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With the landscape of data collection having changed dramatically over the past three decades, and 
with so many aspects of our lives now conducted in the digital world, what has this meant for views 
about privacy? As we share sensitive information for everything from online banking and shopping to 
using social media, how concerned are we about the way that our personal data is collected, stored and 
shared? And has this changed because of the global pandemic? 

According to data from the Pew Research Center, in 2019, most American adults said that they were 
very concerned about online privacy. 72% of those polled believed that all or most of what they did 
online is tracked by companies and that almost 60% understood very little about what they then do with 
their data. Only 18% felt that they have some control over how it is used. What is particularly striking, 
and something that should be ringing alarm bells, is that 81% said that the potential risks of sharing such 
personal data outweighs the benefits and linked to this, 62% decided not to use products or services due 
to privacy concerns.  

Buzzback conducted a privacy study with ESOMAR and HERE Technologies, involving 10,000 respondents 
across Australia, Brazil, France, Germany, Japan, the Netherlands, the UK, the US, India and China in 
2019 and followed this up with another study in 2021 with 5,000 respondents from Brazil, Germany, the 
UK, the US and China.1 

One key trend we found was that the concern about sharing personal information has been rising 
globally as result of more bad experiences online and the reporting of a number of high-profile data 
breaches. In Germany, for instance, the proportion who said that they had been spammed by unknown 
companies had gone up from 45% to 50% over the past two years. 45% of those surveyed in China had 
suffered leaks of personal details, compared to 30% previously. And in the UK, 40% had experienced 
phishing or scams, whereas it had been 25% earlier.  

People are thinking more carefully about sharing their personal information digitally and with whom. 
Now 60% are highly concerned about sharing this data, whereas two years ago it was 55%. The drop in 
trust is particularly marked in Germany, the US and UK. And overall, we found this to be an indicator of a 
difference in the global experience between markets.  

Even when there is a potential reward for sharing, more are not willing to trade losing privacy for 
possible benefits. Willingness to share location, for instance, is now 45%, down from 50%, even if there 
is value in it. An exception, however, is that 50% are willing to record health data for improving well-
being or saving life. 

 
1 If the reader wants a copy of the full presentation and data, please email moxley@buzzback.com 
 



 
 

With Covid, issues around privacy and the collecting and using of personal data – particularly in relation 
to location and health – became even more pressing and have added to the debate. We found in our 
study that the pandemic was generating more privacy concerns for a significant minority (30%) in the 
US, the UK and Germany, for a majority in China and Brazil and that overall, 40% were more worried.  

Against this backdrop, what do people in the different markets think about the regulations and 
legislation to protect them? A reasonably high level of 70% are confident in the laws, but this was 
previously 75%. The drop in trust in legal protections is particularly noted in the US where there are no 
national regulations.  

There is clearly a consumer data opportunity for showing a responsible and transparent approach to 
data collection and management. Trust drives business and more people are willing to buy from 
companies that handle personal data as they should, especially in Germany and Brazil. Championing 
privacy, as Apple has done, has been a very successful strategy for the company. It, together with other 
big tech brands like Google and Microsoft are doing well in comparison with the social media companies 
in terms of being perceived as trustworthy. However, at the same time, there is a privacy paradox with 
people continuing to use services they don’t fully trust. 

So, should we be optimistic about the future of data and privacy? There appears to be a global 
divergence in outlook. The majority in China and Brazil say that they will feel safer in the future. As the 
full impact of Covid plays out, and with any new legislation that may be introduced, the positive impact 
of trust will only increase. 

So, to sum up, if you are a data collector you need to be open, earn trust and explain the benefits of 
what you are doing otherwise you’re going to struggle to survive. 

 


