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WHY PRIVACY
IS IMPORTANT?
MORE REGULATIONS
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WE SEE MORE AND MORE
PRIVACY LAWS

AROUND THE 
WORLD

4



– states with privacy laws

ALSO IN THE US, NEW 
LAWS ARE GETTING 
ACTIVE
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WITHOUT DATA PROTECTION, THERE IS A
RISK OF SEVERE FINES

20 MIO €
GDPR

4%
of global revenue

GDPR

100-700$
per affected consumer

CPRA

2.500 - 7.500 $
CPRA
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BUT WHAT IF
I TELL YOU THAT 
THIS IS NOT YOUR 
BIGGEST ISSUE?
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Increasing Competition

Ongoing Decline in Marketing Performance

Increase in regulations, adoption of ad-blockers & 
privacy-focused browsers

Erosion of trust in businesses

More aggressive, higher risk 
(non compliant) marketing tacticsData volume loss

Marketing channel 
diminishing returns loop

Data quality loss, 
increase in risk

Decreasing audience response to Marketing tactics
“The Law of Shitty Clickthrought”

WE HAVE AN ONGOING DECLINE IN MARKETING 
PERFORMANCE
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DATA IS A COMMODITY, BUT TRUST IS THE 
CURRENCY

67%
Consumers are more open to 
granting permission to use 
their data if brands are more
transparent about how they were 
using and securing it

Consumers say that knowing a 
company’s privacy policy before 
making a purchase is important

Consumers only make online 
purchases or use digital services 
after making sure the companies 
are known for protecting user data
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HOW LONG DO YOU THINK IT 
TAKES FOR SOMEONE TO FORM
A FIRST IMPRESSION
OF A WEBSITE?

1
0



VISITORS FORM 
AN OPINION
ABOUT A WEBSITE
IN THE FIRST 0.05 
SECONDS
Source: Forbes Top Website Statistics 2024
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FIRST IMPRESSIONS MATTER.
A LARGE CHUNK OF THAT 0.05 SECONDS 
IS SPENT ON:
Your cookie banner ...or the lack of it
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COMPANIES THAT FAIL?
SAY GOODBYE TO YOUR AUDIENCES AS THEY 
CONSIDER COMPETITOR BRANDS

47%
consumers often or always 
consider a competitor brand 
if it’s unclear how brand will 
use their data

13

56%
B2B buyers often or always 
consider a competitor brand 
if it’s unclear how a brand will 
use their data

50%
Millenial and Gen Z often or 
always consider a competitor 
brand if it’s unclear how a 
brand will use their data



Trust-driven 
consumer 
decisions

YOUR DATA-DRIVEN MARKETING TACTICS 
SHOULD BE ON THE FOUNDATION OF TRUST

Where you want to be

Data-driven 
marketing
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LUCKILY, PLATFORMS 
ARE FINDING WAYS OF
RESPECTING PRIVACY WHILE
STILL WORKING WITH DATA
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PLATFORMS 
ARE PUSHING 
FOR CONSENT
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WE WANT YOU TO BE ABLE TO
COMMUNICATE SCALABLY WITH
YOUR HUMANS
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ACHIEVING OUTCOMES IN THE NEW ERA OF AI 

However They Best Process 
Information!
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Core Pillars To Microsoft AI + How They Inform 
Paid Media Innovation

Fairness Reliability & 
safety

Privacy & 
security

Inclusiveness

Transparency Accountability
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WAIT? WHY ARE WE
TALKING ABOUT AI?

AI REQUIRES DATA & PRIVACY PUTS 
CONSTRAINTS ON DATA
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Fairness:
Aim for AI that doesn’t discriminate. Ensure algorithms treat all people equitably
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Reliability & Safety:
Build AI you can depend on. Strive for robust and reliable AI systems
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Privacy & Security:
Keep personal data private and secure. Protect users’ information like a digital vault
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Inclusiveness:
AI for everyone! Create AI that empowers diverse populations
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Transparency:
No mysterious AI! Make AI’s decision-making understandable

Content Exclusions To Safeguard Your Brand
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Accountability:
Responsibility is key. Uphold high standards in AI development and use
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Tools Still Available When Consented UET Is Present
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Microsoft Specific
Mechanics
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How consent mode works
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Setting up for consent mode (part 1)
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Setting up for consent mode (part 2)
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LET’S SEE 
HOW TO DO 
IT RIGHT
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TRUST AT FIRST SIGHT 
STARTS WITH THE
COOKIE BANNER
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TRUST AT FIRST SIGHT -
A proper CMP increases the consent rate by up to 25%

Transparency
Users understand 
what data is collected

Design Consistency
Matches the design of the 
website

Clarity
Easy to 
understand
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TRUST AT FIRST SIGHT -
A proper CMP increases the consent rate by up to 25%

Banner is not 
blocking the usage 
of the website:

5%

Banner is displayed 
in correct language + 
Option to change it:

3%

Adding brand’s Logo:

+5%

Comprehensive, 
understandable 
Text that highlights 
the benefits:

+12%
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TRUST AT FIRST SIGHT -
A proper CMP increases the consent rate by up to 25%

Comprehensive, 
understandable text

Granular options 
on both a high- and 
detailed level
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TRUST AT FIRST SIGHT -
Make sure your CMP works as expected

Marketing and 
analytics services are 
being used without 
valid user consent
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COMBINE YOUR BANNER 
WITH CONTEXTUAL
CONSENT
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AVOID COMPLEXITY & KEEP IT SIMPLE

Simplified for better 
user
experience
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EXPLAIN THE VALUE GAIN

We know what you like!

We can show you similar products based on your 
interests here. Are you allowing us to use cookies  
for recommending you products based on previously 
visited product pages?
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WHAT WOULD YOU PREFER?

Accept

Disclaimer

We want to track personal data from you to do 
remarketing activities. Your data will be shared with 
others to send you advertisements and to optimize 
our revenue.

Get the best experience

We would like to show you the products that are 
most relevant to you for the best available price. To 
do that, we are working with partners to get you the 
best experience
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I’m in!



PROVIDE A GRANULAR SELECTION 
FOR INDIVIDUAL CONSENTS

Consent is given for updates 
related to the selected criteria
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VALUE-FOCUSSED CONTEXTUAL CONSENT 
IS THE KEY TO GET MORE OPT-INS

75%
Average Consent Rate
for functional DPS through 
Consent-Banner (in DE)

Average Consent Rate
for functional DPS through proper 
contextual Consent
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VALUE-FOCUSSED CONTEXTUAL CONSENT 
IS THE KEY TO GET MORE OPT-INS

75%
Average Consent Rate
for functional DPS through 
Consent-Banner (in DE)

98%
Average Consent Rate
for functional DPS through 
proper contextual Consent
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TAKE RESPONSIBILITY
FOR YOUR USERS’ DATA
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WHAT IF
THEY DON’T
CONSENT?
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Q & A
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LET’S SEE HOW EASY IT 
IS TO GET COMPLIANT
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— LIVE DEMO OF USERCENTRICS CMP
CONFIGURATION, INSTALLATION ON A DEMO 
WEBSITE IMPLEMENTATION OF MICROSOFT 
CONSENT MODE —
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Q & A
SECOND
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THANKS
Max Lucas,

Managing Director & Senior Consultant

Navah Hopkins,

Microsoft Ads Liason



Please Rate My Session
We hope you enjoyed today’s session.
Please head to the INBOUND mobile 

app to provide your feedback.
Thank you!


