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How long can your business
survive without data?



Consumers are rebelling

Marketers: Anxious OVer {05 10's easy unsubscribe option’

This report says you're right t0 be

the {0510 unsubscribe numboers since shortly after the p
eters. butthere 1 @ bright spot.

|atform launched. What it

Yesmail has been crunching
discovered 1S had news for mark

By Brandon Vigliarolo ¥ | November 14, 2016, 10:35 AM pST

Mixed revi
views for the effects of the data they've already shared
are

April 17, 2017

Despite expectations of

z‘o mmm;jem say
em with real value i
value in ex
¢ dﬂgeﬁr 1hes
err data.




Our research has indicated the scale of the challenge

00% of businesses are still unprepared tor GDPR






Brands are being penalised —1'he ICO have sent a warning

Sﬁn LIVING  MONEY  MOTORS  TRAVEL TECH  SUNBETS = SUN BINGO lI

Flybe fined for sending 3.3 million unwanted
UNSUBSCRIBE ME Flybe fined emails

£70,000 for sending millions of & 25 e 2017 Tochnoioes P
unwanted marketing emails

The Information Commissioner’s Office warned firms to respect
customers' data wishes

I~

By Sophie Christie, Digital Consumer Reporter
27th March 2017, 1:06 pm ’ Updated: 27th March 2017, 2:55 pm

— ICO sets GDPR agenda with Flybe
00 Nl and Honda scalps

FLYBE, the Exeter-based airline, has been fined £70,000 for sending millions of
marketing emails to people who did not want to receive them.

&

An investigation by the Information Commissioner's Office (ICO) found that the
carrier deliberately sent more than 3.3million unwanted emails to customers.




Welcome to the Data Apocalypse

A world where A world where A world where
only 20% see almost 2/3rds of this depth of
sharing personal consumers feel feeling is plunging
data as a way to get ‘out of control’ or & us towards a
more value from ‘worried’ about . data-sharing
companies. W8 sharing their data. #S ‘recession’.

The data value exchange is broken e
o= A e | \,‘q.\;-‘ t.& - S B ,
A= Bocesy - - 2 s,
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Relationship expectations can be categorised in these 4 ways

Fulfil my Provide me with Give me Understand

bastc needs guidance and support something new everything about me

UNDERSTAND,




We have been able to improve the data value exchange for every sector

Increase in

Original value  Willingness New value willingness
exchange to share exchange
9 9 to share
Shanrg my sgending/ Racewing ‘inancial
cavirg habits . advice inreturn for my .
with a bank . saving/spending habits £
Sharing my mooc with
Staring infarmation . a bank so that they can
f'| .n. . ‘?f\ '-
about my current g gve me a adwice or how 2%
maooc wath my bank my Moog i(npacts my
sgending habits
__— " A perseralised health
Sraring infarmation insurance policy that
atou: My medical . SUTarEE PRIy &
INSURANCE histary with an 23% taok into accourt my +3%%
Irsurarce companry lifesiyle, health ard
exercise habits
Receving exclusive
Sharing my locatian N In-store offers from

7% clothes stare in +85%
reture far my Location
and preferances

FASHION vath a fashion brand

A gersonalisec travel
itinerary based
L% or my budget +91%
and greferanceas

Sharing my spercing/
saving habits
with an airline

Sharing infarmation Racawing surprise

atou: my greferrad 12%, travel suggestiors +68%
leisure acivities tased on my
woth ar airlire Lfastyle habits

Racewing space for a blog
pos: an a hatel wabsite in
17% exchange for informatian +15%
relating 10 my preferrad
leisure actimties

Sharing infarmation
atou: my grefarrad
leisure acivities
with a hotel

Sharing informatian
about my lecation with a
mabile prawder e +57%
exchange for a frea tnal
o' thair naw sarvicas

Shanrg my lacauar 15%
with a mabile telco '

MOBILE TELCO

UNDERSTAND,




: UNDERSTAND, ADAPT, THRIVE, '




anks and insurers reflect the right relationshp
excpectations in their brand communications

B

/‘,,

ﬁ
= Money for ice cream

= without your wallet.

Helpful

banking MOg'C.

HISCOX

AS GOOO AL OUN 'WOND

Only the NatWest Mobile app lets you
get cash without your debit card.

Easy. Fast. Secure.
Get Cash lets you take out up to £250 per day from

our UK cash machines, when you have at least £25
in your account (including any overdraft facility).

