White Paper

Adapting Web Marketing Practices to New EU
Cookie Law

New EU data protection directive has ramifications for
digital marketers.

The use of data collected from visitors to websites has been a key driver
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“"Making your customers
and prospects feel
comfortable in having their
online behaviour tracked is
now an essential element
of any online marketing
endeavour.”

For this reason, cookies are generally regarded as personal data since
they are used to track the activities of a site visitor and differentiate
between users. An IP address, by contrast, may or may not be regarded
as personal data. The definition hinges on whether the IP address is
processed with the aim of identifying an individual.

As you can see from the above definition, the basics of marketing
demographics are now considered personal data when tracked for
individual website visitors. Making your customers and prospects feel
comfortable in sharing this information is now an essential element of
any online marketing endeavour.

GAINING CONSENT IS NOW THE FIRST STEP IN ANY MEANINGFUL
CUSTOMER CONVERSATION

In the UK, consumer opt-in has been required for B2C email marketing
since 2003. For this reason, B2C organisations are generally familiar
with the process of gaining consent to disseminate marketing campaigns
to individuals. With the new EU data privacy directive, such one-to-one
opt-in relationships will now be required for web marketing.

As permission-based marketing broadens to encompass all commercial
web interactions, it is essential that your organisation delivers a
comfortable and compelling web experience that builds trust with
visitors. This is especially true if prospects have to navigate in the face
of pop-up windows or dialogue boxes asking for permission to collect
data.

The more honest your conversation with your customers, the more you
will reassure them that your motive is to provide more personalised,
relevant and valuable content during their website visits. In this way, you
can continue to effectively capture and use this important information
resource in your web marketing efforts.

REWARD YOUR OPT-IN VISITORS WITH A CONSISTENT AND
COMPELLING MESSAGE

Using an integrated marketing solution can help unify messaging across
all your communication channels, including your all-important web
presence. It could be argued that the more directly your messaging
addresses your customers' needs—and the greater the consistency of
those messages in reflecting your organisation’s value across every
customer-facing channel-the more likely you will have a communication
environment that creates perceived value to website visitors, giving them
a stronger reason to opt in.

For an increasing number of B2C and B2B marketers, Aprimo is the
integrated marketing software of choice to help unify messaging across
all parts of the organisation, regardless of the communication channel.
With Aprimo Marketing Studio or its cloud-based variant, Aprimo
Marketing Studio On Demand, it is possible to achieve new levels of
visibility and control of marketing operations and campaign management.

Aprimo ties all of your marketing objectives together into a single
integrated platform that builds connections between team members
and enables efficient information flow—and control—across your entire
organisation.
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CONCLUSION

Newly enacted EU data protection policies mean marketers can no longer adopt
a business-as-usual approach to collecting internet site visitor information using
“cookies.” Since consent via opt-in mechanisms will now be needed to gather the
data required to build a digital profile of customers, marketers will need to create
web experiences that reward visitors for their permission. Digital marketers who
design consistent, relevant and compelling messaging across every channel may
make themselves a welcome participant in customer conversations where the
consumer is now the ultimate arbiter.
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