Consumer
Trust

October 8, 2024 AXEE R > * . .. . -. a °. ® o 0 °,. ...-.,..o.. > o
......0. oo’ - . ® _ o ! ey <
- - - > » » . . . .. .... © e . » k2 o e o .. ... .. »
r'e o ) ® g0 ?® . . * o o %, g €
S A BANN A AR ALY .o .. ’. % ::..o_... .
. » e 5 = » » P P ....‘.0.. &

BDO USA, P.C., a Delaware professional service corporation, is the U.S. member of BDO International Limited, a UK
company limited by guarantee, and forms part of the international BDO network of independent member firms.



( co@" Consumer
,‘L) Trust

Part 1

Privacy as an Enabler:
Marketing Strategies _¢ |
in the Age of 7R
Data Privacy [

BDO USA, P.C., a Delaware professional service corporation, is the U.S. member of BDO International Limited, a UK
company limited by guarantee, and forms part of the international BDO network of independent member firms.



Learning

Objectives
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|ldentify how new and upcoming regulations impact the way
companies are able to leverage customer data and market to

their audiences.

Discuss ways the Privacy Officers can position themselves as an
enabler to their marketing stakeholders.

Describe innovative privacy-first, marketing strategies that will
enhance customer trust, increase lead quality and conversions,
and provide a competitive advantage.




Agenda for Today

WITH YOU TODAY

Tom Svec

Marketing Technology

ning Remark Intr ion
Opening Remarks & Introductions Practice Leader, BDO

Current Privacy Landscape & Impact on Marketing Taryn Crane

Privacy & Data Protection
Practice Leader, BDO

Ways for Privacy to Enable the Business
Hilary Cook

VP, Global Marketing
Evolved Marketing Strategies Operations, Marriott
Chris Zheng

Q&A VP, Customer Data
Activation & Audience

Strategy, Marriott
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Tell us your role:

Legal, Compliance, or Privacy
Marketing or Customer Experience
Technology

Finance

Other
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Privacy Landscape &
Impact on Marketing
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Privacy Landscape
GROWING REQUIREMENTS ACROSS THE GLOBE

Since the EU launched the GDPR in 2018, there has been a steady rise in modern data

privacy regulation across the world.

Figure 1: DataGuidance Global Privacy Law Map
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COMMON THEMES

Transparency

Notice

Consent

Vendor Due Diligence

Data Sharing




Regulatory Actions
BY THE NUMBERS

By monitoring regulatory activity and analyzing enforcements, we can course correct our own programs to avoid similar issues.

$ 1 2 CA AG FINED SEPHORA

€ 6 O €4O ° ;'Z_‘r!\-l;';EOTSTPOISUCTLPSE SALE OF
MILLION MILLION

MILLION CNIL FINED CRITEO

“FAILURE TO

ENIL FINED FACEBOOK ADEQUATELY
DIFFICULTY REFUSING
COOKIES” COLLECT AND
STORE CONSENT”

ITALY & SPAIN FINED

€8 MiLLION MILLION VODAFONE

LUXEMBOURG FINED AMAZON “MARKETING ACTIVITIES
CNIL FINED APPLE “FAILURE TO OBTAIN CONSENT” “USE OF IMPLIED CONSENT” WITHOUT CONSENT”
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Let’s Dig In
UNPACK THE STATS
We often hear marketing teams concerned about the loss of data due to opt-in consent requirements and data sharing constraints.

They are not alone...

92.8% | 65% | 60%

OF ADVERTISERS ARE CONCERNED ABOUT OF USERS OF INTERNET USERS
WORRY ABOUT ARE WILLING TO

POTENTIAL LOSS OF THIRD-PARTY COOKIES
EXCESSIVE EXCHANGE DATA FOR

COOKIE USE DISCOUNTS AND
INVADING THEIR PREMIUM SERVICES

0 OF GLOBAL MARKETING PRIVACY
LEADERS RELIED ON
o THIRD-PARTY COOKIES
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Lead Conversion Success for Opt-ins
IMPROVE QUALITY WITH OPTED-IN LISTS

Studies have shown that consumers are far more likely to be actively engaged with a brand if they have explicitly opted in.

