policies in plain English, while 
Clydesdale Bank made clarity its raison d’être with 
their privacy policy communication titled “giving you 
a clearer view on your personal data”.

The smartest brands are in fact going beyond re-
consenting or even evolving the data value exchange 
statements and re-engineering their entire customer 
experience around the new pillars of value.

This is opening up new customer fronts particularly in 
established markets where the race for market share 
is key to business success. 

By building congruence between the data value exchange 
and their core operations, brands can further strengthen 
their credibility and consumer trust. Brands that are 
doing this are also reducing the reliance on discounts and 
deals to build a more meaningful, long-term relationship 
with their consumers. The marketing industry has long 
talked about the value of growing loyal customers 
over the crack cocaine of new customer acquisition. 
It seems that this is finally happening with surprising 
industries such as Financial Services leading the way. 

Convenience

Make it easy and useful. Customers have limited 
bandwidth, if your action is not easy and, increasingly 
not digitally native, your value exchange will fall down 
at the final hurdle. 

ASOS utilises convenience to great effect in their 
emails with easy, prominent call to actions for ‘keep 
sending me this’, ‘change my preferences’ and ‘opt me 
out’ in their emails, allowing customers to take their 
required action at any time with minimal clicks.

HYGIENE PILLARS:  
CLARITY AND CONVENIENCE

PRIVACY BY DESIGN

It should go without saying that simplifying language and making it easy for consumers to share their data will 
improve data collection success. Sadly, this is where many brands fall foul of internal processes and legacy 
organisational infrastructures that mean workarounds are created and compromises are made.

“Last time I brought a 
car my data was sold 

on. The consent to this 
was buried deep in the 
very small print which I 
thought was deceitful”

EasyJet make things crystal clear with video content

“THEY WILL 
HOPEFULLY USE THE 

DATA TO IMPROVE 
SERVICE AND TO 
TAILOR SERVICE 

AND OFFERS TO MY 
NEEDS.”



The number of briefs we see that are from established 
brands who want to attract a new millennial audience 
is astonishing. But it is exactly this younger, more data-
savvy audience that will take one look at your barely 
GDPR-compliant data policies and choose to take their 
business elsewhere. Expectations are being set not by 
the biggest, richest brands but by the start-ups and 
fintechs, and younger audiences that are lapping it up.

Over 40% of Millennials feel that brands can use 
customer information to be helpful or beneficial to 
consumers – significantly higher than just 18% of 
over 55s. However, brands are failing to deliver on 
their expectations with just 19% saying they have ever 
experienced value in exchange for their data.

The Financial Services sector has some interesting 
innovators in this space. Mobile first challenger banks 
like Monzo and Starling are disrupting the established 
order through dynamic user interfaces that deliver 
customers clarity, control and choice through spending 
analytics and innovative displays.

Fintech start-ups Chip and Cleo plug into existing 
accounts and use a friendly messenger style AI to 
help users understand their budget and save money. 
With open banking now in effect, banks with the data 
value exchange at their centre will become even more 
powerful meaning traditional high street banks need to 
innovate or imitate to meet this new challenge.

ACCESSING  
NEW AUDIENCES  
REQUIRES BETTER 
PRACTICE

Over 40% of millennials 
feel that brands can use 
customer information to 

be helpful or beneficial to 
consumers – significantly 

higher than just 18% of 
over 55s.

19% of millennials say they 
have experienced value in 

exchange for their data.

“I SPEND HARD EARNED MONEY  
ON THEIR PRODUCTS AND A GROWING 

RELATIONSHIP TO MY FAVOURITE BRANDS, 
I WOULD APPRECIATE THEM TAKING THE 

TIME TO UNDERSTAND ME BETTER.” 

New financial Services brands are innovating the whole customer experience and are winning new audiences



Now, we can no longer hide behind a tiny tick box at 
point of purchase to maximise data collection. In order  
to develop more relevant and more impactful marketing 
communications, we have to think about it as a journey. 
In human relationships we don’t start every new 
interaction with a long list of questions. As brand-
consumer relationships evolve they are becoming more 
natural: key transactional information at initial point 
of contact, with richer data gleaned further into the 
relationship. We call this the data collection journey 
and have been helping forward thinking brands map 
theirs out.

Good data collection is about mixing observable 
data alongside given data. Customers are constantly 
changing: their tastes, interests and income are all 
liable to change. Amazon preferences set when you’re 
27 and single will look very different to when you’re 35 
with a newborn. It’s why Netflix doesn’t personalise 
content from the initial preferences you give them, but 
the constantly changing viewing data you supply.

We recently worked with American beauty giant Coty 
(Rimmel, Wella, Clairol etc.) to create a global data 
collection journey across 26 different markets.  
Within this process we mapped out all the instances 
where customers gave any PII data, recorded what 
systems captured this data and gave recommendations 
for data enhancements that will improve their 
marketing capabilities.

Looking at this as a marathon rather than a sprint is 
allowing brands like Coty to maximise data collection 
and minimise consumer irritation and opt out. Each 
data point collected has a clear data value exchange, 
and each data collection point serves as a reminder to 
the consumer of the covenant they have  
entered into.

DATA COLLECTION IS 
NO LONGER A ONE-OFF 
BINARY EXERCISE,  
IT’S THE NEW NORMAL

If Cambridge Analytica could sway the Brexit vote and 
elect Donald Trump into the White House with a bit of 
data scraped from Facebook profiles, imagine what 
smart brands can do with legally acquired data that 
comes with full consumer compliance?

Whether you want to persuade a customer to click 
your button, download your app, subscribe to your 
thing or purchase your product, the more you know 
about that individual customer the more likely your 
success. The key is to build up a “persuasion profile” of 
each individual customer and to use that to deploy not 
only the messaging that will attract and convert that 
customer, but also the individual persuasion techniques 
we know will work harder on that individual at the time 
they are most engaged with your brand. 

