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Which of the following examples of using people’s social media data do you 

think currently happen under the terms and conditions of social media sites?

Clustered Bar v1

6%

22%

38%

41%

46%

48%

54%

57%

None of these

Don’t know

Sharing individuals' social media data with third parties, such
as the government or companies, for research purposes

Sharing individuals' social media data with third parties, such
as the government or companies, for marketing purposes

Sharing overall numbers of social media data with third
parties, such as the government or companies, for research

purposes (but not linked to individuals)

Sharing overall numbers of social media data with third
parties, such as the government or companies, for marketing

purposes (but not linked to individuals)

Use of their social media data to personalise users’ 
experience of the social media site (for example the items 
they see in their ‘feed’ or the content of emails or alerts)

Use of their social media data to help decide which adverts to
show users on the social media site

Combined introductions

Base: 1,250 GB adults Source: Ipsos MORI
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And which, if any, do you think the following examples should not happen?

Clustered Bar v1

9%

15%

31%

32%

33%

33%

60%

65%

None of these

Don’t know

Use of their social media data to help decide which adverts to
show users on the social media site

Sharing overall numbers of social media data with third
parties, such as the government or companies, for research

purposes (but not linked to individuals)

Sharing overall numbers of social media data with third
parties, such as the government or companies, for marketing

purposes (but not linked to individuals)

Use of their social media data to personalise users’ 
experience of the social media site (for example the items 
they see in their ‘feed’ or the content of emails or alerts)

Sharing individuals' social media data with third parties, such
as the government or companies, for research purposes

Sharing individuals' social media data with third parties, such
as the government or companies, for marketing purposes

Combined introductions

Base: 1,250 GB adults Source: Ipsos MORI
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How likely, if at all, would you be to approve the following research project on a scale of 1 

to 10, where 1 is ‘would definitely not approve’ and 10 is ‘definitely would approve’. 

Pie chart 6 v1 

17%

5%
3%

12%

22%4%

17%

20%

How anonymous is the 

data?

Who is the project for?

Why are they doing the 

project?

Who could be included?

Has permission been given?

Is the social media data publically 

available?

What kind of content 

would be looked at?

What personal information 

would be used?

Base: 1,250 GB adults Source: Ipsos MORI
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Which of the following examples of using people’s social media data do you 

think currently happen under the terms and conditions of social media sites?

Clustered Bar v1

6%

22%

38%

41%

46%

48%

54%

57%

None of these

Don’t know

Sharing individuals' social media data with third parties, such
as the government or companies, for research purposes

Sharing individuals' social media data with third parties, such
as the government or companies, for marketing purposes

Sharing overall numbers of social media data with third
parties, such as the government or companies, for research

purposes (but not linked to individuals)

Sharing overall numbers of social media data with third
parties, such as the government or companies, for marketing

purposes (but not linked to individuals)

Use of their social media data to personalise users’ 
experience of the social media site (for example the items 
they see in their ‘feed’ or the content of emails or alerts)

Use of their social media data to help decide which adverts to
show users on the social media site

Combined introductions

Base: 1,250 GB adults Source: Ipsos MORI
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And which, if any, do you think the following examples should not happen?

Clustered Bar v1

9%

15%

31%

32%

33%

33%

60%

65%

None of these

Don’t know

Use of their social media data to help decide which adverts to
show users on the social media site

Sharing overall numbers of social media data with third
parties, such as the government or companies, for research

purposes (but not linked to individuals)

Sharing overall numbers of social media data with third
parties, such as the government or companies, for marketing

purposes (but not linked to individuals)

Use of their social media data to personalise users’ 
experience of the social media site (for example the items 
they see in their ‘feed’ or the content of emails or alerts)

Sharing individuals' social media data with third parties, such
as the government or companies, for research purposes

Sharing individuals' social media data with third parties, such
as the government or companies, for marketing purposes

Combined introductions

Base: 1,250 GB adults Source: Ipsos MORI
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How likely, if at all, would you be to approve the following research project on a scale of 1 

to 10, where 1 is ‘would definitely not approve’ and 10 is ‘definitely would approve’. 

Pie chart 6 v1 
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Who is the project for?

Why are they doing the 

project?
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How likely, if at all, would you be to approve the following research project on a scale of 1 

to 10, where 1 is ‘would definitely not approve’ and 10 is ‘definitely would approve’. 

Stacked column v2

Base: 1,250 GB adults Source: Ipsos MORI

0.0

0.1

0.2

0.3

0.4

0.5 Index of relative 

importance in driving 

approvability

Who the project is for?

Government department

Public service/local councils

A charity

Researchers in universities

A private company

Is the social media data 

publically available?

All types of public/private  posts and 

private messages

All types of public/private posts

Publically available posts, and posts 

that can be seen by anyone with an 

account

Posts that have already been made 

public on a site where anyone can see 

contributions

How anonymous is the data?

Individual level posts will be seen 

individual social media posts will be 

published unedited

Individual level posts will be seen by 

researchers; individual social media 

posts will be published anonymously

Individual level posts will be seen by 

researchers, but posts will not be 

published.

The researcher will not see 

names/locations; no posts will be 

published.

Only overall numbers are provided by 

the social media site.  No raw data will 

be seen by the project.
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https://ico.org.uk/media/for-organisations/documents/1541/big-data-and-data-protection.pdf


 

 
 



 

 

 

 

 



 





 

 

https://www.americanpressinstitute.org/publications/reports/strategy-studies/ethical-curation-attribution/
https://www.americanpressinstitute.org/publications/reports/strategy-studies/ethical-curation-attribution/
http://www.cs.cf.ac.uk/cosmos/cosmos-ethics-statement/


 

 

 

 







 



 







 

 













 

 

 

 

 



 

 

 

 



 





  



Steve Ginnis
Head of Digital Research
Social Research Institute
Ipsos MORI  
steven.ginnis@ipsos.com

Harry Evans
Research Executive
Social Research Institute
Ipsos MORI 
harry.evans@ipsos.com
 

Jamie Bartlett
Director
Centre for the Analysis of Social 
Media at Demos 
jamie.bartlett@demos.co.uk

Ipsos MORI
3 Thomas More Square
London E1W 1YW

t: +44 (0)20 7347 3000
f: +44 (0)20 7347 3800

www.ipsos-mori.com
www.twitter.com/IpsosMORI

 For more information  About Wisdom of the Crowd

Four of the country’s leading technology and social policy research 
organisations – Ipsos MORI, Demos, CASM Consulting LLP and the 
University of Sussex -  have teamed up to launch a year-long project that 
aims to change the way social media information is used.

The Wisdom of the Crowd project is sponsored by Innovate UK, with 
funding contributions from the TSB, the EPSRC and the ESRC – as part of 
the competition ‘Data Exploration – creating new insight and value’.

www.ipsos-mori.com/wisdomofthecrowd




