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DATA SURVEY
PRELIMINARY RESULTS

UK



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

Concern About 
Protection and Privacy on the Internet



How long would you prefer 
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Source: The Store WPP Data Survey February 2016
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How long would you prefer 
for your data to be stored?

Source: The Store WPP Data Survey February 2016
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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 Give Personal Data



83%
of respondents are concerned 

or moderately concerned about the way their 
data is stored by retailers

Source: The Store WPP Data Survey February 2016



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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+325%
Growth in mobile advertising spend 
involving location data of targeting

Source: IAB 2015



+60%
A well-placed, well-executed, interactive 

digital OOH execution can be sold for more

Sources: Kinetic estimates & expertise
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2

That’s it!
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S I M P L I C I T Y



1 Navigate complex retail spaces

2 Gesture-controlled screens

3 Discovery through NFC and Touchcode cards

4 Location related real-time offers via mobile

EXAMPLE USE CASES



AVAILABLE FROM 
www.internetofthingsage.com/iot-kit
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