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ABSTRACT 

 

This research measured the impact of the new regulation GDPR on digital marketing 

if it was positive or negative. More specifically, the new GDPR rules have 

transformed the way in which a digital campaign must be designed and are a 

challenge for every company active in various sectors, such as retail, industry, 

food/beverage, social media and others. The primary aim of the current research is to 

measure whether the application and adherence to GDPR affects the companies 

positively or negatively, and in any case, which are the overall impacts on a 

company’s ROI or Marketing Engagement. It has proven that GDPR is positively 

correlated with Customer Engagement and ROI, as GDPR has transformed customer 

experience to a whole new level. Moreover, it has been found that GDPR may have a 

positive impact on Digital Marketing, but these benefits are diverse among companies 

of different sizes.  
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INTRODUCTION 

 

To this day and age, many companies face considerable challenges such as how to 

adopt their marketing strategy to the changing and volatile environment to become 

more competitive or retain more ground. In other words, to keep a theoretically 

reliable competitive advantage, a company irrespective of its size and sector, must 

consider adopting a relatively flexible and effective marketing strategy. As 

technology progresses, the adoption of digital marketing policies has been in the 

agenda of many companies for a long time, and GDPR as a regulatory framework has 

brought drastically changes to the way in which many companies utilized their digital 

marketing strategies.   

Besides, a digital marketing company aims to increase the competition in a 

electronically savvy world, seeking to maintain a solid online presence. In short, a 

digital marketing policy aims at increasing a company’s online presence, performing 

market research and online profiles and platforms integrations, so it is primarily 

concerned with website design, website and content optimization, as well as apps 

development and search engine marketing (digitalmarketinginstitute.com, 2019), all 

of which are fields where GDPR poses a challenge in terms of compliance and 

stringent regulations. 

In other words, GDPR is a new regulatory framework which is expected to literally 

transform partially (or entirely) the environment of how a digital marketing strategy is 

formulated. So the way forward is for managers and digital leaders to learn the tools 

and technologies needed to meet the challenges of tomorrow in order to ensure 

compliance and at the same time customer protection and loyalty. 

The primary research questions to be examined in this study are as following 

1. Does GDPR has a positive or a negative impact on digital marketing; 

2. If GDPR has a positive impact on digital marketing, is it associated with a 

company’s ROI, costumer engagement or marketing campaign costs; 

3. The positive impact of GDPR on digital marketing differs significantly 

between company size; 
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LITERATURE REVIEW 

In spite of the fact that the data economy has existed for quite a while, the real value 

of personal information just started to be recognized. An article from “The 

Economist” in 2017 wrote that “the world’s most valuable resource is no longer oil, 

but data” and that was rephrased in many articles with the quote “Data is the new oil”.  

Today, almost all devices can be connected to the network. The new technology today 

is Internet of Things (IoT) where computers, tablets, smartphones, cars, kitchen 

appliances and other devices and systems like CCTV are all connected to a network 

resulting in quintillion bytes of information passed on the network each day. 

In order for internet of things to work, there a lot of new connections that must be 

opened which are very complex in nature and create new threats that must be secured. 

This is very challenging for the IT & Security departments of an organization.  

Exploiters will try to exploit vulnerabilities on all range of internet of things 

applications and devices.  

EU citizens are exposed to major personal risks through the theft of these data either 

if these data are used for identity theft or if used to allow organizations to track and 

predict behavior and automated decision-making. (IT Governance, 2017). 

But what is personal data? Personal data are any information that can identify a 

person. So this clarifies that personal data are not related to legal entities but with 

natural persons (European Parliament and the council of the European Union, 2016). 

The combination of the huge value of personal data with the risk of theft and the 

advancement of technology and specifically cyber threats, resulted on EU to introduce 

General Data Protection Regulation in order to clarify the rights of EU citizens 

regarding their personal data and ensure an appropriate level of protection within the 

EU for EU and not EU citizens. The goal of the regulation is to help EU citizens 

control their personal data and decide if they agree with sharing and use of those data. 

This law was enforced on 25th of May 2018 and required all entities that gather, 

handle, process, access, store personal information of citizens of an EU country to 

implement the appropriate organizational and technical measures to ensure, 

confidentiality, integrity, availability and resilience of their systems.  
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According to the regulation, failure to do so results on fines up to 20 million euros or 

4 percent of annual global turnover, whichever is bigger (European Parliament and 

the council of the European Union, 2016). 

The fact that GDPR is for all EUC citizens means that if a company is outside the EU 

and handles EU citizens personal information, that company needs to comply with 

GDPR. So the impact of GDPR is far wider and applies to any entity anywhere in the 

world.  

Now let’s clarify what is digital marketing and how digital marketing is impacted 

from GDPR. 

Simply put, digital marketing is the promotion of products, services or brands using 

electronic devices or the internet. It also includes text messaging, instant messaging, 

video, apps, podcasts, electronic billboards, digital television and radio channels, etc. 

Modern-day marketing uses data for doing business. Data give insights to create 

campaigns, raise sales and respond to customer needs effectively (Parlov, Perkov, & 

Sičaja, 2017). 

Internet technology is what gave birth to digital marketing and how digital marketing 

impacts the digital environment, but the characteristic pointed out by all authors as the 

crucial one is the possibility of interaction with the potential buyer (Parlov, Perkov, & 

Sičaja, 2017). The interaction with the potential buyer affects the quality of service 

offered, if the client will be motivated and how will perceive the interaction process. 

Svec, Madlenak, & Horecky (2019) notes interaction affects a client on where to click 

on a website, the topics shown on a website, the return rate of the client, reference to 

others and of course the decision to buy from a website. 

Technology has been developing rapidly and this created sophisticated tools that 

manage to affect the behaviour of customers. Many times though this kind of impact 

affects consumers fundamental rights like personal data protection. Personal data 

protection was violated in different levels because there were no old regulations that 

had a consequence on companies violating personal data. This resulted on companies 

using personal data as they pleased (Parlov, Sicaja & Katulic, 2018). GDPR was 

introduced based on an existing directive that was implemented in 1980. This was a 

directive and not a regulation that because of new technology, AI, cloud computing 

and social media, became outdated (MacDonald, 2018). 
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In regards to Digital Marketing the General Data Protection Regulation that came in 

to effect on 25th of May 2018 is designed to give greater protection to an individual’s 

personal information and monitor how these information are collected, what is the 

justification of collection, where are the information stored, how are the information 

used, with whom is shared and when these information are destroyed.  

Based on this new regulation companies in Europe had to change their processes and 

procedures in order to work more transparently and give the option to their customers 

to execute their rights which are clearly defined in the regulation: 

1. The customer right of access which means that we have the right to know 

what personal data of ours are being processed and be able to access these 

data. (Article 15 of the regulation). 

