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GDPR AND CUSTOMER DATA
Poor-quality data is an ongoing issue for many businesses. Most organisations fail to 
put sufficient time and effort into customer data management, choosing not to see 
it as a priority. 

Data is essential to organisations, especially marketing departments. Data provides 
valuable insights into prospects, customers and businesses as a whole. Quality data 
enables marketers to provide more targeted and personal marketing to consumers 
improving both the response rates and conversion rates of campaigns.

With the enforcement of the GDPR scheduled for May 2018, successful organisations 
will now need to start prioritising high-quality data curation. 

Common Data Quality Issues
Decay rate
Customer data changes regularly, whether it’s a change in job, a change in 
home address or even a change in name caused by marriage or separation. 
Records need to be regularly updated to keep up with these changes and can be 
particularly difficult to maintain with personal information changing so quickly on 
such a large scale. 

Conversion of data
Many databases are built from a starting point, usually taken from pre-existing 
source. This can cause issues with data accuracy as data can degrade during the 
conversion, or fail to migrate to the new database entirely. This method can also be 
risky as source data itself can often be of a poor standard.

Merging databases and data migration
When combining data, sources can overlap and cause duplication of results, or 
even differing results for entries. In addition to this the merging of databases can also 
lead to many of the issues associated with more general data conversion, including 
degradation of data and failure to migrate.

Data management
Poor quality data can easily become a problem without effective data 
management programmes. Organisations often find themselves adding poor quality 
data to existing data pools, further diminishing the overall quality. 

Quality data entry screens are necessary to help to reduce the likelihood of 
duplications or errors being added to the database without appropriate validation.  
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About the GDPR

The General Data Protection Regulation (GDPR) is due to be enforced on the 25th 
May 2018.

It is a massive undertaking for all organisations to prepare and adhere to the new 
rulings. The GDPR is being implemented to regulate how businesses and marketers 
can use customer data. It also covers rulings surrounding the management of 
businesses own data, as well as regulating the collection, use and generation of 
data. 

Failure to comply with the GDPR can result in fines of up to 4% of an organisations 
global turnover, or 20million Euros, whichever figure is greater. 

Important Points from the GDPR

Keeping data up-to-date
Once the GDPR is implemented all personal data must be accurate, and kept up to 
date. Issues must be amended without delay, or subject data must be deleted if this 
is not possible. 

Opting out of direct marketing
Customers must be presented with the option to opt out, and in doing so, are 
removed from marketing lists with immediate effect.

Automated profiling
Customers have the right to opt out of automated profiling. 

Requesting data
To adhere to the GDPR organisations must provide customers with relevant individual 
data upon request. This information needs to be presented in a format that is 
commonly used and machine readable. It is likely to cause significant issues for 
organisations with poor data management practises. 

The most successful organisations will begin reorganising poorly managed data 
in advance, so as not to get caught out when the GDPR is officially implemented.

Customer consent
Organisations must make customers aware of when data is being collected, as well 
as how it will be utilised by the organisation then and in the future. It is also essential 
for organisations to make withdrawal of consent easy for those whose data is being 
used. 
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How will GDPR Impact Marketers?
Reduction in data available
Once the GDPR is in place it is likely that existing customers may not be correctly 
permissioned for receiving communications. Organisations may have to gain opt in 
consent from existing customers. However, if organisations can provide ‘legitimate 
interest’ from users in an existing database (as seen in article 47 of the GDPR) they can 
continue to communicate with the customers that they have a pre-existing 
relationship with. 

It is likely most marketers will be able to prove ‘legitimate interest’ with existing 
customers, as a result they will simply have to add an opt-out of communications 
option to their future communications in order to be GDPR compliant.

Using third party data
Businesses may be able to prove legitimate interest from existing customers, but third-
party data cannot be considered legitimate interest. Organisations need to ensure 
that any third-party data they use is GDPR compliant. This will severely impact the 
overall number of third party data available, however the data that is available is likely 
to be of far higher quality. 
Sourcing third party data
With the impending changes organisations are now facing concerns over the reliability 
of third party data. Many are concerned about whether these providers are compliant 
with the GDPR. 

It can be assumed that many marketers will withdraw from using third party data sets 
and begin to rely more on data they know has been collected in compliance.

By reducing their reliance on third party data sources there will be a smaller pool of 
data usable for the insights and decision making that is necessary during a marketing 
campaign. 

Evidence suggests that most successful marketers will develop trusting relationships 
with third party data providers that they know are reliable, using this data to enrich 
their marking activities and improve customer intimacy.

Customer retention
The introduction of the GDPR further emphasises the need for marketers to build 
sustainable relationships with customers. They need to develop trust and provide an 
enriching experience that brings value to the consumer. 
The GDPR requires organisations to make the withdrawal of consent easy for 
customers, so it is essential for marketers to earn and maintain this trust in their content 
and delivery long term. 

Marketing performance should improve
With an increased focus on high quality data the overall level of marketing should 
improve with the introduction of the GDPR. Even though there will likely be less volume 
overall, the quality of the data that is left should be significantly better. 

The reduction in size of data pools will also help to lower costs for those conducting 
marketing campaigns. Marketers will have access to higher quality data, in lower 
volumes which in return will reduce overall spend and improve results.

