Legitimate Interests Assessment (LIA) Template 
How to use this template
Use this template to document why legitimate interests is a valid lawful basis for a marketing activity under UK GDPR Article 6(1)(f), before you start the activity.
An LIA is a three-part test: a purpose test (is there a real, lawful interest?), a necessity test (is this processing needed to achieve it?) and a balancing test (do the individual's rights and expectations override your interest?). If you fail any part, you cannot rely on legitimate interests.
· Complete one LIA per distinct marketing activity (for example, cold B2B email, retargeting ads, a customer newsletter).
· Answer in plain language and be specific. "To grow our business" is not enough on its own.
· Keep the completed copy on file. The ICO expects you to be able to show your reasoning.
· Review it whenever the activity, data or audience changes, and at least once a year.
Important: this is a general template, not legal advice. Legitimate interests does not replace consent where the Privacy and Electronic Communications Regulations (PECR) require it, for example for most marketing emails and texts to individuals. If in doubt, speak to a qualified data protection adviser.
Part 0: Processing overview
Complete this table first. It sets the scope of the assessment.
	Item
	Your answer

	Organisation name
	

	Assessor name and role
	

	Date of assessment
	

	Marketing activity being assessed
	

	Personal data used (for example name, work email, job title, company)
	

	Source of the data (collected directly, bought list, public sources)
	

	Who the data is about (customers, prospects, subscribers, website visitors)
	

	Channels used (email, post, phone, paid social, display ads)
	

	Any special category data involved? (If yes, legitimate interests alone is not enough)
	

	Any processors or third parties involved
	

	Next review date
	


Part 1: Purpose test
The purpose test asks whether you have a specific, lawful interest and can say clearly what it is.
	Question
	Guidance
	Your answer

	What are you trying to achieve with this marketing?
	Be specific, for example "tell existing customers about related products they may value".
	

	Who benefits (you, customers, third parties, wider society)?
	Name each beneficiary and how they benefit.
	

	How important is this interest to your organisation?
	Explain the business impact if you could not do this.
	

	What would happen if you could not go ahead?
	Consider the real consequences, not just inconvenience.
	

	Is the interest lawful and not in breach of other laws?
	Check PECR, advertising codes and any contractual limits.
	

	Are you following any relevant industry guidance or codes?
	For example the ICO Direct Marketing Code and the CAP Code.
	


Purpose test result: passed / not passed (circle one). Reason:
Part 2: Necessity test
The necessity test asks whether the processing is a reasonable and proportionate way to reach your purpose, and whether a less intrusive route exists.
	Question
	Guidance
	Your answer

	Does this processing actually help you achieve the purpose?
	Explain the link between the data you use and the outcome.
	

	Is there a less intrusive way to achieve the same result?
	Consider contextual ads, a smaller audience or fewer data fields.
	

	Are you using only the data you need (data minimisation)?
	List each data field and why it is needed.
	

	How long will you keep the data?
	State a retention period and what triggers deletion.
	

	Is the data accurate and kept up to date?
	Describe how you clean lists and handle bounces and changes.
	

	Can people easily opt out or object?
	Describe the unsubscribe or objection route and how fast you act.
	


Necessity test result: passed / not passed (circle one). Reason:
Part 3: Balancing test
The balancing test asks whether people's interests, rights or freedoms outweigh yours. Think about the individual's point of view, especially people who may be vulnerable.
	Factor
	Question
	Your answer

	Nature of the data
	Is it basic contact data, or sensitive, private or financial? Is it special category or children's data?
	

	Relationship
	Is there an existing relationship (customer, subscriber) or is this a cold contact?
	

	Reasonable expectations
	Would a typical person in this group expect their data to be used this way? Did you tell them at the point of collection?
	

	Transparency
	Is the use covered clearly in your privacy notice and in the message itself?
	

	Likely impact
	Could it cause annoyance, intrusion, distress, unfair treatment or financial effect? How likely and how severe?
	

	Scale and frequency
	How many people, how often, and across how many channels?
	

	Profiling or tracking
	Does it involve profiling, tracking across sites, data matching or inferred attributes?
	

	Vulnerable groups
	Could any recipients be children or vulnerable adults?
	


Safeguards
List the steps you will take to reduce impact and tip the balance in your favour.
· ☐ Clear privacy notice that names marketing as a purpose
· ☐ One-click unsubscribe and a suppression list that is always honoured
· ☐ Right to object explained simply and actioned promptly
· ☐ Data minimisation applied to every field collected
· ☐ Retention period set and enforced
· ☐ Contracts and security checks in place with processors
· ☐ Frequency caps and relevance targeting applied
· ☐ Other safeguards (describe):
Balancing test result: passed / not passed (circle one). Reason:
Part 4: Outcome and sign-off
You can rely on legitimate interests only if all three tests are passed.
	Test
	Result

	Purpose
	

	Necessity
	

	Balancing
	


Final decision: proceed on legitimate interests / do not proceed / use another lawful basis (circle one).
Before you go live
· ☐ Privacy notice updated to cover this activity and name legitimate interests
· ☐ Objection and unsubscribe process tested end to end
· ☐ Suppression list in place and checked before every send
· ☐ Records of processing updated
· ☐ Data protection officer or senior owner informed, where applicable
PECR reminder for electronic marketing
Legitimate interests can support the use of data, but PECR sets separate rules for the channel.
· Marketing emails and texts to individuals normally need consent. The "soft opt-in" can apply to existing customers when you collected their details in a sale or negotiation, offer similar products and gave a simple opt-out each time.
· Emails to corporate subscribers (limited companies, for example) are not subject to the same consent rule, but you must still identify yourself and offer an opt-out.
· Live and automated marketing calls have their own rules, including checks against the TPS and CTPS.
· Non-essential cookies and similar tracking for ads generally need consent.
Sign-off and review
	Item
	Detail

	Completed by
	

	Approved by
	

	Date approved
	

	Next review date
	

	Triggers for earlier review (new data, new channel, new audience, complaint, law change)
	


Worked example: B2B email outreach
A short filled-in example to show the level of detail expected. Replace it with your own facts.
	Test
	Example answer

	Activity
	Sending a relevant introductory email to named business contacts at consultancies about our analytics software.

	Purpose
	We want to find new business customers. This is a legitimate commercial interest, and recipients may benefit from a tool relevant to their role.

	Necessity
	Email is a proportionate channel for B2B contact. We use only name, work email, job title and company. We target job titles tied to the product, not whole organisations.

	Balancing
	Work contact details sent to a relevant role are within reasonable expectations. Impact is low: one short email per sequence, no sensitive data, no profiling beyond job title.

	Safeguards
	Unsubscribe link in every email, suppression list honoured within 24 hours, data sourced from public business listings, retention of 12 months without engagement.

	PECR check
	Sent only to corporate subscribers, with sender identity and opt-out included. Sole traders and partnerships are treated as individuals and excluded.

	Outcome
	All three tests passed. Proceed on legitimate interests. Review in 12 months.



