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DATA PRIVACY TRENDS: 
THE CONSUMER PRESPECTIVE

Our infographic is based on "Data Privacy: What the Consumer Really Thinks", a report 
commissioned by Acxiom in partnership with DMA. They surveyed 2,076 US ci�zens (Age: 
18+) exploring their a�tudes, percep�ons, and concerns over data. The survey also looked 
at how these are changing over �me, and the impact of GDPR. Let's take a closer look.

58%
are Data 

Pragma�sts

24%
are Data 

Fundamentalists

18%
are 

Unconcerned

The general percep�on and awareness 
levels among Americans about data 
exchange is posi�ve (at 44%) and is 
also above the global average 

Also, 62% of American consumers 
believe that sharing data and personal 
informa�on online is vital and part of 
the modern economy

Rise of the aware and informed consumer...

Most Americans
(58%) are willing to share their 
personal data with businesses 

if the benefits received in 
exchange are clear

The Value of Data...

76%
consumers would 
like to trade their 

data for be�er 
offers, services

58%
consumers think that 
businesses benefit the 

most from personal 
data exchange

84%
consumers would 

expect be�er control 
over the personal data 

shared and used 
by businesses

Personal data types that are most 
likely to be shared in exchange for 
customized services from a business 
(% of respondents who wish to share)

Most crucial data types:

SOCIETAL DATA 
(Social Interest/Concerns)

DNA DATA
(Medical history)

LIFESTYLE DATA 
(Interests/Hobbies)

LOCATION DATA EMAIL DATA

19%
21%

32%

40%

56%

Trust and transparency are the keys to create and 
establish a sustainable value exchange

The Fast-Maturing Data Economy

More than half, 54% of all American 
consumers rank trust in an organiza�on as 
the most important factor for engaging in 
data exchanges

Transparency shown by businesses over 
how and why consumer data is collected, 
stored and used is vital

Direct financial incen�ves such as cash 
payments, en�rely free products or 
services,and discounts also rank among 
the top mo�va�ons for sharing personal 
informa�on

Key Take Aways For Businesses

Majority of 
consumers are data 

pragma�sts

With high public 
awareness and 

acceptance of data 
exchange, this is a 
posi�ve sign of a 

maturing data 
economy which is a 

fer�le ground to 
promote data 

sharing.

Data control and
autonomy are 
cri�cal for US 

consumers

Consumers expect a 
greater sense of 

control, trust and 
transparency in 

data exchanges as 
the core hygiene 

factors that must be 
met by businesses 
before a�emp�ng 
to collect personal 

informa�on.

Pressing need to 
address the 
perceived 

asymmetry 
between industry 

and consumers

The current 
perceived 

imbalance in the 
digital economy as 
to who benefits the 

most from data 
exchanges between 

brands and 
consumers will 

need to be 
addressed to 

promote a 
sustainable value 
exchange model.
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