
 

 

 

Sébastien Houzé is Secretary General of the Federation of European Direct and 
Interactive Marketing (FEDMA). 
 
For the benefit of those who may not be directly familiar with FEDMA – what is 
FEDMA and how would you describe the role it plays?  
FEDMA, as the representative of the Data-Driven Marketing Industry, represents 22 
national Direct Marketing associations, directly representing more than 5,000, as well as 
51 organisations, representing the entire value chain of the data-driven marketing 
industry. The aim of FEDMA is to protect, promote, inform and develop the direct and 
interactive marketing industry. By representing the direct and interactive marketing 
sector in Europe, FEDMA positions itself as a dialoguing partner with the European 
Institutions and others to shape the future of the industry sector, and to raise its 
standard. With this position, FEDMA defends a balanced approach between the industry 
and consumers’ interest. 
 
How does FEDMA celebrate/think about Data Protection Day? 
FEDMA organizes an event at the Parliament, with MEPs, regulators, and industry 
members to carry our message: between Data & privacy, it’s all about finding the right 
balance. Regulation will only work if it’s not limiting business and global competition. 
Regulation will only work if self-regulation complements the legal texts. 
 
In 2014, we’ve seen some movement toward “data localization” (i.e., countries 
requiring companies to maintain data about its citizens within the borders of that 
country). In your view, is this a good idea whose time has come or a bit of fad that will 
not gain traction and fade away over time? 
FEDMA believes that the internet is without borders and so should be the flow of data, 
under certain conditions. It is the intent of the European Commission and the EU 
decision-makers to ensure that EU citizens’ privacy and personal data are protected 
regardless of where, geographically, the data is processed, and/or transferred. The 
objective is not to limit the transfer of data but to guarantee that data are transferred 
safely in different locations and that there are efficient and secured legal tools to do it. 
 
 
In the U.S., we are beginning to hear more and more about data protection reform in 
the E.U.  What does that mean and will there be any impact on U.S.-based companies? 
Discussions in the EU about privacy and the data protection reform have been going on 
for more than four years and have become even more public following the Snowden 
revelations a year and an half ago. Besides the whole concerns of access to data by 
Governmental agencies for national security purposes, the EU decision-makers 
understand that the flow of data is global, with a big part played by US companies. In 
drafting the new legislation, they want to ensure that any organization processing EU 
citizens’ personal data will have to abide to the coming legislation. Considering this, yes, 
US companies, if they process EU citizens’ data, should be concerned by the change of 
legislation. Furthermore, the work on a new legal framework in Europe, together with 
technologies development, has triggered further dialog among the Data Protection 
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Regulators from different parts of the world (especially the FTC), which are now looking 
at cooperating more closely, probably leading, on the long term, to a more global vision 
on privacy and data protection.  
 
 
Considering that technical innovation has the potential to erode any meaningful 
distinction between online/anonymous data and offline/known data, what might be 
some of the impacts or concerns regulators might have? 
Regulators have had different approaches to defining whether online/anonymous data 
should be considered as personal data or not, especially when discussing IP addresses. 
With the review of the legal framework, decision makers are willing to provide a more 
harmonious approach by considering any data or sets of data that enable the 
identification of an individual as personal data. This approach is likely to include both 
personal data, or personally identified information, and pseudonymised data within the 
scope of the draft regulation. However, in FEDMA’s point of view, legal requirements for 
the processing of data should also take into consideration risks to the data subject 
created by the processing. This is part of the so-called risk-based-approach developed in 
the draft regulation: the lesser risk there is in a processing, the lighter the legal 
obligations are. 
 
Big data seems to have moved beyond a concept stage buzzword and into the realm of 
reality. How does FEDMA think about/define big data and are there “rules of the road” 
for its use in marketing? If so, should those rules come out of industry self-regulatory 
consultations or be driven by governmental regulatory response? 
In fact, it’s not about big data, it’s about data. Communication in general and marketing 
in particular went through colossal changes which were imposed, to a certain degree, by 
deep and fast technological evolutions. The development of the internet, Search Engine, 
Smartphones, Social Media, Apps, Internet of Things have reshaped our world in 
impressive and successive waves. 
 
These evolutions have changed the way we communicate to each other, but also the 
way these organisations and individuals interact and the way we consume. With the 
internet, one-way communication, from organisations to the customer, is not enough 
anymore. The customer wants to play an active role in advertising: he/she wants to ask 
questions, to get answers, to give opinions, to express his/her preferences. Technologies 
have allowed communication to become interactive. 
 