2. The customer right to rectification which means that if any of the personal 

data processed have changed or is wrong, the controller must validate the 

data and change accordingly. (Article 16 of the regulation). 

3. The customer right to erasure or right to be forgotten which means that the 

customer has the right to ask a controller to delete any personal data that 

are possessed for the specific person. (Article 17 of the regulation). 

4. The customer right to restriction of processing which means that the 

customer even if he/she gave consent to decide to restrict for a specific 

processing. (Article 18 of the regulation). 

5. The customer right to be informed.  The different entities that gather and 

handle personal data must be transparent to the user and explain in a clear 

language on why they need these data, who will have access to these data 

and with whom these data will be shared. 

6. The customer right to data portability which means that the customer can 

ask the controller to gather all personal data related to him/her and transfer 

it to a different entity. For example a student can ask a university to gather 

all his/her personal and academic data to be transferred to a different 

university. 



8 
 

7. The customer right to object which means that the customer can object to 

any decisions that are made automatically about him/her from profiling or 

automated decision making. (Article 21 of the regulation) 

8. The customer right not to be subject to a decision based only on automated 

processing that has a major impact on his/her life.  (European Parliament 

and the council of the European Union, 2016). 

Through GDPR law it is clear that data belong to the individual who is the subject of 

the data, but companies can use it in the right circumstances. According to the 

regulation there are six legal bases for a company to be able to gather and process 

personal data: 

1. Contract which means that the personal data given are necessary for the 

performance of a contract 

2. Legitimate Interests which means that a company has legitimate interests to 

process personal data  

3. Explicit Consent which means that the individual has given consent to the 

company to use his/her data 

4. Public Interest which means that it is necessary for the performance of a task 

carried out in the public interests of society 

5. Legal Obligation which means that the company is legally obligated to obtain 

these data   

6. Protect Rights of the individual which means that it is necessary to protect the 

vital interests of the individual (European Parliament and the council of the 

European Union, 2016). 

In addition to the above legal bases, customers must give explicit consent to any 

marketing activity of an entity in order for that entity to use their personal data which 

are in this case email, phone number address or any social media account (i.e., 

facebook, linked-in, Instagram), to contact them to promote their product or services. 

The consent must be freely given, specific and after the person has been informed and 

agrees with the processing. The consent must also be an affirmative action and not be 

preselected. Pre-ticked opt-in boxes are banned by the GDPR law (European 

Parliament and the council of the European Union, 2016). 



9 
 

The two main digital marketing activities impacted are how to gather data and analyze 

in order to create consumer profiles, and how to reach out to individuals to 

communicate your product (Cauchi, 2019). 

GDPR regulation forced businesses to re-think and re-design their processes when 

using personal data and Marketing is certainly not an exception, especially in the 

digital environment. Whether you monitor online activity, execute email campaigns, 

profiling customers or doing data analysis, all these processes would need to be 

redefined to comply with GDPR. Marketing oriented tools were redesigned to comply 

with GDPR regulation. This helped digital marketers a lot and gave them the option to 

modernize their marketing tools. 

For Marketing Leaders, the date that GDPR was enforced was not the deadline to 

comply but the starting date to reinforce customer relationships with trust and 

improve customer experience. Marketing leaders clearly understand that trust creates 

customer engagement and without trust the customers will not be loyal and will not 

make any purchases. In order to be a Marketing leader within GDPR context, must 

understand that compliance will be rewarded with trust and engagement,  make 

strategic decisions and see opportunity within the GDPR to exceed the competition 

(CMO Council, 2020).  

Forbes in their article states that GDPR will increase the Marketing return on 

investment (ROI) since now marketing will have only information of customers that 

are loyal and are actually interested about the company’s products and services and 

stop spending time on not interested and unengaged customers. Companies will 

advertise only to customers that are really interested and also be able to experiment 

with niche marketing by creating advertising to the specific needs and habits on a 

clearly defined audience that is interested on their brand. 

According to Forbes “Such granular marketing approach will result in higher click-

through, conversion rates and social sharing, and increase marketing ROI as budgets 

and efforts will be spent wisely” (Fimin, M., 2018). 

According to an article from Harvard Business School, digital marketing will still 

apply to target groups using contextual advertising. The power of contextual 

advertising is that it monitors the content that the consumer is looking in real time and 

display ad’s based on their profile (Ghosh, D., 2018).  So the way forward is for 
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managers and digital leaders to learn the tools and technologies needed to meet the 

challenges of tomorrow in order to ensure compliance and at the same time customer 

protection and loyalty. 

In general within all the resources of the literature review we can understand that 

compliance of digital marketing to GDPR is challenging but, companies should not 

only comply but take this as an opportunity for forward-thinking in order to secure a 

competitive advantage and strengthen user rights, promote transparency and build 

trust with the customers which this at the end will create brand loyalty. 
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METHODOLOGY 

 

After the literature review part, the following section presents the methodology of the 

current thesis. Before the results are interpreted, it would be quite useful to 

demonstrate the primary methods and techniques regarding the approach, such as 

which is the sample of the examined population, how this sample has been acquired 

and how the primary aims and objectives of the thesis have been administrated, and 

which could be the most convenient method of data interpretation. One of the most 

critical choices of which methodology should be used is depending on the research 

questions, the formulations of which are consequently informed by the research 

perspective.  

RESEARCH DESIGN 

First and foremost, the basic question was to whether the research to be followed must 

be qualitative or quantitative, as there are inherent differences between these 

approached, although their objectives and applications may be overlap in various 

ways. As their name indicates, qualitative research is based on “textual” data, which 

are in fact non-numerical (such as characters, letters etc.), while quantitative research 

is based on “numerical data” or other information which can transform into number. 

On one hand, qualitative research is more suitably used for exploratory research, for 

instance during the pilot stage of a research project and is mostly used to discover and 

provide a profound insight of individual experiences or opinions (Lakshman et al., 

2000). As a result, qualitative research highlights on individual cases and subjectivity. 

On the other hand, quantitative research presents numbers, tables and figures 

emanated from defined variables to study a specific phenomenon, so the results are 

potentially contextualized in a wider population (Farnsworth, 2019).   The primary 

aim of the current thesis is to examine the impact of GDPR on Digital Marketing; so, 

it aims to examine a specific phenomenon and has predetermined variables to 

examine; thus, a quantitative approach will be conducted.  

The determination of the sample is critical for the objectivity of the current research, 

in order to provide relevant and reliable information. Therefore, the sampling 

technique to be used aims to provide an adequate and relevant sample which, the 

bigger it is, the better reflects the general opinion of the examined population, as 
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GDPR has many different impacts on digital marketing, and these implications can 

only be interpreted through a reliable number of individuals. Thus, the instrument for 

collecting data in this thesis will be the questionnaire, because questionnaires are a 

rather affordable, practical and inexpensive way to gather quantitative data, which is 

provided in a quick and understandable way alongside other benefits, such as 

scalability, comparability and flexibility in combination of anonymity, however, when 

compared to other data collection methods (such as structured or semi-structured 

interviews) there may be differences in understanding and interpretation, as well as 

lack of personalization while some questions may be left unanswered (Debois, 2016).  