Search: NatWest Mobile app

SWITCH
GUARANTEE

As your home becomes more important,
YyOu Need an msurer you ¢an rely on,

NEW

\.;»,\

Iove u- J anymQEe

-

P?’U”Z.de me ”/Z.Zb LIS DS LLOYDS BANK
guidance and support

Home Insurance

UNDERSTA

\ND,




But when 1t comes to the data value exchange. ..

Data protection notice
Your information will be held by Lloyds Bank plc which is part of the Lloyds Banking Group.

The Lloyds Banking Group includes us and a number of other companies using brands including Lloyds Bank, Halifax and Bank of Scotland, and their
associated companies. More information on the Lloyds Banking Group can be found at www.lloydsbankinggroup.com.

Your personal information will be shared within the Lloyds Banking Group so that we and any other companies in our Group can look after your relationship
with us. By sharing this information it enables us to better understand your needs, run your accounts, and provide products in the efficient way that you
expect.

We will share your personal information from your application with fraud prevention agencies. If false or inaccurate information is provided and fraud is
identified, details of this fraud will be passed to these agencies to prevent fraud and money laundering. Further details explaining how information held by
the fraud prevention agencies may be used can be obtained by reading the privacy notice or contacting your local branch.

We may ask you to provide physical forms of identity verification when you open your account. Alternatively, we may search credit reference agency files in
assessing your application. The agency also gives us other details and information from the Electoral Register to verify your identity. The agency keeps a
record of our search, whether or not your application proceeds. Our search is not seen or used by lenders to assess your ability to obtain credit.

Lloyds Banking Group companies may use your information to contact you by mail, telephone, email or text message about products and services that may
be of interest to you. If you do not wish to receive this information you can change your preferences online by selecting the ‘Change details’ link at the top of
the page whenever you are logged on to Internet Banking.

It is important that you understand how the personal information you give us will be used. Therefore, we strongly advise that you read our Privacy Staement,
or you can ask us for a copy. By continuing with this application, you agree to your personal information being used in the ways we describe in our Privacy
Statement. Please let us know if you have any questions about the use of your personal information.

[ Yourinformation will be held by Lloyds Bank plc, which is part of the Lloyds Banking Group, and it's important that you understand how the personal
information you give us will be used. Therefore, we strongly advise that you read our Privacy Statement, or you can ask us for a copy. By ticking the box,
you agree to your personal information being used in the ways we describe in our Privacy Statement. Please let us know if you have any questions
about the use of your personal information.

] Please tick the box to confirm that you accept the conditions. Also tick to confirm you have received the Financial Services Compensation Scheme
information sheet. It's important for you to read these, as they reflect our agreement with you.

UNDERSTAND,
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"THE VALUE EQUATION













What can we do to drive value perceptions?

We identified 3 key levers:

DO X

CHOICE CONTROL

ADAPT,




The meaning of value has evolved

CHOICE CONTROL

— —

Open up Don’t back me I want to be

1) OprIons. into a corner. part of something.
|

Inspire me Empower me Connect me

Make discovery intuitive Remove restrictions Make me interesting
Don’t hide anything Operate on my terms Be a good citizen

How we make money
i i ite i and butter. We want to be clear on ho

The basics of how we get paid

Don't hide anything Operate on my terms - Be agood citizen

w
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10 things you need to have addressed before the new GIDPR comes into force

Consent given freely, specific, informed and unambiguous
Full disclosure given before data collection

Ability to exclude some or all data from profiles

The right to be forgotten & right to portability acknowledged
Appointment of a data protection officer

Security breach notification procedures

Privacy impact assessments

Ensure 3" parties you transfer data to are compliant

e NS D=

Ensure companies/countries outside the EU are compliant if transferring data to them

10. Insurance policy review for scope and limits of coverage

THRIVE,



When you stand at the bottom of a mountain,

you can rarely see a clear route to the top. 1t is too
far away and the path is twisty and hidden
behind obstacles. T'he only way to climb the

maéer I5 10 start — ar(ﬂa’ z‘/oeméeep Dutting one

';/Wbe}" One step'at a time.

o




1he data apocalypse can be a catalyst for positive change.
Choose your next step carefully:

l
N

'

" -

| - Will you fall foul of | | Apre you asking for
the GDPR Do you delsver against data at the right
. customer expectations?
regulations?
T ——

GDPR COMPLIANCE AUDIT DATA

PROGRAMM
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VP, NEW BUSINESS & MARKETING

Shiona McDougall

SENIOR VICE PRESIDENT STRATEGY

Jon Pollard
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