DIGITAL DATA
EXCHANGE :
THE CONSUN




OBJECTIVES

Context & Goals of the Project

The Office of the Australian Information Commissioner (OAIC) study conducted in 2020 into
Australian Community Attitudes to Privacy noted that for 70% of Australians privacy was a
major concern, particularly in terms of the nature of control they have about their personal
information in the digital space.

With this in mind, and thinking about the context of the Australian online digital media space,
this project sought to further understand :-

What the consumer understanding is regarding data privacy and monitoring of their online
activities i what is being collected, how its being used ?

What the awareness and comfort is about the value exchange for consumer data i what
are the tensions, what is valued and what is seen as an acceptable commercial exchange?

It should be noted, the aim was not to replicate previous studies, rather to inform the
commercial implications of what is known (or not) by the Australian public.
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METHODOLOGICAL OUTLINE

STAGE 1: Qualitative STAGE 2: Quantitative

n=1000

18+ Australia wide
Nationally representative
10mins online survey
October 417 10t 2021

10 people (IDI via phone, 20 mins)
Equal spilt of men and women

Age range 25-55

Mix of blue and white collar

Metro Sydney, Melbourne and Perth
September 13-24", 2021

O O O O OO
O O O OO
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WHAT WORRIES THE WORLD RIGHT NOW?

Uncertainty and the desire for stability and structure underpins the world we live in.
(Global country average)
Coronavirus (Covid-19)
Unemployment

Poverty and social inequality

Financial/Political corruption 27%

Crime & violence 26%

Research among c. 20,000 adults aged 16-64 in 28 participating countries. August 20th — September 3rd 2021.
Source: (Ipsos Global Advisor) « Created with Datawrapper
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Over the I aSt 18 April 2020 - September 2021 (global country average)
months crime &
violence has :
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Healthcare
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health concerns )
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Research among adults aged 16-64 in 28 participating countries. c. 20,000 per month. April 2020 - September 2021
Source: Ipsos Global Advisor - Created with Datawrapper
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PRIVACY IS PARAMOUNT FOR
8 IN 10 AUSTRALIANS WHEN IT
COMES TO CHOOSING THEIR
ONLINE EXPERIENCE

Extremely important 52%

Very important 33%

Somewhat important 12%

Not important 1%
Not sure/ dondét know 2%
| psos Oct 621 Australia ~ How i mportant 1is

data when choosing a digital service? n=1000
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TO THE CONSUMER DATA
Qe PRIVACY MEANS EFFECTIVE
— SECURITY OF PERSONAL
INFORMATION

nformation is kept private and confidential 26%

Nl ts abo

‘ ‘ data

-
.

|

Information is kept protected & safe 15%

Information,
how your
personal usage
online is being

protect

Information is not collected without my permission 14%

My information is not used by a third party without my consent 13%

;

| have the right to choose how my data is used 11%

Mi data is used in an aggregated way and not personally identifiable 11%
Information is not used against me 5%

Mi movements are not being watched or monitored 5%

| psos Oct 02 Whichstagemenaflom the list below, best
describes what the term data privacy means to you? n=1000




AUSTRALIANS WANT MORE CONTROL AND CHOICE BUT
ARE NOT SURE WHAT TO DO ABOUT IT

| care about my data

privacy,
know what to do
about it

rere 69

Agree

| want more control

and choice over the YT YYYTIIYY
collection and use of 'nl 'n. 'nl 'n. 'nl 'n. 'nl 'n. » 81 %

my personal info Agree

| psos Oct 62 Thinkng sbbut dath praection and privacy, to what extent do you agree
or disagree with the following statements? n=1000, T2B Strongly/somewhat Agree
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BUT ONLY 3 IN 10 FEEL
THEIR UNDERSTANDING

OF DATA PROTECT
AND PRIVACY RIGH
OF A HIGH STANDA

Excellent

ON
TS IS

RD

7%
22%
34%
28%

9%

| psos Oct 6 2Howaoukl you i@ate yoar unederstanding
of data protection and your privacy rights? n=1000
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| am not
fully aware
of how this

IS done




TO MITIGATE THIS
UNCERTAI NTY THEY

Clear browsing & search history

I g O | n to Choose not to use an app or website on a

mobile device due to concern over handling of

1 personal information
S ett I n g S to Choose not to use an app or website due to
. frequency of privacy requests
disable
. Choose not to deal with an organisation
t h e m If I t because of concerns regarding privacy
Choose an app or software because it had

Wl I I n Ot al I OW better privacy practises
: Read privacy policies before providing
v m e tO b y p aS S personal information

t h I Use an ad blocker, VPN, privavcy focused web
e m search engine or incognito mode when
browsing

actively
v R a V O I d t Ask organisations why they need my

\/) information

Turn off smart devices

L

BRLO 101010 1@k

Provide false personal details 15%

| psos Oct 62 Thinkng sbbut dath pra@ection and privacy, M
how often would you say you do the following? n=1000, T2B




BUSINESS CAN INCREASE COMFORT THROUGH
TRANSPARENCY AND GIVING CONSUMERS MORE CONTROL

AROUND DATA SHARING

TRANSPARENCY CONTROL
Provide details on how Give me more control
my data will be kept _ 42% about how my information _ 39%
private is used
Regularly request consent
Increase transparency on _ 41% to use my information, - 32%
how my data is shared rather than just once off

Provide a prominent and Ensure opt-in messages
easily understood privacy 36% are the same across all - 26%
policy companies in Australia
Provide monetary benefit
Provide details on where 33% for customers who allow 17%
my data will be stored use of their data
Provide details on Proyide non-monetary
location of business 26% benefits for customers who 10%

(physically or virtuall allow use of their data

| psos Oct 6 2Whatcansah onlané business do to make you feel more comfortable to
share your information when interacting with them? n=1000
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SHARING

Be upfront about how
data collected will be
used by the company

Stop sharing my
information with third
parties

Only collect information
from me that is needed

Advise if my data is going
to be passed onto a third
party and who it is

44%

46%

46%




STRONG CORPORATE
VALUES AND CONSISTENT
CONSUMER EXPERIENCES
ENGENDER TRUST

Transparent on what data they collect and how they use it 43%
-

Reliable and dependable 41%
.

A good corporate reputation 40%
|

Ethical 39%
|

Provide a consistently good customer experience 36%
.

Deliver on what they promise 36%
|

Quality products/services 35%
Good value 28%
|

Sustainable or responsible toward the environment 17%
|

Don't know/unsure 14%
|

| psos Oct 6 Zhinkingabeut comdanies that you have a

high level of trust in providing your personal information, what is it
about those companies that makes you trust them with your data?
n=1000
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| am OK with my
data being used
especially when
you have signhed
up for
something and

you know the
company
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