PARTICIPANTS  

 

This will be a cross-sectional study, as information is collected at one particular point, 

and the survey media will be rather available and convenient. The chosen 

questionnaire designed by the author especially for this study, using the relevant 

Likert rating scale, and it has been sent via email to a total sample of n=76 

individuals, all of whom have been working in several companies dealing with digital 

marketing in constant basis and have been ensured that their answers will be used 

confidentially and only for the needs of the current dissertation, so the sample is quite 

relevant  and accurate. As a result, the sample reflects the characteristics of the 

examined population, while the overall findings will be discussed concerning validity 

and variability. 

After the research questions have been addressed, the analysis of the questionnaire 

conducted, and the results will be presented through tables, graphs and relevant 

statistic tests. The analysis of the questionnaire has implemented through statistical 

package 22.0 v, one of the most commonly used tools in social sciences and at the 

end, the primary conclusions will be extracted.  
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RESULTS 

 

Demographic analysis 

 

First and foremost, some demographics will be presented according to the relevant 

sample through the following frequency tables. The participants have been working in 

many different positions, for example 4 have been working as brand managers, 4 as 

Communications Manager, 8 as Digital Marketing Specialists to name a few, while 

the total distribution of the working position is described on the table below (Table 1).  

 
Table 1. What is your work position? 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid Brand Manager 4 5,3 5,3 5,3 

Communications Manager 4 5,3 5,3 10,5 

Digital Marketing Specialist 8 10,5 10,5 21,1 

Market Research Analyst 4 5,3 5,3 26,3 

Marketing Consultant 4 5,3 5,3 31,6 

Marketing Director 8 10,5 10,5 42,1 

Marketing Manager 4 5,3 5,3 47,4 

Marketing Officer 20 26,3 26,3 73,7 

Product Marketing 

Manager 

8 10,5 10,5 84,2 

Social Media Specialist 12 15,8 15,8 100,0 

Total 76 100,0 100,0  

 

According to the relevant professional experience on the field of marketing, 8 

participants had between 1-5 years of experience, 40 had between 6-10 years, 24 

between 10-20 and 4 had very large experience (more than 20 years), according to 

Table 2.  
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Table 2 (Total business experience).: How many years of marketing experience do you have? 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 1-5 years 8 10,5 10,5 10,5 

10-20 years 24 31,6 31,6 42,1 

6-10 years 40 52,6 52,6 94,7 

More than 21 years 4 5,3 5,3 100,0 

Total 76 100,0 100,0  

 

The following table (Table 3) presents the distribution of the participants according to 

their business sector. For example, 12 participants have been working in the business 

services sector, 4 in the Food/Beverage Sector, 4 in Healthcare etc.  

 
Table 3 (Business sector): Industry of your company? 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid Business services 12 15,8 15,8 15,8 

Food/Beverage 4 5,3 5,3 21,1 

Healthcare 4 5,3 5,3 26,3 

Higher Education 4 5,3 5,3 31,6 

Manufacturing 4 5,3 5,3 36,8 

Retail 16 21,1 21,1 57,9 

Software/technology 12 15,8 15,8 73,7 

Telecommunications 8 10,5 10,5 84,2 

Travel and Hospitality 12 15,8 15,8 100,0 

Total 76 100,0 100,0  

Finally, the following table (Table 4) presents the distribution of the participants 

according to their company size. Most of them have been working in small to medium 

companies (28 have been working at companies whose size was between 11 and 50 

employees).  
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Table 4. What is your company size? 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 1-10 employees 8 10,5 10,5 10,5 

11-50 employees 28 36,8 36,8 47,4 

201-500 employees 4 5,3 5,3 52,6 

501-1000 employees 8 10,5 10,5 63,2 

51-200 employees 28 36,8 36,8 100,0 

Total 76 100,0 100,0  

 

GDPR implementation by the marketing companies 

 

The following tables present the answers to the questions 5-13 of the questionnaire, 

which describe the GDPR implementation by the marketing companies. First and 

foremost, all participants have admitted that their companies are collecting personal 

data from EU residents.   

 
Table 5.Your company is collecting personal data from EU residents? 

 Frequency Percent Valid Percent Cumulative Percent 

Valid Yes 76 100,0 100,0 100,0 

 

Besides, all participants work for companies which designate an internal/external 

Data Protection Officer (Table 6). 

 
Table 6.Did your company designated an internal/external Data Protection Officer? 

 Frequency Percent Valid Percent Cumulative Percent 

Valid Yes 76 100,0 100,0 100,0 

 

All of the participants consider that their marketing department understands GDPR 

and its impact (Table 7) 

 
Table 7.Do you think your marketing department understands GDPR and its impact? 

 Frequency Percent Valid Percent Cumulative Percent 

Valid Yes 76 100,0 100,0 100,0 
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The vast majority of the participants (68 out of 76) considered that their company 

understands GDPR's impact on marketing (Table 8) 

 

 
Table 8.Do you think the rest of your company understands GDPR's impact on marketing? 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid Maybe 8 10,5 10,5 10,5 

Yes 68 89,5 89,5 100,0 

Total 76 100,0 100,0  

 

Besides, almost all participants (89, 5%) think that the Marketing Department of their 

company is in compliance with GDPR (Table 9). 

 
Table 9.On what percentage do you think the Marketing Department of your company is in 
compliance with GDPR? 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 60-80% 8 10,5 10,5 10,5 

80-100% 68 89,5 89,5 100,0 

Total 76 100,0 100,0  

 

All participants consider their companies have a privacy policy (Table 10) 

 
Table 10.Your company has a privacy policy? 

 Frequency Percent Valid Percent Cumulative Percent 

Valid Yes 76 100,0 100,0 100,0 

The vast majority of the participants (94,7%) consider their company has a cookie 

policy in place (Updated according to ePrivacy regulation), as Table 11 indicates. 

 
Table 11.Your company has a cookie policy in place (Updated according to ePrivacy 
regulation)? 

 Frequency Percent Valid Percent Cumulative Percent 

Valid No 4 5,3 5,3 5,3 

Yes 72 94,7 94,7 100,0 

Total 76 100,0 100,0  
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Moreover, all of the participants consider that their company’s Marketing Department 

has processes in place to obtain explicit consent (Table 12), as well as everyone has 

carried out an audit on all his/her digital marketing tools in order to determine what 

data he/she hold, where it came from, with whom he/she shared it with and who has 

access? 

 
Table 12. Marketing Department of your company has processes in place to obtain explicit 
consent? 

