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DEVICES AND THEIR USAGE
• Heavy usage (3+hrs per day) went up for smart TVs and smartphones but dropped slightly for 

other devices.

 » This may reflect a change in COVID related behaviors from early 2021 to 2022.

• While more people stream video on their Smart TV than any other device, that is not true 
for persons ages 18-34 years who are more likely to stream on their devices, especially their 
smartphone. 

ON PRIVACY
• People expressed slightly less concern about 

privacy and their online behavior compared to 
2021.

 » That said, they took steps to protect their 
privacy, such as changing privacy settings, 
at about the same rate as in 2021.

 » Men and younger persons were more likely 
to take privacy related actions than women 
and older persons.

ON TARGETING
• A quarter to a third of persons thought typical targeting scenarios were a misuse of their data.

 » More thought it a misuse when based on their location being known and less when being 
retargeted after leaving goods in a cart.

• Cohorts are or will be a major tool used to target after the deprecation of third-party cookies. 
When asked how they feel about being grouped with other similar persons, the respondents:

 » Were less favorable about being grouped with others because of their mobility and location 
than they were about being grouped by age and gender.

SUMMARY OF FINDINGS

“Connected Devices” by Jackkdanial is 
licensed under CC BY-SA 4.0

The ARF conducted its fifth annual 
Privacy Study, surveying 1,273 American 
consumers. This study, like its four 
predecessors, was conducted in the 
spring (from May 14th to 27th, 2022). 
All five surveys were conducted using a 

Qualtrics online sample and platform, 
with quotas for age, gender and region, 
based on the distribution of the U.S. 
population at the time. All five years of 
survey data are available to members 
for reanalysis.

https://commons.wikimedia.org/wiki/File:Connected_devices.png
https://creativecommons.org/licenses/by-sa/4.0/legalcode


6ARF PRIVACY REPORT SEPTEMBER 2022

HOW RELEVANT ARE THE ADS YOU SEE
• Surprisingly, most respondents said it was at least somewhat acceptable to receive more 

relevant ads because of certain information that is collected. We believe the question structure 
encouraged a more positive response:

 » Prior purchases and the media you use ranked highest in acceptability. 

• When asked how often ads are irrelevant — for example for the wrong gender or age — 
between 20% and 25% of persons responded “frequently irrelevant” across different media 
platforms. 

• When asked if they were willing to share information in order to get more relevant advertising, 
people were least likely to say they would share Social Security numbers, financial information 
and medical information. 

 » Conversely people were more likely to share age, gender, race and ethnicity if it meant they 
would receive more relevant ads.

YOUR DATA, YOUR EXPERIENCE
• About half of our respondents said they were willing to have their personal data used if it 

meant a better experience with interactions, such as recommendation engines. 

 » The exception was that almost 70% of respondents said it was okay for a doctor’s office to 
retain their data if it would reduce paperwork during subsequent visits.

IN PEOPLE LIKE ME, WE TRUST
• People place the most trust in people like themselves, 

scientists and technical experts and their local police.

 » Advertising, media and Congress achieve the lowest 
trust scores.

• People are most likely to trust banks and financial 
institutions, doctors and hospitals to protect their data.

BUT DO THEY UNDERSTAND?
• Every year we see slight increases in the public’s 

understanding of the terms we use in digital advertising, 
and 2022 is no exception.

 » The most understood term is personalization and 
the least understood is PII.

• We also measured awareness of some of the steps that ad tech is taking to protect privacy.

 » About 40% of persons believe that any given step – like requiring opt-in – has already been 
taken whether or not the step had been indeed taken (such as opt-in on Android devices).

“UX Honeycomb” by Peter Morville & Andrew 
Lehti is licensed under CC0 1.0 Universal.

https://commons.wikimedia.org/wiki/File:UX_Honeycomb.png
https://creativecommons.org/publicdomain/zero/1.0/legalcode
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The study revealed a small increase in device 
ownership for all but laptops with Android 
dominating for all devices except smartphones 
where IOS was more dominant. Whereas heavy 
usage (3+ hours/day) went up for smart TVs and 

DEVICES & THEIR USAGE 
smartphones, it declined for other devices (See 
Figure 1). This probably reflects the fact that COVID 
behaviors were still significant drivers in the spring 
of 2021 and far less so in the spring of 2022.