In addition to this, the increase in data accuracy will likely reduce the number of 
mistakes and undeliverable content due to incorrect addresses.
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Improvement Opportunities for the GDPR
Data validation 
According to a Royal Mail study only 44% of companies automatically validate data on 
entry. On top of this, in 19.2% of cases organisations fail to conduct any validation at all. 

This is an area many organisations can improve, and in doing so would improve all-
round data quality and marketing results. 

Data cleansing
Even with improved validation data can still be incorrect. Data cleansing helps 
to tackle these issues by effectively maintaining an everchanging data set. Data 
cleansing software can help minimize deterioration and improve the overall quality of 
data. This directly affects marketing campaigns and performance. 

Regular cleansing is essential to maintaining high-quality data sets. Occasional, or even 
semi-regular cleansing will not be sufficient due to customer data changing so 
frequently.

The enforcement of the GDPR marks an excellent time to begin effective data 
cleansing and improve organisational data standards.

Improving existing data
Once the GDPR officially sets in it is likely that many marketers will reduce their reliance 
on third-party data over concerns with compliance. However, this leaves businesses 
with only one alternative, existing customer data. This means that many companies 
may be missing out on perfectly usable, GDPR compliant data from third-party data 
sources, that could be used to effectively generate new leads, as well as to enrich their 
existing data.

Using reliable and trusted data from third party sources marketers can improve the 
quality of their data pools and as a result, the quality of the overall marketing efforts.

Repermissioning
Data that is not permissioned under the GDPR doesn’t have to be discarded if the 
organisation possessing the data can prove ‘legitimate interest’ and that the data is 
up-to-date. If this is not the case, it is possible for marketers to re-permission the data by 
reaching out directly to the customers and requesting consent. 

This can help with re-engagement with out of touch customers and could potentially 
be a useful way to reignite a customer relationship. 

Providing value to customers
Providing value through communications is increasingly important. Customers must feel 
they are getting something in return for their permissions. Low quality communications 
will lead to a decline in interest and in turn the removal of necessary permissions.

Timing
It’s important to remember that as the deadline approaches many organisations will be 
sending messages to do with the GDPR. In many cases consumers will receive 
excessive permission requests from companies looking to gather compliant data. By 
getting ahead of the crowd  and sending communications early organisations will be 
able to minimize the chance of having permission requests declined or ignored by 
frustrated consumers.
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Conclusion
The GDPR is approaching fast, businesses are now being forced to resolve issues re-
garding data acquisition and quality before the deadline lands and they are hit with 
hefty financial penalties. 

Many organisations will have to revisit data strategies and review their processing 
and storage methods. This is an opportunity for those who invest in their data man-
agement and acquisition to move above and beyond the norm, providing high 
quality data to marketers that will help separate them from the competition. 

Central Mailing Services Data Services
At Central Mailing Services we offer quality data services to help take your direct 
mail campaigns to the next level. 

We are an ISO 27001 certified data services provider, dealing exclusively in the data 
management. We are not list brokers. 

Utilising the latest in data management software we are able to provide a wide 
range of data services including:

· Data capture
· Data cleansing
· Data deduplication
· Mail sorting and segmenting
· Profiling, validating addresses, evaluating and reporting

In addition to this we also offer free data health checks upon request.

For more information, call us on 0800 699 0501,
Email enquiries@centralmailing.co.uk or visit centralmailing.co.uk

Healthy data is critical to the success of mailings and marketing campaigns.

An organised and accurate data set will enable you to effectively identify segments and target 
consumers with the message most relevant to them, at the most opportune time. Making the 
extra effort to properly curate your data will improve long term ROI and success of marketing 
activities. 

CMS provide a number of services to help customers make the most out of their data:

Health Checks
Health checks help identify issues and errors with data as well as provide information on how
best to resolve problems and capitalise on opportunities. Understanding the fundamental 
strengths and weaknesses of each data set is a crucial first step towards improving overall qual-
ity. 

Cleansing and Deduplication
Regular cleansing is essential to maintaining high-quality data. Personal data changes con-
stantly, with updates necessary for name changes, new locations, promotions or new jobs. A 
quality data set can easily deteriorate over time if not managed sufficiently.

CMS analysts are able to handle all forms of data verification, deduplication and cleansing to 
optimise the quality of your data sets. Our cleansing and deduplication services will help mini-
mize the risk of long term data decay.

Mail Sorting and Segmenting
We are able to mailsort all mailings as necessary to access the most attractive postage rates. 
These savings are passed onto you, saving you money on your marketing campaigns. 

Data Management
We can provide complete profiling and address validating, as well as full evaluations and re-
porting to help identify potential opportunities. 

· Profiling
· Validating addresses
· Evaluating
· Reporting

GDPR compliance and data security
All CMS operations are GDPR compliant and data secure and we are proud to maintain our 
ISO 27001 standard for information security systems. 

We strive to go above and beyond the minimum industry standards, offering our customers 
complete peace of mind over data security. 

For more information call us on 0800 699 0501,
Email us on: enquiries@centralmailing.co.uk or visit centralmailing.co.uk
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