 Frequency Percent Valid Percent Cumulative Percent 

Valid Yes 76 100,0 100,0 100,0 

 

 
Table 13. Did you contacted an audit on all your digital marketing tools in order to determine 
what data you hold, where it came from, who you shared it with and who has access? 

 Frequency Percent Valid Percent Cumulative Percent 

Valid Yes 76 100,0 100,0 100,0 

 

From above tables, it is transparent that Digital Marketing companies adopt a relative 

compliance to GDPR, more or less.  

Impact of GDPR in Digital Marketing 

  

The following tables describe the answer to the first research question, which is  

1. Does GDPR has a positive or a negative impact on digital marketing; 

The variables (questions) q14a-q14i measure the positive impact of GDPR on Digital 

Marketing, while the variables q15a-q15k measure the negative impact, respectively. 

All these questions are scaled using Likert scale from 1 to 5, where 1=I totally 

disagree until 5=I totally agree. The following tables (14 and 15) present relative 

descriptive measures (average, standard error, variance and standard deviations).  

The Mean Column presents the relevant average response of the participants to each 

statement (the higher the average response, the more the participants agree to each 

statement). For instance, the average response to the question 14.a if GDPR helped 

Marketing Department to identify where customer personal data is hosted was 

estimated 4.21, while the relevant response to the question q14c where GDPR helped 
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Marketing Department to identify with which other entity, customer's personal data 

are shared was estimated 4.32. As a result, it can be concluded that GDPR has a 

positive impact on Digital Marketing (Table 14). 

 

Table 14. Positive impact of GDPR on Digital Marketing 

 N Mean Std. Deviation Variance 

Statistic Statistic Std. Error Statistic Statistic 

14a.GDPR helped Marketing 

Department to identify where 

customer personal data is 

hosted 

76 4,21 ,088 ,771 ,595 

14b.GDPR helped Marketing 

Department to identify who 

has access to customer data / 

restrict unauthorized access / 

review access rights 

76 4,11 ,091 ,793 ,629 

14c.GDPR helped Marketing 

Department to identify with 

which other entity, customer's 

personal data are shared. 

76 4,32 ,084 ,734 ,539 

14d.GDPR forced marketers to 

re-think their Digital 

Marketing processes 

76 4,16 ,077 ,674 ,455 

14e.GDPR helped Digital 

Marketing processes to focus 

on customers that are loyal to 

the brand 

76 4,11 ,052 ,450 ,202 

14f.GDPR helped Digital 

Marketing processes to 

become more transparent to 

the customers 

76 4,32 ,065 ,571 ,326 

14g.GDPR helped Digital 

Marketing to work with 

accurate and meaningful 

customer data 

76 4,26 ,073 ,640 ,410 

14h.GDPR is an opportunity 

for forward-thinking to secure 

competitive advantage in 

digital marketing. 

76 4,26 ,063 ,551 ,303 

14i.GDPR transformed Digital 

Marketing processes in a 

positive way 

76 4,37 ,067 ,585 ,342 
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14j.GDPR helped digital 

marketers to focus on specific 

target groups of customers. 

76 4,21 ,071 ,618 ,382 

Valid N (listwise) 76     

We can also have a graphical interpretation of the results through the following Bar 

Chart (in the medium of each bar the average response has been computed, plus the 

relevant error bars) 

 

 
Graph 1: Average responses of positive GDPS’s impact on Digital Marketing  
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Then, the negative impact of GDPR on Digital Marketing has measured, through the 

average responses of questions q15a-q15k. For example, the average response on 

response q15a (Under GDPR regulation is very difficult to gather data related to 

customer interaction, for analysis.) was estimated 2.68, while the relevant average 

response on response q15b (Under GDPR regulation, reaching out to individuals to 

communicate a product offer is an issue for Digital Marketing.) was estimated 

2.47.Overall, there is ambiguity as to whether the GDPR has negative impact on 

Digital Marketing or not. 

Table 15.Positive impact of GDPR on Digital Marketing 

 N Mean Std. Deviation Variance 
Statistic Statistic Std. Error Statistic Statistic 

15a.Under GDPR regulation is 

very difficult to gather data 

related to customer interaction, 

for analysis. 

76 2,68 ,092 ,804 ,646 

15b.Under GDPR regulation, 

reaching out to individuals to 

communicate a product offer is 

an issue for Digital Marketing. 

76 2,47 ,078 ,683 ,466 

15c.Customer Rights under 

GDPR is a challenge for 

Digital Marketing 

76 2,95 ,115 1,005 1,011 

15d.Non-compliance penalties 

frightened our marketing 

department. This paused our 

marketing campaigns causing 

negative results. 

76 2,00 ,065 ,566 ,320 

153e.Customers DON'T opt-in 

to receive our marketing 

campaigns 

76 3,00 ,124 1,083 1,173 

15f.Customers DON'T opt-in 

to be part of product 

satisfaction research 

76 3,37 ,136 1,187 1,409 

15g.GDPR transformed digital 

marketing in a negative way 

76 2,11 ,052 ,450 ,202 

 

The relevant Bars Charts is also provided.  
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Graph 2: Average responses of negative GDPR’s impact on Digital Marketing 

Next, the answers to the questions 16-17 are provided. Most participants (52 out of 

76) are ambivalent whether compliance with GDPR minimizes marketing campaigns 

cost or raised customer engagement, or even brings higher return on investment on 

Digital Marketing campaigns, as tables 16a-16c indicate. 
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16a.Compliance with GDPR minimized marketing campaigns cost (Marketing 

campaign cost). 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid Disagree 8 10,5 10,5 10,5 

Neither agree nor 

disagree 

52 68,4 68,4 78,9 

Agree 16 21,1 21,1 100,0 

Total 76 100,0 100,0  

 

 
16b.Compliance with GDPR raised customer engagement (Customer engagement). 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid Disagree 8 10,5 10,5 10,5 

Neither agree nor 

disagree 

52 68,4 68,4 78,9 

Agree 16 21,1 21,1 100,0 

Total 76 100,0 100,0  

 

 
16c.Compliance with GDPR brought higher return on investment on Digital Marketing campaigns (ROI) 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid Disagree 12 15,8 15,8 15,8 

Neither agree nor 

disagree 

52 68,4 68,4 84,2 

Agree 12 15,8 15,8 100,0 

Total 76 100,0 100,0  

 

Finally, most marketers agree that it needs to be built trust to obtain customer data and 

successfully promote their business (Table 17a). However, 44 participants agree that 

they will feel increasingly confident in providing that data, levels of trust will 

improve, and the relationships you have with your customers will strengthen when 

using customers data honestly (Table 17b). Almost all participants agree that by 

giving customers the right to decide how their data will be used, organizations are 

helping their customers, as they feel safe and secure, building a better relationship by 
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putting the customer first (Table 17c). Moreover, most participants feel that there is 

need to trust a brand in order to feel confident investing in them and handing over 

their personal data (Table 17d). 

