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World Federation of Advertisers: bringing together the world's biggest marketers
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GDPR is critically important for 59% of brand
owners

Q: Is implementing GDPR a priority for your organisation?
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Losing consumer trust is the biggest risk

Q: What are the biggest risks of GDPR ° o .
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non-compliance for your organisation? =~ tmestimeerent (st mportant)
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Reputational damage
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Risk of consumer litigation



70% of marketers not fully aware of the impact

Q: Do you think that marketers in your organisation are fully aware of the
implications of GDPR for future marketing campaigns?

Yes No Don’t know

7 o

Values represent percentage (%)



Difficult balancing act for marketers
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Connecting the dots ﬁ
between data stored across

different parts of the

> organisation is #1 challenge

for brand owners




GDPR requires different teams to work together
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Raising awareness is key

Q: What steps is your company taking to raise awareness of GDPR internally?

Internal Training Don’t know Nothing
communications
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Bridging the gap between legal and marketing
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Five things every brand owner should know
about the General Data Protection Regulation

aks
ack ¢,
cant, ontr] -
Dot thei i, crea
itoncen £ St
whogiet button 105 bars
they o ¥ Users
ant  chancy
0 casij,
o

* Maks
Getti
* Ea; Maoutofy,,
SVEESKu"Esmop":ESII 1o casier ang
inorau,, fast
9 <1 thap,

* Explain S0P insteg of el 9etting i
them fo, ¢ 5%rS why o chek
Do Want theiy jnge

N incan,
* Charly gy *Uences
adverg P BN vojge Elrhg?‘;*lﬂnsof“
® 9. 1 m,
u

1o uss) thelr

- (orare plan! s that
_‘,ra“sparenc\l . \ W,eusmg: copR a0 S
§ ess
 principks® personal utdata PO G L form,
neyisoneet theley Pa“ GOPR ‘,niormaun.\\ﬂ\’oo s cies and intelia!
Transpare! rection \ransparEncy P,o\-idei ma‘d i |anguade:
2] :2" additional o reauires P aing clear 2
introt ¢ companties o t©
forma
pligations b provd? m:e s of how




of Advertisers

2502 57 40

twitter @wfamarketers
youtube.com/wfamarketers

linkedin.com/company/wfa



