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Ipsos paid GfK 100m for a 
business which will 

contribute 200m in 2019

SAP paid 8Bn for a 
company which will 

generate 370m

The importance of DigiTechlogo



The new eco-sphere conundrum

Just because you can,

does it mean you 
should?
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logo We are NOT Cambridge Analytica!!



We’ve got to draw the line on unethical behaviour,

But let’s draw it in pencil





A recent poll showed that of major U.S. 

internet companies, Twitter is the least 

trusted when it comes to keeping data 

secure. 

Of course, no company has a fail-safe 

method of data protection and the 

consequences of a leak can be severe. 

As well as the negative effect on public 

image and reputation, the infographic 

shows the average monetary cost of a 

data breach. 

As reported by IBM Security and the 

Ponemon Institute, the costs are the 

highest in the U.S. with the average 

incident bearing a price tag of $7.91M. 

Although one may assume that such leaks 

are always caused by criminal activity, 

25%  of the cases examined were actually 

due to human error.

https://www.statista.com/chart/9903/trust-in-companies-to-protect-personal-data/




HERE in numbers
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Key take aways

1. Strong lack of trust in data collectors –
sharing location data especially sensitive.

2. One third of consumers are very restrictive 
in granting access to their location data.

3. Consumers do not pro-actively check and update 
their location data settings; they 
turn on and off data access as needed.

4. Consumers are most willing to share 
their location data with map/navigation 
& weather services.

5. Consumers would share their location 
data with drones and autonomous cars 
in futuristic scenarios.

6. Greater safety in the car is the most 
attractive benefit for consumers.

7. Consumers are eager to embrace new 
privacy concepts if they are easy to use 
and save time. 

8. The greater the transparency, the higher 
the willingness to share.



Guideline Content

Primary Data Collection

Online, mobile, telephone, face-to-face, etc.
Passive Data Collection & Observational Research
Children and Young People
Online Sampling

Secondary Data

Social Media
First, Second, and Third Party Data (Cx, Ex, Ux)
Syndicated Data
Internet of Things

Organizational Accountability
Data Protection Checklist
Privacy Impact Assessment (Duty of Care)
Mutual Rights and Responsibilities

3 Guidelines (not 28!!)
+ 3 key principles, and 2 key requirements

Transparency 
(Consent)

Legitimate Purpose

Duty of Care

Rigour

Provenance
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