 

 
Table 17a.Marketers need to build trust to obtain customer data and successfully promote their 
businesses 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid Agree  44 57,9 57,9 57,9 

Totally agree 32 42,1 42,1 100,0 

Total 76 100,0 100,0  

 

 
Table 17b.As you become more open and honest about how you use your customers’ data, 
they will feel increasingly confident in providing that data, levels of trust will improve, and the 
relationships you have with your customers will strengthen.  

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid Disagree 4 5,3 5,3 5,3 

Neither agree nor 

disagree 

44 57,9 57,9 63,2 

Agree 28 36,8 36,8 100,0 

Total 76 100,0 100,0  

 

 
Table 17c.By giving customers 
the right to decide how their data will be used, organizations 
are helping their customers feel safe and secure, building a better 
relationship by putting the customer first. 

 Frequency Percent Valid Percent 
Cumulative 

Percent 

Valid 

Agree 48 63,2 63,2 63,2 

Totallly agree 28 36,8 36,8 100,0 

Total 76 100,0 100,0  
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17d.Customers need to trust a brand in order to feel confident investing in them and handing 
over their personal data. 

 Frequency Percent Valid 

Percent 

Cumulative 

Percent 

Valid Agree 48 63,2 63,2 63,2 

Totally agree 28 36,8 36,8 100,0 

Total 76 100,0 100,0  

 

The impact of GDPR on Digital Marketing in terms of profitability 

 

Next, the second research question will be answered, and precisely  

1. If GDPR has a positive impact on digital marketing, is it associated with a 

company’s ROI; 

To answer this question, the variable PI was created, indicating the positive impact of 

GDPR on digital marketing and is the sum of the relevant responses of questions q14a 

to q14j, and algebraically can be described as 

𝑃𝑃𝑃𝑃 = �𝑞𝑞14𝑗𝑗
𝑗𝑗

 

After the variable has been computed, it was examined if it was positively correlated 

with Marketing Campaign Cost, Customer Engagement and ROI (questions q16a, 

q16b and q16c respectively). The total sample number (n=76 participants) is quite 

enough to consider the data normalized, so the following tables of descriptive 

measures (average and standard deviation) and correlation matrix are provided, based 

on Pearson’s correlation. In confidence level 95% (α=0.05) it will be examined if 

there are statistically significant correlations between the examined variables.  

 
Table 18. Means and standard deviations of Marketing Campaign Cost, Customer Engagement, ROI and 

Positive Impact of GDPR 

 Mean Std. Deviation N 

16a.Compliance with GDPR minimized 

marketing campaigns cost. 

3,11 ,556 76 

16b.Compliance with GDPR raised 

customer engagement. 

3,11 ,556 76 

16c.Compliance with GDPR brought higher 

return on investment on Digital Marketing 

3,00 ,566 76 
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campaigns 

PI 42,3158 5,08123 76 

 

 From the following correlation matrix, GDPR is negatively correlated with 

Marketing Campaign costs (ρ=-0.314, p=0.006<0.05) and is statistically significant, 

while is positively associated with Customer engagement (ρ=0.234, p=0.042<0.05) 

and ROI (ρ=0.111), although the last correlation is not statistically important 

(p=0.338>0.05) 

 
Table 19. Correlations matrix among Marketing Campaign Cost, Customer Engagement, ROI and Positive Impact of 

GDPR 

 16a.Complianc

e with GDPR 

minimized 

marketing 

campaigns 

cost. 

16b.Complian

ce with GDPR 

raised 

customer 

engagement. 

16c.Complianc

e with GDPR 

brought higher 

return on 

investment on 

Digital 

Marketing 

campaigns 

PI 

16a.Compliance with 

GDPR minimized 

marketing campaigns cost. 

Pearson Correlation 1 ,136 ,679** -,314** 

Sig. (2-tailed)  ,240 ,000 ,006 

N 76 76 76 76 

16b.Compliance with 

GDPR raised customer 

engagement. 

Pearson Correlation ,136 1 ,509** ,234* 

Sig. (2-tailed) ,240  ,000 ,042 

N 76 76 76 76 

16c.Compliance with 

GDPR brought higher 

return on investment on 

Digital Marketing 

campaigns 

Pearson Correlation ,679** ,509** 1 ,111 

Sig. (2-tailed) ,000 ,000  ,338 

N 76 76 76 76 

PI Pearson Correlation -,314** ,234* ,111 1 

Sig. (2-tailed) ,006 ,042 ,338  
N 76 76 76 76 

**. Correlation is significant at the 0.01 level (2-tailed). 

*. Correlation is significant at the 0.05 level (2-tailed). 

 

One interesting question is to whether GDPR plays a prominent role to many 

companies’ Marketing Policy and if it differs significantly between the size of each 

company. For example, it is a rather intriguing question if larger companies make 
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more effective use of GDPR and have more benefits compared to smaller ones, and 

vice versa. 

In other words, the third research question goes as following: 

3. The positive impact of GDPR on digital marketing differs significantly according to 

the company’s size; 

The answer to this question can be the following: It will be examined if the answers to 

the statements of the question 14 differ significantly depending on the company’s 

size. For example, if a relatively small company (until 10 employees) cannot exploit 

its marketing policy as good as a larger company due to GDPR restrictions, or there is 

no relationship between the company’s size. First, it will be examined if a parametric 

or a non-parametric criterion must implement. Thus, the following K-S tests of 

normality are provided (Table 20) 

 
Table 20: Normality tests for GDPR’s  positive impact variables  

 14a.GDP

R helped 

Marketing 

Departme

nt to 

identify 

where 

customer 

personal 

data is 

hosted 

14b.GDP

R helped 

Marketing 

Departme

nt to 

identify 

who has 

access to 

customer 

data / 

restrict 

unauthoriz

ed access / 

review 

access 

rights 

14c.GDP

R helped 

Marketing 

Departme

nt to 

identify 

with 

which 

other 

entity, 

customer's 

personal 

data are 

shared. 

14d.GDP

R forced 

marketers 

to re-think 

their 

Digital 

Marketing 

processes 

14e.GDP

R helped 

Digital 

Marketing 

processes 

to focus 

on 

customers 

that are 

loyal to 

the brand 

Normal 

Parametersa,b 

Mean 4,21 4,11 4,32 4,16 4,11 

Std. 

Deviation 

,771 ,793 ,734 ,674 ,450 

Test Statistic ,287 ,289 ,281 ,277 ,435 

Asymp. Sig. (2-tailed) ,000 ,000 ,000 ,000 ,000 
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 14f.GDPR 

helped 

Digital 

Marketing 

processes 

to become 

more 

transpare

nt to the 

customers 

14g.GDP

R helped 

Digital 

Marketing 

to work 

with 

accurate 

and 

meaningfu

l customer 

data 

14h.GDP

R is an 

opportunit

y for 

forward-

thinking to 

secure 

competitiv

e 

advantage 

in digital 

marketing. 

