

		
[image: A picture containing text, clipart

Description automatically generated]vericast.com



New Vericast Survey Highlights Advertising Paradox
Consumers want a personal experience without sacrificing privacy 

SAN ANTONIO, February 23, 2023 – A recent consumer survey by Vericast validated a paradox about personal data that puts marketers in a tough spot. When it comes to digital advertising, consumers want a custom experience – but not at the expense of privacy.  

Vericast conducted a survey of 1,000 consumers in the U.S. to understand how they view the relationship between data privacy and advertising personalization. The survey found that consumers want to see targeted ads, but they also want to understand how advertisers use the information they collect. The key for advertisers is that personalization and privacy are not mutually exclusive, and both can be delivered with the right approach.

[bookmark: _Hlk127276938]“Consumers prefer to engage with brands that know what they want and incentivize them with the right offers at the right time, but privacy is a growing concern,” said Meggie Giancola, Senior Vice President of Sales Solutions & Strategy, at Vericast. “This paradox is creating an opportunity for marketing solutions with the agility to safely work with, understand and activate data so brands can deliver the experiences consumers desire without sacrificing privacy. As the digital ecosystem evolves, brands that provide transparency into how they use and protect data will be at a competitive advantage. Their marketing will ease consumer’s minds, making it more effective at building loyalty and driving growth.” 

The effectiveness of tailored advertisements as a consumer tool for online commerce is evident in the survey responses: nearly 25% say they are inclined to click on advertisements for something they have considered purchasing but have not searched for yet, while 27% are likely to respond to personalized offers that include a deal or discount. Still, many consumers are focused on controlling their data, and do not want their information being sold (46%) or behaviors tracked (21%).  

[bookmark: _Hlk126929801]Additional survey findings include: 

· For half of consumers, privacy outweighs personalization
· When asked what is most important when receiving online ads, 50% of consumers said privacy, while 36% cited personal relevancy.
· This preference cuts across demographics. Baby Boomers express the most angst towards data privacy over personalization (55%), followed by Gen X (53%), Gen Z (48%) and Millennials (45%).
· 46% of consumers believe marketers sell the data they collect, thus putting their privacy at risk. Over half of consumers believe social media companies engage in this practice.

· Consumers want privacy, but value personalization in action 
· Targeted advertisements impact shopping behaviors. Of the survey participants, 20% said they made a purchase after receiving a personalized ad, 27% became aware of a new brand, 21% were reminded of a brand they had previously purchased from and 12% used a deal to make another purchase from them.
· Most consumers (62%) feel positive or neutral towards targeted advertisements. 
· In identifying the platforms that offer advertisements most relevant to them, consumers identified Facebook (34%), Instagram (13%), YouTube (12%) and TikTok (8%). They’re also most likely to engage with the advertisements on Facebook (30%), Instagram (16%), YouTube (11%) and TikTok (7%).

· Lack of transparency is driving privacy concerns
· According to the survey, 39% of consumers feel powerless in controlling or informing how companies use their personal data.
· Of those who participated in the poll, 23% say they are unsure what kinds of information companies collect overall. 

To learn more about how Vericast can help brands reach high-target consumers in the evolving landscape and deliver both personalization and privacy, visit www.Vericast.com.
About Vericast
Vericast is reimagining marketing solutions one business-to-human connection at a time. By influencing how over 120 million households eat, shop, buy, save and borrow, Vericast fuels commerce, drives economic growth and directly accelerates revenue potential for thousands of brands and businesses. While its award-winning portfolio of products, technology and solutions are part of the Vericast story, its people are the true differentiators; trailblazers in data intelligence, marketing services, transaction solutions, campaign management and media delivery.
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