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In the game of trust,
consumers value data
transparency over liking a
product or service
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For more insights and key statistics on the biggest trends in today’s most disruptive
industries, subscribe to our Chart of the Day newsletter.
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Nearly two-thirds (65.8%) of US consumers said that a company being transparent about how
they plan to use personal data would help that company gain their trust, per Razorfish. Over
half (55.1%) said a company would be more likely to gain their trust if it didn't unnecessarily
collect personal data. Their satisfaction with a company’s product or service had less of an
impact, with 49.1% saying it would earn their trust.

Factors That Would Influence US Consumers to
Gain Trust in a Company, Jan 2023

% of respondents

If the company was transparent about how they use my personal data

65.8%

If the company didn't unnecessarily collect my personal data

551%
If | liked the products/services

If | heard good reviews from other people
40.3%

If the company supported causes/politics that | care about
20.7%

Note: n=1,672 ages 16-64

Source: Razorfish, "The Dafa Privacy Paradox,” March 22, 2023
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Beyond the chart: It’s not just consumer concerns that marketers should be worried about.

This year, state privacy laws have or will come into effect regarding how companies can
collect and use consumer data in California, Colorado, Connecticut, Utah, and Virginia. And
that’s just the beginning—there are 19 other states with active privacy legislation, and a
federal privacy law could be looming.

To appease both consumers and regulators, companies must stay up to date on the latest
privacy laws and be completely transparent about how they plan to use consumer data.
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https://content-na1.emarketer.com/california-privacy-regulations-have-implications-beyond-state
https://www.huschblackwell.com/industries_services/colorado-privacy-act
https://portal.ct.gov/AG/Sections/Privacy/The-Connecticut-Data-Privacy-Act#:~:text=The%20CTDPA%20takes%20effect%20on,controllers%20that%20process%20personal%20data.
https://www.sullcrom.com/insights/memo/2022/April/Utah-Consumer-Privacy-Act
https://pro.bloomberglaw.com/brief/what-is-the-vcdpa/#:~:text=CCPAVCDPA%20Ambiguities-,What%20is%20the%20Virginia%20Consumer%20Data%20Protection%20Act%20(VCDPA)%3F,targeted%20advertising%20and%20sales%20purposes.
https://iapp.org/media/pdf/resource_center/State_Comp_Privacy_Law_Chart.pdf
https://iapp.org/news/a/us-house-lawmakers-keep-federal-privacy-legislation-top-of-mind/

Methodology: Data is from the March 2023 Razorfish report "The Data Privacy Paradox." US
1,672 consumers ages 16-64 were surveyed online during December 22, 2022-January 23,

2023.
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