
With the new pro-consumer data legislation, RAPP’s research identifies how to go beyond compliance and change the data conversation. 



BEAR GRYLLS’ 
Rule of Threes 

3 minutes without air 
3 days without water 
3 weeks without food 

How long can your business 
survive without data? 



Consumers are rebelling 

  

70% 
of consumers say no company has ever provided 
them with real value in exchange for their data. 



Our research has indicated the scale of the challenge 

50% of businesses are still unprepared for GDPR 



GDPR will force companies 
to destroy any “ZOMBIE” data 
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We even have zombies 



Brands are being penalised –The ICO have sent a warning 



This conflict leads into a data apocalypse  
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Welcome to the Data Apocalypse 

The data value exchange is broken 

A world where 
almost 2/3rds of 
consumers feel 

‘out of control’ or 
‘worried’ about 

sharing their data. 

A world where 
only 20% see 

sharing personal 
data as a way to get 

more value from 
companies. 

A world where 
this depth of 

feeling is plunging 
us towards a  
data-sharing 
‘recession’.. 
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The new rules 
of engagement 

To meet new consumer 
expectations of value 

In a future that puts control in 
the hands of the consumer 
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Fulfil my 
basic needs 

Functional 

Provide me with 
guidance and support 

Give me 
something new 

Understand 
everything about me 

Supportive Creative Personal 

Relationship expectations can be categorised in these 4 ways 



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



How does this work in Banking & Insurance? 
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Banks and insurers reflect the right relationship  
expectations in their brand communications 

Provide me with 
guidance and support 

Supportive 

Fulfil my basic needs 

Functional 
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But when it comes to the data value exchange… 

Privacy Statement 



What happens when we leverage the supportive relationship expectations? 

“Willing to share information about 
my current mood with a  bank” 

7% 

“Interest in… sharing my mood with a bank so 
they can give me advice on how my mood 

impacts my spending habits” 

25% 



A positive result that applies to insurance brands too 

“Willing to share information about my medical 
history with an insurance company” 

23% 

“Interest in… a personalised health insurance 
policy that took into account my lifestyle, 

health and exercise habits” 

38% 
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THE VALUE EQUATION 
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What I pay 

What I get 
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What I get 

THE VALUE EQUATION 

What I pay 
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THE VALUE EQUATION 

What I get 

What I pay 
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THE VALUE EQUATION 

What I get What I pay 



What can we do to drive value perceptions? 
We identified 3 key levers: 

 

CHOICE 

 

CONTROL 

 

COMMUNITY 



24 

The meaning of value has evolved 

CONTROL 

Don’t back me 
into a corner. 

Empower me 
Remove restrictions 
Operate on my terms 

CHOICE 

Open up  
my options. 

Inspire me 
Make discovery intuitive 

Don’t hide anything 

COMMUNITY 

I want to be 
part of something. 

Connect me 
Make me interesting 

Be a good citizen 

Don’t hide anything Be a good citizen Operate on my terms 
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1.  Consent given freely, specific, informed and unambiguous 

2.  Full disclosure given before data collection 

3.  Ability to exclude some or all data from profiles 

4.  The right to be forgotten & right to portability acknowledged 

5.  Appointment of a data protection officer 

6.  Security breach notification procedures 

7.  Privacy impact assessments 

8.  Ensure 3rd parties you transfer data to are compliant 

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

10.  Insurance policy review for scope and limits of coverage 

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



BEAR GRYLLS 
A survival guide for life. 

When you stand at the bottom of a mountain, 
you can rarely see a clear route to the top. It is too 
far away and the path is twisty and hidden 
behind obstacles. The only way to climb the 
sucker is to start – and then keep putting one 
foot in front of the other. One step at a time. 
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Will you fall foul of 
the GDPR 
regulations? 

GDPR COMPLIANCE AUDIT 

Do you deliver against 
customer expectations? 

DATA VALUE EXCHANGE 
PROGRAMME 

Are you asking for 
data at the right 

moment? 

DATA COLLECTION JOURNEY 

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



29 69 

Shiona McDougall 
SENIOR VICE PRESIDENT STRATEGY 

RAPP 

Jon Pollard 
GLOBAL SOLUTIONS DIRECTOR 

RAPP 

Laura Holme 
VP, NEW BUSINESS & MARKETING 

RAPP 


