
Trust: A Marketer's 
Competitive Edge 

The Value of Consent and 
Preference Management 

Trust Matters 
There's a shift in consun,er expectations. 

Personal data is appearing in all aspects of 

a customer's journey, from learning about 

a brand to receiving targeted messaging and 

relevant discounts to taking their first action. 

As a result, the desire to engage only with 

brands that respect and protect consumer data 

is growing. In fact 70% of customers say trusting 

a brand is more important now than before. 

Preference management - a marketing strategy 

that gives users control of their data and 

transparency into how it's being used, while 

simultaneously allowing organizations to collect 

first-party data and better serve their audiences -

is becoming increasingly crucial for brands. 
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Currently, only 53% of businesses a re 

using consent as a legal basis for 

processing customer data and 36°/o 

are relying on legitimate interest. 
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Further, marketers surveyed either do not 
know or have no legal basis for processing data. 

Additionally, while 72% of organizations 

use their own website to collect customer 

data, nearly half also use social media and 

events to collect data. This presents many 

risks, including collecting personal data 

without proper consent and having an 

unclear or incomplete privacy policy. 
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Organization with these management systems 
in place are more likely to report positive increases 

over the last in: 

Additionally, 60% of marketers surveyed 
report they are personally involved in their 
organizations' consent and preference 
management. "Better personalization" 
and "more transparency" are the key 
benefits of organizations' current consent 
and preference management systems. 

Given the ROI on consent and preference 
management, more businesses would do well 
to invest in a consent and preference 
management system. Additionally, it's in1po1tant 
for n1ore marketers to get involved in these 
efforts. As third-party cookies come to an end, 
first-party data (and especially zero-party data) 
will become even rnore essential for speaking to 
your audience authentically and establishing 
yourself as a trustworthy brand . 

• 

, , t 

□□□

):2fi1□

u□□ 

Opt-In Rates &: 
Sign-Ups 
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https://www.preferencechoice.com/preference-management/
https://www.preferencechoice.com/request-demo/
https://www.preferencechoice.com/blog/what-is-first-party-data-does-it-matter/
https://www.preferencechoice.com/blog/zero-party-data/
https://www.preferencechoice.com/preference-management/
https://www.preferencechoice.com/preference-management/
https://www.preferencechoice.com/request-demo/
https://www.preferencechoice.com/free-trial/
https://www.preferencechoice.com/contact/
https://www.preferencechoice.com/request-demo/



