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Major pressures on marketers

Internal External

o Competition — control for
consumer

 |dentity theft

« Data handling processes
and procedures

— List hygiene s
— Phishing attacks

— |dentity theft : : :
. — Disclosing security
e Government regulatlons breaches

and laws e Fraud

« Government regulations
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1 Victims
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Source: Phonebusters (2006 figures estimated)
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0 $ millions
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Determine threat level




Data handling & security




Key responses

e Ensure proper org structure Is in place

— CPO needs to report into management team
« Early involvement of CPO in new Iinitiatives

— Align and engage C-suite & front-line on privacy

— Clearly define responsibilities, including “ownership” by
business units
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Key responses

 Develop clear management processes

 Include ongoing privacy training for new
employees and current staff

 Have a regularly scheduled audit of
privacy policies, processes and execution.




Marketers see data breach danger, remain unprepared
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Key responses

 Make sure your
organization has a crisis
response plan

Prepare for the worst
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