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Introduction 

The contents of this advice sheet draw on the Tim Baker and Roger Tomlinson report for 

Audience Data UK Conclusions and Recommendations on Data Ownership Guidelines. It is 

applicable for potential marketing use of people’s contact details. Permission is not needed 

to contact people for research purposes only. 

The following suggested wording assumes that the relevant data ownership agreements are in 

place. To understand more about what these agreements imply, please refer to the Sample 

Confidentiality Agreement sheet download on the Research guidelines and data protection 

page.  

 

Computerised systems 

The appropriate phrasing for requesting audience member’s permission to take and use their 

contact details should be prompted by the computerised Box office system (or other) whenever 

the Box Office staff is in dialogue with a customer and taking their details if they do not appear 

to have a current record or to check that their permissions are still correct. See the Sample 

permission-to-use-contacts wording advice sheet on the Research guidelines and data 

protection page. 

The system should therefore provide fields or tick boxes recording permissions for the five 

contact methods 

• Post 

• E-mail 

• Phone 

• SMS 

• Fax 

 

as well as the three statuses (depending on the data ownership and sharing agreement in 

place – see the Sample data use and data-sharing agreements sheet on the Research guidelines 

and data protection page): 

• Venue only  

• Venue and Touring Company share  

• Other arts and entertainment organisations can share 

 

http://audiencesontour.files.wordpress.com/2012/12/adukresourcedataownershipguidelines_c_audiencedatauk2.pdf
http://audiencesontour.wordpress.com/information-sheets/basic/research-guidelines-and-data-protection/
http://audiencesontour.wordpress.com/information-sheets/basic/research-guidelines-and-data-protection/
http://audiencesontour.wordpress.com/information-sheets/basic/research-guidelines-and-data-protection/
http://audiencesontour.wordpress.com/information-sheets/basic/research-guidelines-and-data-protection/
http://audiencesontour.wordpress.com/information-sheets/basic/research-guidelines-and-data-protection/
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Additional fields: 

• Date 

 

Most computerised systems will record the date on which the statement is used and the 

permissions recorded on the system. This is essential for verifying that “informed consent” was 

obtained.  

 

Default settings 

Some systems provide the option for pre-setting a default status of full agreement so operators 

only need to record negatives (opt-outs). However, care should be exercised with this 

particularly in regard to contact methods requiring “opt-in” (i.e. email phone, SMS and fax), as 

marketers might inadvertently pull off lists that include people who haven’t given explicit 

informed permission. 

More difficulty is caused by those systems that essentially treat data protection as obtaining 

permission for a (postal) mailing list and restrict the contact methods and statuses to just that.  

Note that to comply with the law and related regulations it is essential to record explicit 

consents for e-mail, phone, SMS and fax if you propose to use any of these. 
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