14i.GDPR 

transform

ed Digital 

Marketing 

processes 

in a 

positive 

way 

14j.GDPR 

helped 

digital 

marketers 

to focus 

on specific 

target 

groups of 

customers

. 

Normal 

Parametersa,b 

Mean 4,32 4,26 4,26 4,37 4,21 

Std. 

Deviation 

,571 ,640 ,551 ,585 ,618 

Test Statistic ,342 ,291 ,368 ,314 ,318 

Asymp. Sig. (2-tailed) ,000 ,000 ,000 ,000 ,000 
 

 

From above, none variable is distributed normally (Asymp. Sig. (2-tailed ), p<0.05); 

thus, a non parametric criterion of Kruskal Wallis (K-W) test. KW is a non parametric 

test allowing you to test if the difference between three or more sets of values 

(samples) is statistically significant. 

Precisely, the null hypothesis is that the samples come from the same distribution and 

the test relies on the distribution of the empirical mean rank of samples taken from the 

same distribution. When KW rejects the null, it just tells you that at least one of the 

samples is unlikely to come from the same distribution than the others, but it is not a 

test for mean differences.  For instance, supposing we have the following test samples 

{20, 20, 20, -60}, {10, 10, 10, -30} and {1, 2,-3, 0}. 

It is clear that both samples have mean equal to zero, but KW will most likely reject 

the null hypothesis, even though each sample has the same mean.   

K-W implemented to examine if there are statistically important differences between 

the general benefits GDPR has on Marketing Policy. The first table provides the ranks 

for each question. 

Table 21.Ranks based on K-W test 

 What is your company 

size? 

N Mean 

Rank 
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14a.GDPR helped 

Marketing Department to 

identify where customer 

personal data is hosted 

1-10 employees 8 45,50 

11-50 employees 28 30,21 

51-200 employees 28 47,93 

201-500 employee 4 62,50 

501-1000 employees 8 15,50 

Total 76  

14b.GDPR helped 

Marketing Department to 

identify who has access to 

customer data / restrict 

unauthorized access / 

review access rights 

1-10 employees 8 48,50 

11-50 employees 28 34,79 

51-200 employees 28 41,64 

201-500 employee 4 64,50 

501-1000 employees 8 17,50 

Total 76  

14c.GDPR helped 

Marketing Department to 

identify with which other 

entity, customer's 

personal data are shared. 

1-10 employees 8 42,50 

11-50 employees 28 34,79 

51-200 employees 28 45,07 

201-500 employee 4 60,50 

501-1000 employees 8 13,50 

Total 76  

14d.GDPR forced 

marketers to re-think their 

Digital Marketing 

processes 

1-10 employees 8 48,50 

11-50 employees 28 34,21 

51-200 employees 28 46,21 

201-500 employee 4 32,50 

501-1000 employees 8 19,50 

Total 76  

14e.GDPR helped Digital 

Marketing processes to 

focus on customers that 

are loyal to the brand 

1-10 employees 8 52,50 

11-50 employees 28 29,93 

51-200 employees 28 44,79 

201-500 employee 4 34,50 

501-1000 employees 8 34,50 

Total 76  

14f.GDPR helped Digital 

Marketing processes to 

become more transparent 

to the customers 

1-10 employees 8 44,50 

11-50 employees 28 33,36 

51-200 employees 28 36,79 

201-500 employee 4 62,50 

501-1000 employees 8 44,50 

Total 76  

14g.GDPR helped Digital 

Marketing to work with 

accurate and meaningful 

customer data 

1-10 employees 8 45,50 

11-50 employees 28 29,93 

51-200 employees 28 47,93 

201-500 employee 4 62,50 
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501-1000 employees 8 16,50 

Total 76  

14h.GDPR is an 

opportunity for forward-

thinking to secure 

competitive advantage in 

digital marketing. 

1-10 employees 8 46,50 

11-50 employees 28 35,07 

51-200 employees 28 38,79 

201-500 employee 4 64,50 

501-1000 employees 8 28,50 

Total 76  

14i.GDPR transformed 

Digital Marketing 

processes in a positive 

way 

1-10 employees 8 42,50 

11-50 employees 28 34,79 

51-200 employees 28 45,07 

201-500 employee 4 60,50 

501-1000 employees 8 13,50 

Total 76  

14j.GDPR helped digital 

marketers to focus on 

specific target groups of 

customers. 

1-10 employees 8 47,50 

11-50 employees 28 36,50 

51-200 employees 28 40,21 

201-500 employee 4 64,50 

501-1000 employees 8 17,50 

Next table (Table 22) provides the relevant results of the K-W test for the examined 

variables. All results are statistically important (p-value<0.05) at 5% level of 

significance, which practically means that GDPR has positive impact which differs 

significantly among companies of different size, independently of their Marketing 

Policy. 

 
Table 22: K-S test for GDPR’s positive impact on Marketing Policy relative to company size 

 14a.GDPR 

helped 

Marketing 

Department 

to identify 

where 

customer 

personal data 

is hosted 

14b.GDPR 

helped 

Marketing 

Department 

to identify 

who has 

access to 

customer 

data / restrict 

unauthorized 

access / 

review access 

rights 

14c.GDPR 

helped 

Marketing 

Department 

to identify 

with which 

other entity, 

customer's 

personal data 

are shared. 

14d.GDPR 

forced 

marketers to 

re-think their 

Digital 

Marketing 

processes 

14e.GDPR 

helped Digital 

Marketing 

processes to 

focus on 

customers 

that are loyal 

to the brand 

Chi-Square 28,919 19,206 22,778 15,056 20,033 
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df 4 4 4 4 4 

Asymp. 

Sig. 

,000 ,001 ,000 ,005 ,000 

14f.GDPR helped 

Digital Marketing 

processes to 

become more 

transparent to the 

customers 

14g.GDPR helped 

Digital Marketing to 

work with accurate 

and meaningful 

customer data 

14h.GDPR is an 

opportunity for 

forward-thinking to 

secure competitive 

advantage in digital 

marketing. 

14i.GDPR 

transformed Digital 

Marketing 

processes in a 

positive way 

14j.GDPR helped 

digital marketers to 

focus on specific 

target groups of 

customers. 