The opportunity goes beyond how most businesses 
are currently using data – broad-brush segmentation 
attempts or even propensity modelling. It even goes 
beyond behavioural targeting which is becoming more 
prevalent, and improving relevance and timing for 
many brands already. “Adaptive Persuasion” is using 
explicit and implicit data sources to determine for every 
individual your brand knows:

  What they will be most interested in

  When to engage them 

  How to persuade them to take action

WE’VE ONLY SCRATCHED THE 
SURFACE OF WHAT GOOD DATA 
CAN DO FOR YOUR BRAND

Because of this, we recommend brands operate 
an 80:20 ratio in favour of observable data points. 

“If they don’t [provide 
value in exchange for 

personal data] I will go 
elsewhere and I expect 

them to know that.”



Adaptive Persuasion is the next evolution of data-
driven marketing capability. It profiles consumers not 
just based on their propensity to want your product, or 
on their behavioural buying signals, but also on their 
individual preferences and predilections for certain  
offer-types or heuristic techniques. 

RAPP research into the predisposition of certain 
personality types to respond to different heuristic 
techniques proves there is significant response  
uplift to be had by brands who cater to individual 
psychographic profiles. An independent academic  
study into the affect of personality on response has 
also shown that as much as a 54% increase in response 
can be gained by tailoring messaging to personality 
types profiled using implicit proxy data. 

Brands do not need to ask customers to take a lengthy 
personality test in order to develop persuasion profiles. 
Using machine learning capabilities, brands can build 
persuasion profiles based on existing data gleaned 
throughout the data collection journey. However, in 
order to take advantage of these next-generation, 
data driven marketing techniques brands must gain 
consumers’ trust that the data value exchange goes 
both ways.

ADAPTIVE PERSUASION: 
THE FUTURE OF DATA-DRIVEN 
MARKETING

54% INCREASE IN RESPONSE CAN BE 
GAINED BY TAILORING MESSAGING 
TO PERSONALITY TYPES PROFILED 

USING IMPLICIT PROXY DATA. 



Every organisation now by law must have an appointed 
data protection officer. Unfortunately, this is one area 
where we believe the GDPR legislation potentially sets 
businesses back in the quest for better data practices. 
While it’s great that every business now has one 
person responsible for data protection, this is likely 
to mean that everyone else in the business becomes 
less responsible. Because the future nature of data 
collection is ongoing and always evolving, across 
multiple touchpoints and includes incredibly personal 
psychographic information, every employee needs to 
have responsibility. 

No longer is it just the smart data guy you sent back to 
the basement who controls the data value exchange. 
Every employee in your business should understand 
data security and what best practice data collection 
looks like.

As of now, let’s stop talking about GDPR, re-consent 
and compliance. 

Our job as marketeers has changed because our 
consumers’ expectations have changed. Data security 
is everyone’s business but responding to consumer 
needs is our business and our consumers need Choice, 
Control, Community, Clarity and Convenience.

Many companies have started to recognise that there is 
a data value exchange and are using these value levers 
to engage successfully with the modern consumer 
at a brand level. Most brands could do more though. 
Whether it is reinventing the out-dated preference 
centre and putting it at the heart of your customer 
experience; re-imagining the role of “loyalty” for your 
business or truly simplifying your legacy operational 
processes that get in the way of best in class customer 
journeys, the most successful brands will be those 
who continue to evolve. Those who do will be able 
to take advantage of the potential for richer data to 
supercharge your commercial success.

Adaptive persuasion is the future of modern 
marketing: Adaptive because it is responsive to the 
data signals that consumers give us in real time. 
Persuasion because we know enough about the 
individuals to tailor not only what we sell them but  
how we sell to them. The capability is available now.  
Will your brand be among those that earn the right  
to use it?

ALL EMPLOYEES ARE AN  
IMPORTANT ASSET IN  
DEFENDING AGAINST FAILURE

IN SUMMARY



1.  Industry specific insight – Take a look at our 
research and data specific to your industry to see 
what consumer expectations look like for your 
business. Talk to our team about how you can learn 
more from our work in your industry, drawing in 
insights from other industries we’ve done work for.

2.  Loyalty workshop – Working with an experienced 
multi-discipline team across data, technology and 
strategy, our workshop will help you to identify how 
to build a modern loyalty programme that goes 
beyond data collection to deliver a clear return on 
marketing investment.

3.  Data value exchange audit and recommendations 
– Using our proprietary research on customer 
attitudes to data privacy and the modern meaning 
of value, we will help you to create new value 
propositions capable of persuading your customers 
to share much richer information about themselves.

4.  Data collection journey audit and recommendations 
– A review of the data you collect throughout the  
life of your customers and recommendations of  
how to manage it better for improved all-round 
customer experience.

5.  Adaptive persuasion programme – Develop 
persuasion profiles for your customers and  
build adaptive programmes of activity to improve 
individual-level response at scale. 

WHAT RAPP CAN OFFER

IF YOU’D LIKE TO KNOW MORE GET IN TOUCH 
WITH CHRIS BUCKLEY, SVP BUSINESS 

DEVELOPMENT AND MARKETING 
 

CHRIS.BUCKLEY@UK.RAPP.COM



Shiona leads the Strategy team at RAPP. Shiona has 
driven major changes in communication strategies, 
leading to significant commercial successes across 
a range of clients. She has also worked client side, 
including Virgin Wines where she pioneered e-crm best 
practice and as Group Marketing Director at Harper 
Collins where she led digital transformation initiatives.

Shiona McDougall,  
SVP Strategy, RAPP UK




