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DATA SURVEY
PRELIMINARY RESULTS



2015
2014
2013

UK

72%

Spain

83%

France

82%

Germany

69%

Italy

66%

% Agree/strongly agree:  I am concerned about data protection and privacy on the internet: 
(among those who access the internet)

Global Average

79%

Source: The Futures Company

People say they’re concerned about 
protection and privacy on the internet



62%

13%

11%
6%

4%
3%

1%

How long would you prefer 
for your data to be stored?

Source: The Store WPP Data Survey February 2016

Personally Identified Data

Only for the period of transaction

An Hour

A Day

A Week

A Month

A Year
Indefinitely



From 1 to 10 (1 least comfortable and 10 most comfortable) 

Source: The Store WPP Data Survey February 2016

How comfortable are you about sharing your personal data with:

Retailers are not the most trusted  
to giving personal data



From 1 to 10 (1 is trust the least and 10 is trust the most)

Source: The Store WPP Data Survey February 2016

Consumer Hierarchy of Retailer Data Trust

Which of these specific retailers 
do you trust to keep your data?
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Changing Consumer Psychological Contract
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Proposition

Brand 
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IoT in re-imagining…









Kwik open platform 
for repetitive 

purchase
enabling brands to 

sell directly to 
Consumers

THERE IS A BUTTON FOR IT



Nappies Soda bar 
refill

Water 
coolers

Pizza



Data dashboard



CREATED
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AVAILABLE FROM 
www.internetofthingsage.com/iot-kit
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