10,045 28,376 12,441 22,778 18,756 18,756 

4 4 4 4 4 4 

,040 ,000 ,014 ,000 ,001 ,001 
 

 

Factor analysis results 

 

Before the main positive impact of GDPR on ROI and Customer Engagement is 

measured, it is imperative to measure which variables are more important for the 

positive impact using a relevant Factor Analysis regarding questions q14a-q14j. Thus, 

some interesting sub-questions arising can be the following 

• How many factors are measured by the  set of 10-questions regarding the 

positive impact of GDPR; 

• Which questions measure similar factors; 

In other words, a smaller number of underlying positive factors may emanate, so they 

will be revealed through a factor analysis, using a principal components analysis 

(CPA). From the initial 10 input variables, PCA initially extracts the same number of 

factors (otherwise “components). The first table provides the total explained variance 

(which represents the relevant percentage of the explained volatility).  Based on the 

following table, 2 factors can explain almost 80% (79,39%) of the total variance. 
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Table 23: Total Variance Explained 

Component Initial Eigenvalues Extraction Sums of Squared Loadings 

Total % of 

Variance 

Cumulative % Total % of 

Variance 

Cumulative % 

1 6,342 63,415 63,415 6,342 63,415 63,415 

2 1,598 15,984 79,399 1,598 15,984 79,399 

3 ,935 9,347 88,747    

4 ,525 5,249 93,996    

5 ,283 2,826 96,821    

6 ,157 1,569 98,390    

7 ,102 1,016 99,406    

8 ,059 ,594 100,000    

9 1,619E-15 1,619E-14 100,000    

10 1,040E-15 1,040E-14 100,000    

Extraction Method: Principal Component Analysis. 

 
 

 The quality score of each component is called an Eigenvalue, and underlying factors 

can be found by components with a high eigenvalue (typically more than 1), which 

can be answered using the relevant r-square values (e.g. communalities) presented in 

the following Table 23.  Variables with low communalities are not very conducive to 

measure the positive impact of GDPR, while the higher ones contribute more. For 

example, the fact that GDPR helps Marketing Department to identify where costumer 

personal data is hosted (q14i) has R2=0.937, thus it contributes mostly to Digital 

Marketing, while the fact that GDPR helped Digital Marketing processes to focus on 

customers that are loyal to the brand (q14e) has R2=0.154, so it has minimal 

contribution.  
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Table 24: Communalities (R-squared values of  
 Initial Extraction 

14a.GDPR helped Marketing Department to identify 

where customer personal data is hosted 

1,000 ,937 

14b.GDPR helped Marketing Department to identify 

who has access to customer data / restrict 

unauthorized access / review access rights 

1,000 ,847 

14c.GDPR helped Marketing Department to identify 

with which other entity, customer's personal data are 

shared. 

1,000 ,920 

14d.GDPR forced marketers to re-think their Digital 

Marketing processes 

1,000 ,802 

14e.GDPR helped Digital Marketing processes to 

focus on customers that are loyal to the brand 

1,000 ,154 

14f.GDPR helped Digital Marketing processes to 

become more transparent to the customers 

1,000 ,854 

14g.GDPR helped Digital Marketing to work with 

accurate and meaningful customer data 

1,000 ,801 

14h.GDPR is an opportunity for forward-thinking to 

secure competitive advantage in digital marketing. 

1,000 ,947 

14i.GDPR transformed Digital Marketing processes 

in a positive way 

1,000 ,860 

14j.GDPR helped digital marketers to focus on 

specific target groups of customers. 

1,000 ,817 

Extraction Method: Principal Component Analysis. 

 
The same conclusion can be drawn from the relevant Scree plot, indicating that 2 

factors can explain most of the variance.  
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Graph 3: SCREE plot indicating 2 stronger factors  

Based on above, q14a (R2=0.937), and q14h, which is for forward-thinking to secure 

competitive advantage in digital marketing ( R2=0.940) have the highest contribution 

to the Digital Marketing, thus they can be the independent variables used to predict 

the dependent variables (Digital Marketing Campaign Costs (DMCC), Customer 

Engagement (CE) and ROI). 
 

Regression results  

 

Finally, it will be examined if the most contributing factors regarding the positive 

impact of GDPR , which are the personal data identification   (PDI, q14a) and the 

Forward Thinking (FT, q14h) can be  relatively good predictors for Digital Marketing 

Campaign Costs (DMCC), Customer Engagement (CE) and ROI. In other words, 3 

different models implemented, each one having GDPR as predictor (independent 
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variable) and the other variables as dependent, using the OLS method (Least Square 

Method), regardless of the data distributions. As significance level is taken 5%.  

Digital Marketing Campaign Costs and GDPR benefits  

The first model is the model using as dependent variable the DMCC, while PDI 

(Personal Data Identification) and FT (Forward-Thinking) are the predictors. 

Algebraically, the model can be as 

𝐷𝐷𝐷𝐷𝐷𝐷𝐷𝐷 = 𝑏𝑏0 + 𝑏𝑏1𝑃𝑃𝐷𝐷𝑃𝑃 + 𝑏𝑏2𝐹𝐹𝐹𝐹, 𝑏𝑏0, 𝑏𝑏1, 𝑏𝑏2  relevant coefficients  

 The first table (Table 23(a)) presents the estimation of R-squared (0.084) and the 

standard error which is 0.532.  

 
Table 25a) Model Summary 

Mode

l 

R R 

Square 

Adjusted R 

Square 

Std. Error of 

the Estimate 

1 ,330a ,109 ,084 ,532 

a. Predictors: (Constant), 14h.GDPR is an opportunity for forward-

thinking to secure competitive advantage in digital marketing., 

14a.GDPR helped Marketing Department to identify where customer 

personal data is hosted 

 
The following table presents the coefficients estimations, which are respectively  

𝑏𝑏�0 = 4.452, 𝑏𝑏1� = −0.162, 𝑏𝑏2� = −0.156 

Table 25b)Coefficients (Digital Marketing Campaign Costs) 

Model Unstandardized Coefficients Standardized 

Coefficients 

t Sig. 

B Std. Error Beta 

1 (Constant) 4,452 ,493  9,035 ,000 

14a.GDPR helped 

Marketing Department to 

identify where customer 

personal data is hosted 

-,162 ,092 -,225 -1,765 ,082 

14h.GDPR is an 

opportunity for forward-

thinking to secure 

competitive advantage in 

digital marketing. 

-,156 ,128 -,155 -1,217 ,228 

a. Dependent Variable: 16a.Compliance with GDPR minimized marketing campaigns cost. 
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Coefficients are not statistically important (column Sig, p>0.05). Thus, positive 

impact of GDPR is not statistically important for Digital Marketing Campaign Costs. 

Customer engagement and GDPR benefits  

The second model is the model using as dependent variable the CE, while PDI 

(Personal Data Identification) and FT (Forward-Thinking) are the predictors. 

Algebraically, the model can be as 

𝐷𝐷𝐶𝐶 = 𝑐𝑐0 + 𝑐𝑐1𝑃𝑃𝐷𝐷𝑃𝑃 + 𝑐𝑐2𝐹𝐹𝐹𝐹, 𝑐𝑐0, 𝑐𝑐1, 𝑐𝑐2  relevant coefficients  

The first table presents the estimation of R-squared (0.086) and the standard error 

which is 0.531.  

