
Whose job is it anyway and what’s the  
business case for investment in time for  

May 2018?

PREPARING FOR GDPR IN THE   
 RETAIL SECTOR  

The General Data Protection Regulation, known as 
GDPR, is coming. The wheels are in motion and it’s a 
misconception that Brexit has put the brakes on. This 
long-awaited refresh of data protection legislation 
brings significant new challenges for the retail sector. 
The right to be forgotten, scrubbing systems of personal 
data, and the reporting of data security breaches to 
the Information Commissioners Office (ICO) within 72 
hours are significant areas of focus, with hefty fines 
of non-compliance.  Customers need to be given the 
confidence that new rules have been applied correctly, 
comprehensively and quickly, which means new policies 
and processes to ensure compliance and customer 
satisfaction.  

Simply put, for retailers wanting to achieve GDPR 
compliance by May 2018, hard work is ahead. But, there 
is also much benefit. Retailers are at a fork in the road. 
There are two paths, doing ‘just enough’ to be compliant 
or embracing a new data led approach and creating 
significant business value.
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BOARD-LEVEL OWNERSHIP
Once the scope and scale of the challenge 
is understood, it’s time for a strategic board-
level dialogue about how to approach this. 
Considering factors such as the costs involved, 
impact on other initiatives and the benefits that 

can be achieved if a more data led approach is considered. 
This will likely start as a risk-based conversation, followed 
by reviewing the tasks and considering the risks around 
damage to reputation and brand, plus the significant financial 
impacts of non-compliance. Along with understanding the full 
impacts from a corporate viewpoint, not just the technology. 
The board should then agree what to do first, and what to 
prioritise. A key deliverable is the creation of a detailed, 
realistic plan with expected costs and timescales. 

Organisations will need to agree on a policy around data 
retention, including ownership for all data that is held 
throughout the business. Adopting the spirit of GDPR in the 
design of new systems will lead to more manageable, cleaner 
data. Retailers will move to less, more relevant data and 
better tools to help inform business decisions. 

Don’t underestimate the cultural change and education 
elements to GDPR. Make no mistake it isn’t just about 
acquiring new technology. What’s required is significant 
policy, process and cultural change. Fundamentally retail 
is a people intensive sector, involving many colleagues 
and thousands of customers. Responsibilities around the 
handling of sensitive data should be reviewed and best 
practice reinforced through an education program. 

Ultimately the business case for this is twofold; minimize the 
financial and reputational risks of non-compliance whilst also 
maximizing the upsides through creating an environment that 
can leverage its well-managed data to drive revenue growth 
and create long term competitive advantage.



PREPARING FOR GDPR IN THE  
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Given it’s 2017 your GDPR plan needs to look at what to 
do first and what has most benefit. If you don’t have one, 
this should be done quickly. Find creative ways of closing 
those gaps robustly and speedily.  Of course, as part of this 
retailers will need to consider the technology and tools that 
will help accelerate their GDPR compliance. Data discovery 
and data management tools, and tools to help clean and 
delete data. Think about what tools you’ll want and that can 
serve a dual purpose, that help you now, and you can use 
on an ongoing basis. This is an opportunity to cleanse and 
reduce the data you hold. Consider your existing toolset, 
some, more customer centric retailers will have some 
capability that helps achieve GDPR aims already.  
Managed data will be usable and help you make more 
informed business decisions. Unmanaged will at best be  
a millstone.

Missing the deadline increases the risk to the business. It 
may mean the costs build up and hit over a very short period 
of time as you rush to complete the program. So, working 
backwards, May 2018 compliance, means having systems 
ready for testing before that. Ideally, you’ve started already, 
but many haven’t.  If you haven’t, start with urgency but 
 don’t panic. Risk mitigation and a pragmatic approach 
based on prioritising tasks is the way forward, decide where 
changes will make the biggest contribution to compliance. 
Get that understanding, develop your plan and engage  
the board. 

REALISE THE TRUE VALUE 
OF YOUR DATA
The upside of all this work creates some 
very positive outcomes for the future. By 

embracing the principles of data protection in the design 
of new solutions you’ll create cleaner data, better analysis 
tools and make better business decisions.  By adopting 
these effective information management practices, retail 
organisations can not only comply with GDPR but recognise 
the true value of their organisation’s information. Yes, it’s 
a daunting costly exercise in the short term and if you 
don’t do it you risk financial and brand damage. But long 
term you’ll make better decisions, have more informed and 
professional staff and create competitive advantage from 
being a data-led organisation.
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DO

Create a robust governance model 

Carry out a wide reaching data discovery phase

Create a detailed action planning 

Get board level buy-in and leadership

Prioritise tasks for greatest impact

Use it to become a data-led organisation

Get started now

DON’T

Think Brexit will make this go away

Think of it as IT’s problem

Underestimate risk to reputation and Brand

Underestimate right to be forgotten task

Miss the opportunity to use tools that can be applied 
to the GDPR challenge and add value beyond GDPR 
challenge and add value beyond

Let slip the chance to become data-led


