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Data law changes proposed in the EU 

are likely to have crept under your 
radar. But it is certainly not too late 

to prepare your business for the 

impact on digital marketing strategies 

and activities.  
 

The existing EU Data Protection 

Directive is woefully out-of-date 

and inadequate for modern day 

business practices. Not surprising 

when it is 20 years old! With so 

much business done digitally, the 

only surprising thing is that it has 

taken so long for the EU data law 

to be brought in line with the big 

data world in which we now live. 

 

For a few years now, the 

European Commission has been 

working on updating the EU Data 

Protection Directive. With data 

being central to many 

organisations’ (large and small) 

day-to-day operations, both 

internally and externally, the latest 

proposed changes to data law will 

not just impact on how firms use 

data, but could actually be 

detrimental. 

 

There are three main areas of 

interest – listed below – that we 

summarise as well as looking at 

why and how marketers need to 

start preparing for these changes 

now: 

 

 

 Data use restrictions – single 

purpose 

 Explicit versus ambiguous 

consent 

 Fines for security breaches 

 

 

Data law usage restrictions – 

single purpose 

Data use restrictions relates to 

personal data, and hinges around 

restricting brands to using 

people’s data to a single purpose. 

In a nutshell, this means that a 

company can only use that data 

item once. Should they wish to 

use it again at a later date then 

they would have to ask that 

individual for their permission to 

do so. And this is irrespective of 

what the additional use was for. 

 

This will apply to many common 

marketing situations. For example, 

many brands take advantage of 

such data to help them with 

profiling of their target audience 

at a macro level, and of individuals 

within their target audience at a 

micro level. Furthermore, tracking 

data and segmenting of their 

audience data will only be allowed 

when consent has been granted. 

 

Whether this means that existing 

databases need completely 

scrapping and starting over, or 

whether they simply need revising 

over a period of time to become 

compliant, remains to be seen. 

Hopefully common sense will 

prevail in these data law 

“upgrades” and it will be the 

latter. 

 

 
 

Explicit versus ambiguous 

consent 

This is less certain in how it could 

change. This means a distinction 

between brands requiring individuals 

to explicitly consent (i.e. opt in / 

subscribe) to their data being used 

(even just for email newsletters), 

and brands requiring merely 
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ambiguous consent (i.e. opt out / 

unsubscribe).  

 

Right now, EU data law states that 

brands must acquire explicit 

consent. 

 

However, there are many 

instances of opt out / unsubscribe 

practices common across the 

telesales and postal direct 

marketing industries that would 

be significantly impacted should 

they have to gain explicit consent 

in advance.  EU data law will be 

watched closed by these types of 

businesses no doubt! 

 

 
 
Fines for security breaches 

Quite simply, data has got to be 

secure. It goes without saying that 

“data hacks” cause huge problems 

for businesses (e.g. diminished 

trust in their brand).  But this is 

especially so for the individuals 

whose personal data has been 

stolen. There have been far too 

many high profile examples of 

major hacks over the years. And 

they seem to be increasing in 

scale and frequency too. 

 

Something needs to be done to 

ensure businesses take the 

appropriate measures to prevent 

these attacks. Or at least 

something must be done to 

hinder the ability of these hacks to 

obtain swathes of customers’ 

personal data. Quite rightly, the 

EU data law proposals are calling 

for big fines for big security 

breaches. However strict and 

costly these will be, what is for 

sure is that the fines will be made 

more appropriate for the severity 

of the security breaches. 

 

Summing up 

Although there could be wide-

ranging impacts on many digital 

marketing activities, we don’t 

think any brand can complain 

about the proposed EU data law 

changes. If you’ve nothing to hide 

and are ethical in your business 

practices then there shouldn’t be 

an issue.  And if you truly care 

about your customers and have 

them at the heart of everything 

your business does, then the 

proposed changes should be 

embraced. 

 

Besides, it won’t happen overnight 

and there will be plenty of time 

for us all to get our ducks in a 

row. We could have a couple of 

years from now to prepare after 

all!  But please do not leave it 

until the last minute to get your 

head round the changes let alone 

actually revise your policies, 

strategies and activities 

accordingly! 

 

If you are now worried about the 

impact these EU data law 

proposals will have on your digital 

marketing activities, then why not 

get in touch with us and see how 

we can help you. Or leave a 

comment below with a query or 

observation! 

 

An excellent and more detailed 

summary is available from The 

Drum here. We used it to source 

a lot of insights to help us better 

understand the ramifications to 

the digital marketing industry of 

these proposed EU data law 

changes. 
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Important Notice 
© Copyright 2015, Bizezia Limited, All Rights 

Reserved 
 

This article appeared in Better Business Focus, 

published by Bizezia Limited ("the publisher"). It 

is protected by copyright law and reproduction 

in whole or in part without the publisher’s 

written permission is strictly prohibited. The 

publisher may be contacted at info@bizezia.com 

(+44 (0)1444 884220). 

 

The article is published without responsibility by 

the publisher or any contributing author for any 

loss howsoever occurring as a consequence of 

any action which you take, or action which you 

choose not to take, as a result of this article or 

any view expressed herein.  

 

Whilst it is believed that the information 

contained in this publication is correct at the 

time of publication, it is not a substitute for 

obtaining specific professional advice and no 

representation or warranty, expressed or 

implied, is made as to its accuracy or 

completeness. Any hyperlinks in the article were 

correct at the time this article was published but 

may have changed since then. Likewise, later 

technology may supersede any which are 

specified in the article. 

  

The information is relevant primarily within the 

United Kingdom but may have application in 

other locations. 

 

These disclaimers and exclusions are governed 

by and construed in accordance with English 

Law. 
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