
After a decade of companies using customers’ personal data without 
their permission or knowledge, consumers are pushing back. It’s time 

for brands to embrace data privacy.
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Our recent Consumer Insights Report highlighted how a decade of 
covert data sharing and monetization has harmed business reputation. 
84% of people want more transparency when brands collect data. 
Consumers are seeing the value of their data and are increasingly 
selective about which brands they share it with.
 
Another key trend highlighted in the report was the increase in 
consumers looking for personalized brand experiences. For example, 
92% of consumers stated they would share their data with a brand if 
they saw the benefit of doing so. Consumers know that brands can 
create a more convenient, better experience if they share their data - but 
they need to feel trust in the company.

To walk this fine line, forward-thinking companies are enacting 
transparent data policies that give control to the consumer. Here’s how 
all brands can do the same.

STOP USING THIRD-PARTY DATA, EMBRACE EARNED DATA

When it comes to data, we would always recommend quality over quantity. 
Low-quality, stagnant data sets from third-party brokers are renowned for 
being unreliable. In any case, Google will soon be consigning third-party 
cookies to the history books. 

At 3radical, we recommend taking an Earned Data approach. Earned Data 
is first-party information knowingly shared by the consumer. This is fully 
consented, high-quality data that will provide actionable insights for 
brands. Not only that, it won’t be touched by the increasingly strict 
government regulations that are being introduced across the globe.
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https://www.statista.com/statistics/270728/market-volume-of-online-gaming-worldwide/
https://3radical.com/paper-download-2022-consumer-survey-report/


Brands need to set up – and define – a mutually beneficial ‘value exchange’. This means brands need to be 
open about the information they would like to collect, detail how they will utilize it, and show how it will 
benefit the customer. If customers can see how their data will provide value (and won’t be used in covert, 
manipulative ways), they will be more likely to share their personal information. The incentive doesn’t just 
have to stop at tailored discounts either. Consumers are increasingly looking for personalized experiences 
with the brands they trust and are willing to share data to get a better service. 

The flip side to this rule is not to gather data just for the sake of it. Marketers should have a clear strategy for 
any data that they collect and follow through with any promises. Brands that implement a clear and honest 
value exchange will reap the rewards of customer loyalty

More efficient targeting leads to better ROI. So it follows that allowing customers to tell you how and what 
they want to be targeted with, will lead to greater revenue. Why would marketers want to waste time chasing 
people who aren’t interested in your product or don’t use the channel you are trying to reach them on?

Provide tools that allow customers to control their data settings. Give space for customers to understand 
and update their data choices. This way, when marketers do communicate with them using that data, there is 
no ‘creepy’ surprise element to your marketing, and they will pay more attention to it.

After the media attention around the ATT privacy 
feature, Apple has heavily aligned its brand 
reputation with its privacy features. Rather than 
trying to hide or deny privacy concerns, the company 
has a dedicated portal to explain how a lack of 
privacy can be a danger. They then explain how 
Apple combats the risks but still brings 
personalization to the user experience. 

The ‘A Day in the Life of your Data’ document is a 
great example of how Apple is aligning with 
consumers, with an open, honest and accessible 
account of its data privacy policies.

Here are three brands that are successfully implementing a transparent data privacy policy.

BALANCING 
PERSONALIZATION WITH 
PRIVACY

WHAT DOES THIS LOOK LIKE IN 
PRACTICE?

EXPLAIN THE BENEFITS AND FOLLOW THROUGH

GIVE CONSUMERS CONTROL OVER THEIR PRIVACY PREFERENCES

APPLE: HELPING CUSTOMERS UNDERSTAND DATA PRIVACY
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https://www.apple.com/privacy/docs/A_Day_in_the_Life_of_Your_Data.pdf


Putting your customers in control means that 
they can tell you what they want to see. Adidas 
actively asks customers to share their interests 
and preferences. This allows them to provide a 
more relevant and personalized experience with 
fully consented information straight from the 
customer

With such a huge catalog, it would be easy for 
customers to be overwhelmed by the scope of 
choice that Netflix offers. The recommendation 
service is a fundamental part of the user 
experience. Customers can indicate whether 
they liked a title or not, which is matched with 
behavioral data to provide effective 
recommendations of what to watch next. And 
it’s clearly effective - more than 80% of the TV 
shows watched on Netflix are discovered 
through the recommendation system. This is 
overt data sharing used as a seamless part of 
the service.

ADIDAS: PROACTIVE 
PREFERENCE SHARING

NETFLIX: BETTER 
USER EXPERIENCE

ABOUT

3radical is a consumer data acquisition and audience engagement 
solutions provider. We help organizations listen to their consumers and 
adapt experiences accordingly by giving them the ability to earn consented 
data directly from their audience. Critically, this fosters humanized 
interactions through choice-driven journeys provided by 3radical’s 
gamification software. 

We use game science and comprehensive strategic services to shape and 
support the customer experience by creating a fair value exchange 
delivered directly to each recipient and optimized by data and real-time 
decisioning. Every progressive exchange results in consented, Earned Data 
provided by the consumer in a transparent, motivating, and mutually 
beneficial environment, enticing consumers to share and engage more. 
3radical operates globally through North America, the U.K., and Asia Pac 
and services major brands across various industries.

Contact us to learn more, or book an informal chat about supporting your 
engagement strategy with targeted experiences to identified your best 
audience segments

UK
Desklodge House, Redcliffe Way,
Bristol BS1 6NL England
+44 117 205 0150

SINGAPORE
111 Middle Road, #03-02,
National Design Centre
Singapore 188969
+65 6970 6400

U.S.A
564 W. Randolph Street
2nd Floor, Chicago,
Illinois 60661, USA
+1 312 646 2542

w:  www.3radical.com
e:  info@3radical.com
t:  @3radicaltweets
l:  linkedin.com/company/3radical
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https://3radical.com/contact-us/
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https://www.wired.co.uk/article/how-do-netflixs-algorithms-work-machine-learning-helps-to-predict-what-viewers-will-like
https://www.wired.co.uk/article/how-do-netflixs-algorithms-work-machine-learning-helps-to-predict-what-viewers-will-like