10,000 Passive Opt-in Email Addresses 10,000 Explicit Opted-in Email Addresses

15% Open Rate = 40% Open Rate =

1,500 Opens 4,000 Opens

QUALITY
2% Click Rate = 5% Click Rate =
30 Responses QUANTITY 200 Responses
10% 10%
Conversion Conversion
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Knowledge Check:

Do you feel like your privacy program is well-
integrated with your business in a way that is
enabling growth?

a. Yes, absolutely
b. I’m undecided
c. No

(B CONSUMER TRUST WEBCAST SERIES
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Privacy as an Enabler
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Privacy Enabling the Business

RELATIONSHIPS LOW-FRICTION FLEXIBILITY OF CREATIVITY &
AND VALUE-DRIVEN PRIVACY DESIGN CONSUMER TRUST
COLLABORATION OPERATIONS
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Knowledge Check:

Have you adopted any of these strategies at
your company? Which has been the most
effective?

a. Relationships
. Low-friction Privacy Operations
. Flexibility of Design
. Creativity and Trust
. None yet - can’t wait to try these out!
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Creative Ways to
Build Trust
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PRIORITIZE TRANSPARENCY
TrUSt L.ifec Cle . Just-ip-tim'e notice, and
y information gives users better
understanding of how their data is
being used, making them more
likely to opt-in.

It is critical that

organizations adapt in the SELF-MONITOR

near term to future proof For elements like website ’ UXx DI;SIGN

their marketing strategies and mobile app compliance, Don’t be afraid to apply UX
for continued evolution of build in monitoring and design to privacy notices,
regulatory requirements regression testing for each language, and other

compliance activities. Consider
automation for reduced
friction in user experience.

) feature deployment.
and consumer expectation.

TRUST IN
MARTECH

PREFERENCE &
PERSONALIZATION

Lean into preference centers,

giving users more control of

their data and businesses the
ability to personalize.

BUILD GOVERNANCE
Build collective digital
governance policies and
procedures that balance
goals of both
departments.

DATA-SHARING PARTNERSHIPS
Consider other avenues for data collection,
such as partnerships, to entice customers with
other offers, benefits, and experiences.
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Did someone say...cookies?

We value your privacy. We use cookies to provide a user-friendly experience, analyze
website traffic and offer you personalized advertising. To learn more about cookies, view
our Cookie policy. By clicking "Accept all cookies", you consent to the use of all cookies,

unless you have disabled them.

Playful

jetBlue

Privacy Policy
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POLICY

Alighment
W]th TOne Of QUICK LINKS You trust us with your

w > personal information, so we
Qur Commamens To Yeu

B a nd . strive to always be clear and

©rvacy Netics honest cbout how C]nd Why

ticketmaster weowillugeit

Vhat Information We
Hove & Whess Wa Get it

Read more about what we
How We Use Your collect, along with your
nfermation & Why

choices and rights.

VWho We Share Your Doto
With & Why
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Enjoy the ride — and your
privacy

AL LyfL, data privady & gat of yo penence,

Alighment
. We rely on data to help riders and drivers get from A to B, and we work hard to protect your privacy in the

] ro u C process. Our Privacy Policy sets forth the details, and these principles are our guide.

[ ]
or Service:
°

A matter of trust

151 dArives 3 torward, and raspecsing your prvacy is

g &nd keegirg the! usl, We work 10 2uikd
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You own your privacy.
Weprotect it.

Slogans &
Taglines:
Samsung

Samsung's Privacy Principles
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lconography:

McDonald’s
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McDohald's Global Customer Prlvacy
Statement Overview

Information We
Collect & Process

Thie MeDicrakds entity i pour jurisdiction Mae’]
enllets nfarmetioe that v prosdeks foous;
Irfremiatian that 15 created subamatically when you
vz cur tachnology solutions; information that we
racive [rorm tind pan s including other BoDonshis
enitities; ord mlorration that is paldicly svailatle—non
A Trntgh your secisl mecks Intaractiong,

Bz Full B Slastermer

How We Use The
Information We
Collect

W use poir persanal Infoation te personallre ard
Improve wour customer exparience and o prosics our
producis and servicss Lo wou in news nnovstive weys
Wiy il wlue use vour inlorrmation L infonm yeo sk
car ared ur partaers progusts and sendces,

Raacl Mz

foye)

How We Share Your
Information

W riay shara your infarmation «ihin tha e Donalos
Famlky, which Irciudes Melanaid's Carporation, s
subsldiaries and Molionakd's franchises s, and our

wandors.




we have about yo

you exercize greater cantrol over cata

Multimedia:
American
Express

e choices ang you can easdy manage them st any trme

call the numberan th
0 revie
W we communscate with you. whather Oy

¢ to recaive from L2

3. Your cheices on whether we can sha
commercial partnars

nout ralgtad 1o onking target

tyouareaCy
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Knowledge Check:

Can you name any brands that do this well?

a. Yes
b. Only a few come to mind...
c. No
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Questions?
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Privacy as an Enabler:
Privacy Technology
& Automation

Join us on
November 14
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About BDO USA

At BDO, our purpose i is helplng pe le\t very day. T&gether we are focu
sustamable mes — fqr our p and our communities. A
through ou*globa orgamz ion, BDO pro ssio 1s prOVIqe s‘§urance
clients. ' vy

BDO is the brand name for thO'BDO*network and for eac f the BD( 0
professional corporation, is the U.S. member of BDO Interns%
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