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Ipsos Public Affairs is a non-partisan, objective, survey-based research practice made up
of seasoned professionals. We conduct strategic research initiatives for a diverse number
of American and international organizations, based not only on public opinion research,
but elite stakeholder, corporate, and media opinion research. Ipsos has media
partnerships with the most prestigious news organizations around the world. Ipsos
Public Affairs is the polling agency of record for Thomson Reuters, the world’s leading
source of intelligent information for businesses and professionals. Ipsos Public Affairs is
a member of the Ipsos Group, a leading global survey-based market research company.
We provide boutique-style customer service and work closely with our clients, while also
undertaking global research.

To learn more, visit: www.ipsos-pa.com
For copies of other news releases, please visit: www.ipsos-na.com/news/.
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Nearly Half of U.S. Adults Believe They Have Little to No
Control Over Personal Info Companies Gather from Them
while Online

Just Four in 10 Feel They Have a Good Understanding of How to Protect
their Online Privacy

New York, NY — Nearly half (45%) of U.S. adults feel that they have little (33%) or no (12%)
control over the personal information companies gather while they are browsing the web or using
online services such as photo sharing, travel, or gaming, according to a new online survey of over
1,000 adults conducted by Ipsos on behalf of Microsoft. Only one-in-five (21%) say that they
have at least a significant amount of control over such personal information, while a third (34%)
feel that they have moderate control.

Similarly, many adults (24%) believe that they have little (19%) to no (5%) control over
information that they intentionally share online through activities like online retail transactions,
email, or social media. However, more adults feel that that they do have at least a significant
amount of control over the information that they intentionally share than information that
companies gather from them while they are browsing online (39% vs. 21%).

This lack of confidence may stem from respondents’ lack of understanding of how to protect their
online privacy. Less than half (40%) say that totally (11%) or mostly (29%) understand how to
protect their online privacy. Forty percent report that they moderately understand, and an
additional one-in-five (20%) said that they only minimally understand (17%), or are totally
confused (3%) when it comes to personal online protection.

Most Common Steps Taken to Help Protect Online Privacy

Nearly nine in ten (85%) have taken steps to protect their online privacy, most commonly by
deleting cookies (65%), opting out of targeted advertising (44%), uninstalling an app (41%), or
confirming or changing their browser setting to request that websites don’t track them (39%).
Fewer have stopped using an online service entirely (21%) or changed to a different website or
online service (20%). However, 15% report that they have not taken any of these actions to
protect themselves.

One-Third of Consumers Consider Privacy Issues When Choosing Which Online Services to
Use

A third of respondents (32%) say that they always consider a company’s privacy reputation, track
record or policies when choosing which websites to visit or online services to use, and an
additional 54% sometimes do so. However, one in eight (13%) never take these things into
account when choosing which websites and online services to use.

When asked under what circumstances companies should be able to track individuals browsing
the web or using online services, 60% say this should be allowed only after an individual
specifically gives the company permission to do so. An additional 8% feel this should be allowed
only if the individual gets something in return, and 5% feel companies have the right to do this
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whenever an individual goes online. More than one-quarter (28%) report that they thought
companies should never be allowed to track individuals’ online activities.

Just 20% of adults say that they want to receive personalized advertising based on their web
browsing or online service use, while the large majority (80%) report that they did not wish to
receive such ads.

A Third of Respondents Trust Friends and Family Most when it Comes to Advice Regarding
Online Privacy

If they have guestions, over eight-in-ten (85%) turn to outside sources for guidance about how to
protect their online privacy, most commonly a website’s privacy statement (39%) or friends and
family (39%). Three in ten (29%) look to company privacy policies, and 21% go to independent
privacy or consumer organizations for answers. About one-in-ten seek online privacy advice
from news sites (12%) or government agencies (10%).

When it comes to trusting these outside sources, a third (33%) say that they trust friends and
family the most, while 25% feel that independent privacy or consumer organizations are most
trustworthy. Two-in-ten (22%) place their trust in website privacy statement and company
privacy policies (20%). Fewer report that government agencies (15%) and news sites (10%) are
the sources they trust most.

These are some of the findings of an Ipsos poll conducted November 15-18, 2012. For the survey, a
national sample of 1,015 adults aged 18 and older from Ipsos’ U.S. online panel were interviewed
online. Weighting was then employed to balance demographics and ensure that the sample's
composition reflects that of the U.S. adult population according to Census data and to provide results
intended to approximate the sample universe. A survey with an unweighted probability sample of
1,015 and a 100% response rate would have an estimated margin of error of +/- 3.1 percentage
points 19 times out of 20 of what the results would have been had the entire population of adults in the
United States been polled. All sample surveys and polls may be subject to other sources of error,
including, but not limited to coverage error, and measurement error.

For more information on this news release, please contact:

Rebecca Sizelove
Associate Vice President
Ipsos Public Affairs
New York, NY
212-584-9253
Releases are available at: http://www.ipsos-na.com/news/
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About Ipsos

Ipsos is a leading global survey-based market research company, owned and managed by research
professionals that helps interpret, simulate, and anticipate the needs and responses of consumers,
customers, and citizens around the world. Member companies assess market potential and interpret market
trends to develop and test emergent or existing products or services, and build brands. They also test
advertising and study audience responses to various media, and measure public opinion around the globe.
They help clients create long-term relationships with their customers, stakeholders or other constituencies.
Ipsos member companies offer expertise in advertising, customer loyalty, marketing, media, and public
affairs research, as well as forecasting, modeling, and consulting and offers a full line of custom,
syndicated, omnibus, panel, and online research products and services, guided by industry experts and
bolstered by advanced analytics and methodologies. The company was founded in 1975 and has been
publicly traded since 1999. In 2011, Ipsos generated global revenues of € 1.363 billion ($1.897 billion
U.S.). Visit www.ipsos.com to learn more about Ipsos offerings and capabilities.
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