 
Table 26a) Model Summary 

Mode

l 

R R 

Square 

Adjusted R 

Square 

Std. Error of 

the Estimate 

1 ,333a ,111 ,086 ,531 

a. Predictors: (Constant), 14h.GDPR is an opportunity for forward-

thinking to secure competitive advantage in digital marketing., 

14a.GDPR helped Marketing Department to identify where customer 

personal data is hosted 

 
 

The following table (Table 14(b)) presents the coefficients estimations, which are 

respectively  

�̂�𝑐0 = 2.416, 𝑐𝑐1� = 0.267, 𝑐𝑐2� = −0.102 

Coefficients 𝑐𝑐0, 𝑐𝑐1are statistically important (column Sig, p<0.05). Thus, positive 

impact of GDPR, and especially its contribution to personal data identification is 

statistically important for Customer Engagement.  
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Table 26b) Coefficientsa 

Model Unstandardized Coefficients Standardized 

Coefficients 

t Sig. 

B Std. Error Beta 

1 (Constant) 2,416 ,492  4,908 ,000 

14a.GDPR helped 

Marketing Department to 

identify where customer 

personal data is hosted 

,267 ,092 ,371 2,920 ,005 

14h.GDPR is an 

opportunity for forward-

thinking to secure 

competitive advantage in 

digital marketing. 

-,102 ,128 -,101 -,798 ,428 

a. Dependent Variable: 16b.Compliance with GDPR raised customer engagement. 

 
ROI and GDPR benefits  

The third and final model uses as dependent variable the CE, while PDI (Personal 

Data Identification) and FT (Forward-Thinking) are the predictors. Algebraically, the 

model can be as 

𝑅𝑅𝑅𝑅𝑃𝑃 = 𝑑𝑑0 + 𝑑𝑑1𝑃𝑃𝐷𝐷𝑃𝑃 + 𝑑𝑑2𝐹𝐹𝐹𝐹,𝑑𝑑0, 𝑑𝑑1,𝑑𝑑2relevant coefficients   

The first table (Table 27 a)presents the estimation of R-squared (0.150) and the 

standard error which is 0.521.  

 
Table 27a)Model Summary 

Mode

l 

R R 

Square 

Adjusted R 

Square 

Std. Error of 

the Estimate 

1 ,416a ,173 ,150 ,521 

a. Predictors: (Constant), 14h.GDPR is an opportunity for forward-

thinking to secure competitive advantage in digital marketing., 

14a.GDPR helped Marketing Department to identify where customer 

personal data is hosted 

 
 
 

The following table (Table 27(b)) presents the coefficients estimations, which are 

respectively  
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�̂�𝑑0 = 3,35,𝑑𝑑1� = 0.320,𝑑𝑑2� = −0.398 

 
Table 27b) Coefficientsa 

Model Unstandardized Coefficients Standardized 

Coefficients 

t Sig. 

B Std. Error Beta 

1 (Constant) 3,350 ,483  6,932 ,000 

14a.GDPR helped 

Marketing Department to 

identify where customer 

personal data is hosted 

,320 ,090 ,437 3,562 ,001 

14h.GDPR is an 

opportunity for forward-

thinking to secure 

competitive advantage in 

digital marketing. 

-,398 ,126 -,388 -3,163 ,002 

a. Dependent Variable: 16c.Compliance with GDPR brought higher return on investment on Digital Marketing 

campaigns 

 
All coefficients are statistically important ( p<0.05). Thus, positive impact of GDPR 

and especially its contribution to personal data identification and Forward-Thinking is 

statistically important for ROI. 
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Discussion 
 

Undeniable is the fact that the adoption of GDPR policy has brought fundamental 

changes in various business sectors, and Digital Marketing is not an exception to this 

rule. Most participants admitted that GDPR has become an indispensable part of the 

company’s Marketing policy, as it works as a catalyst to Marketing, as most 

companies have a privacy policy and a cookie management policy, as well as having 

processes in place to obtain explicit consent, adhered to the new regulations of data 

protection policy (EU, 2018). Moreover, every company that formulates a digital 

campaign or somewhat, must be aware of the new regulations concerning data 

protection policy, otherwise it may be challenged with fines and other restrictions.  

From above analysis, it can be concluded that GDPR has a positive impact on Digital 

Marketing in various ways, such as that it is highly conducive for marketing 

department to identify who are the customers, have valid customer information and 

focus on costumers who are loyal to the brand. Moreover, it has drastically changed 

the way of which digital marketers think so as to reconsider their Digital Marketing 

processes and work more accurately using meaningful customer data and secure 

competitive advantage, with optimized mechanism of human decision making in a 

personal data context, but undeniably one of the most important advantages of GDPR 

is the fact that makes marketers think as individual customers as well as other benefits 

emanated and according to relevant literature (van Ooijen and Vrabec, 2018; Li, Yu 

and He, 2019, Mourby et al., 2019) 

However, GDPR has also brought some drawbacks for Digital Marketing as well, 

such as the complexity in gathering data related to customer interaction for instance, 

or other restrictions concerning data management and GDPR’s impact may be 

negative for many colossal firms such as Facebook and Google, facing lawsuits or 

other stringent restrictions (Lee, 2018), and of course it may provide a great obstacle 

in data management policy, even for the strongest firms. Needless to say, GDPR has 

brought radical changes to every industry, as even the slightest change in data policy 

requires successful and accurate measurement. GDPR has many benefits from any 

company, regardless of its Marketing Policy. 
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However, it has been concluded that there was a negative correlation between the 

marketing campaign costs and the adherence to GDPR, which practically means that 

when a company completely abides by GDPR rules, this has a reverse impact on its 

marketing campaign costs. In other words, the more a company spends for a 

marketing campaign, the lesser the adherence to GDPR rules. It was also positively 

correlated with ROI, otherwise there may be a penalty for non-compliance, resulting 

in a 4% loss of a company’s global annual revenue (Williams, 2018). 

Moreover, it has been confirmed that GDPR may have a positive impact on Digital 

Marketing, but these benefits are diverse among companies of different sizes. A small 

company (1-50 employees) has inadequate resources (both human and material) to 

implement a full-scale marketing policy, whilst larger companies can allocate more 

resources on a digital campaign, and insolvency will be a real risk for non-compliant 

businesses as a result of these fines (Day, 2017). However, it has also advantages and 

disadvantages for any company and for every digital marketing policy, and its overall 

impact has not yet been determined, something which may be an objective of a 

potential future research. Moreover, it has been concluded that the benefits of GDPR 

have many important underlying factors, such as the easiness at personal data 

identification and forward thinking, which are also good predictors for Digital 

Marketing Campaign Costs, Customer Engagement and ROI.  
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