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Source: eMarketer, Genpact and Corinium Intelligence, “Data –Driven Business Transformation”, May 2022. eMarketer, Ascend2 “Using 
Data to Drive Demand,” Feb 2021.

42% of organizations are establishing a data-driven 
business culture 

27% of organizations are executing data driven strategies to 
improve campaign ROI

46% of organizations leverage data driven strategies to 
improve customer experience









Netflix releases The Social Dilemma in 2020 to

educate on Big Tech and Social Networking
John Oliver exposes data brokers on the 

Last Week Tonight show



Despite the global adoption of privacy laws, consumer mistrust in 
big tech & media has never been higher

77% of consumers globally have concerns with how companies use their data, up from 72% last 
year

37% of consumers feel digital ads are too intrusive

6 in 10 say they are less inclined to use a product if their data is used for any purpose

38% indicate that they have taken more action to restrict access to their data this year

Source: Consumer Mistrust in Digital Advertising, March 2020. GroupM Worldwide. Consumer Tech Preferences, Jan 2022. GroupM Worldwide. 



BUY FIRST

STAY LOYAL

ADVOCATE

DEFEND

+28 pts

+33 pts

+27 pts

+21 pts

Source: Edelman Trust Barometer. Special Report. In Brands We Trust. 2019.

#1
Brand trust = brand growth



Source: Consumer Mistrust in Digital Advertising, March 2020. GroupM Worldwide. 
Consumer Tech Preferences, Jan 2022. GroupM Worldwide. 

#2
Continue to put your 
consumer first

56% OF CONSUMERS WANT MORE 
CONTROL OVER THEIR DATA



#3
Safe-guarding for 
future legislation 





Five Things You Can Do To Operationalize The Ethical 
Application Of Data
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#1
Create a cross functional 
data ethics committee with 
c-suite sponsorship and 
diverse representation. 



#2
Implement a 
decision-making 
process and 
socialize with 
organization. 

Ø Record in a centralized 
document accessible to 
all teams

Ø Assess scenarios 
through a situational 
approach

Ø Empower teams to flag 
when “grey areas” 
occurs

1) IDENTIFY 
ETHICAL RISK

2) ASSESS 
ETHICAL RISK

3) DOCUMENT 
ETHICAL RISK
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300+ ethical evaluations across 
26 markets and 25 client sectors* 

*GroupM use cases across a 12 month period



Assessing for ethical risk is highly situational 
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CLIENT SECTOR DATA SOURCE DATA TYPE USE CASE



#3
Collaborate with and create 
ethical partnerships



Value add opportunities for 
consumer

#4
Be transparent and 
responsible in your 
marketing communications

Clear “human” language 
communication



#5
Adopt an Ethics by Design 
mentality

YOUR 
BRAND’S VALUES

HOW YOUR BRAND 
MAKES MARKETING AND PRODUCT 

DECISIONS

YOUR BRAND’S 
TOLERANCE FOR RISK



Why is this important?

Brand Trust = Brand Growth1

Its what to consumer wants and expects 2

Safe-guarding for future legislation 3

It’s the right thing to do! 4

Create a cross-functional committee 1

Introduce a decision making process 2

Explore ethical partnerships3

Communicate transparently and responsibly4

Adopt an ethics by design mentality 5

What can you do to 
operationalize data ethics?



JUST BECAUSE WE CAN,
DOESN’T MEAN WE SHOULD