Such interactivity gives the opportunity to customers to be perceived as unique by 
organisations. Through the millions present on digital and social media, the customer 
wants to be perceived as unique. So brands have the ability to put the customer in the 
centre of their strategy and to offer him/her what he/she wants: a personalised 
communication and a real-time experience. Personalised communication business 
models are based on data. 



 

 

 

Data-Driven Marketing is the most efficient and respectful communication channel. 
Data-Driven Marketing success is based on data while providing individuals with the 
ability to express his/her choices, preferences, interests… 
 
Access to data is the basis of our work and our main asset, in a world where privacy and 
data protection have become increased concerns, and where transparency to the 
individuals and ethics in data management are lagging behind. The Data-Driven 
Marketing industry has worked for decades and still works every day to build and 
maintain the most important asset we have: the customer trust. 
 
There’s very little debate that the online consumer experience takes place and often 
starts in the mobile environment. Has the ad-supported industry embraced the 
challenge of providing unique experiences that respect consumer privacy particularly 
around issues like location data for targeting? 
The ad industry in Europe is very aware of the importance of mobile, especially for 
triggering online purchases. The European Digital and interactive Advertising Alliance, 
EDAA, offers in Europe a sister programme to the one run by the DAA in the US. While 
following the path of the DAA, the EDAA is developing solutions for the mobile 
environment. 
 
In the U.S., we’ve been watching the Right to Be Forgotten decision unfold and we’re 
curious as to the thoughts about this on the ground in the E.U. What are the practical 
consequences of this and does it net out to a positive, negative, or neutral? What can 
we expect from this in 2015? 
The European Court of Justice Decision on the right to be forgotten, last year, has 
created many confusions. While Former Commissioner Viviane Reding has promoted 
her draft Regulation on data protection by arguing that it would provide EU citizens with 
a right to be forgotten on the internet, the court’s decision has actually built a bridge 
between the old directive on data protection and the future Regulation. In fact, the 
court has actually ruled on an individual’s right to object to the processing of his or her 
data. The implementation of the decision by search engines allows individuals to 
request the dereferencing of a URL in the search results for that individual’s name. 
However, the decision to dereference a URL is a balancing exercise between many 
interests, including the right of the public to access the information. Furthermore, when 
the decision to dereference a URL is taken by a search engine, this decision is only 
applicable for the domain name the request has been made with (.fr, .be, .es….). Many 
aspects of this court decision remain to be seen, especially the impact it will have on 
search engines’ activities and on individuals’ access to information on a mid to long term. 
 
What’s the future of Safe Harbor in 2015? Will this be replaced by other certification 
models? Something altogether new? 
It is true that the Safe Harbour Agreement allowing transfer of personal data from the 
EU to certified US companies currently raises many questions, especially since Ireland 
has questioned the European court of justice on whether it is bound by the European 
Commission’s decision that the Safe Harbour agreement provides sufficient protection 



 

 

 

to EU citizens’ data. The Safe Harbour agreement is reviewed by the European 
Commission which understands its importance for the flow of data and is willing to 
strengthen certain aspects of the agreement related to information to the data subject, 
and enforcement. Many voices in Europe consider the Safe Harbour as an important 
tool to transfer data, which should not be deleted. However, there is also an interest to 
give, within the future Regulation, easier access to tools for international data transfer. 
 
Most, if not all, privacy professionals have tried to “strike a balance” between the 
needs of the business/marketer and the expectations and/or concerns of the 
consumer. How successfully do you think this balance is achieved? What are the 
tradeoffs made in seeking this balance? 
Many efforts are made by the industry in that regards, and becoming a champion in 
data protection has the potential to gather huge consumer trust. It is important that 
companies keep engaging in that path. However, I don’t think the balance is there yet. 
Much work is done to ensure that the processing of data done by marketers is 
compliant to the legislation, but, besides data protection, companies should also put as 
much effort into respecting individuals’ privacy, when sending them commercial 
communication, and recording their preferences. Engaging with prospects is key for our 
industry, regardless of the communication channel used, however, trust makes 
customer’s relationship last longer. Data protection and privacy are two sides of the 
same coin. Transparency for the data subject, through layered privacy policies for 
instance, and easy access to tools to control the individuals’ privacy and data 
(potentially a pan industry solution), should be worked on. Finally, customers’ trust 
could be gained and retained if companies were to abide by sets of standards commonly 
agreed on and offering certification. 
 