Men and younger people, however said they had 
spent more time on their devices in April than they 
had at the start of the 2022. 

It also places the median usage of smart TVs at 

about 3.5 hours per day, typical of that found 
among survey measures. This is typically less than 
metered television usage, due in part to rooms 
being empty while the metered TVs are on.

In Figure 2, we have highlighted those uses cited 
by more than half the adult population. Overall, 
these data are very consistent with the ARF’s 
Universe Study of Device and Account Sharing 
(DASH). However, that study identified significant 
differences in how young and older stream video. 

Adults ages 18-34 are more likely to stream on a 
device, and the most heavily streamed device is the 
smartphone. It was once said that people watch 
on the “best” available screen. We might now say 
TVs are for live TV and devices are for streaming 
among younger persons.

FIGURE 1

FIGURE 2
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We asked: How well informed do you feel you are 
about privacy, that is, the use of your online data 
to advertise and market products? There was little 
change from 2021 with just 40% saying they were 
fairly or very well informed in both years.

ON PRIVACY
More specifically, we asked: Are you concerned 
about the use of your online behavior to advertise 
and market to you? Respondents seemed less 
concerned in 2022 then 2021, (See Figure 3). Men 
expressed more concern than women but there 
were no clear differences by age.

Although we think it unlikely to have had a 
significant impact on the public, as of May 2022 
Google had not yet announced the delay in the 
deprecation of third-party cookies.

While saying they were less concerned, 
respondents in 2022 took about the same amount 
of privacy related actions as the respondents in 
2021 (See Figure 4).

Men and younger persons were slightly more likely 
to take these privacy actions than women and 
older persons. 

This illustrates how building a profile in a survey 
from multiple actions can reveal a different 
dimension than asking a direct question about 
attitude or sentiment.

FIGURE 4

FIGURE 3
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Similarly, Figure 5 shows five different scenarios under which respondents addressed This is a 
misuse of my data. These results are virtually identical to the same results obtained during the 
2021 survey. 

In general, women were more 
likely to say these were misuses 
of their data, and persons ages 
55+ were twice as likely as 
persons ages 18-34 to say these 
were misuses of their data.

A common approach to the 
deprecation of third-party 
cookies is to create cohorts or 
groups based on certain behaviors. Among those with strongest negative reaction to being 
placed in such cohorts, women and older respondents were more likely to say that they did 
not want to be part of a group defined in these ways (See Figure 6).

Although it is true that in 2022, negative reactions to being placed in a group were slightly 
lower, only one is statistically significant: Based on probable age, gender and zip code. 

It is curious that in 2021, 
adding the word zip 
code to age and gender 
increased negative 
response by 5% but had 
no effect in 2022. On a 
related note, knowing 
an individual’s gender, 
birthdate and zip code 
allows you to identify 
close to 90% of all U.S. 
individuals (Hayes, n.d.).

ON TARGETING

FIGURE 5

FIGURE 6
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FIGURE 8

Many in advertising believe that people will be less concerned about privacy if their data are used 
to deliver more relevant ads to them. The ARF has asked this question in many ways. The results 
are heavily dependent on how you ask the question.

For example, when we asked — Do you find it acceptable to receive ads that may be more relevant 
that are sent to you because of the information that is collected? — most persons responded 
“acceptable” or “somewhat acceptable” when the data used are identified (See Figure 7).

 

Men and younger persons 
were more likely to say it was 
acceptable to use their data if it 
meant that they would receive 
more relevant ads. We show the 
results from the 2022 study as 
there was little difference from the 
results of the 2021 study.

Ironically, the number of persons 
finding it unacceptable to use 
their information to deliver 

more relevant ads roughly equals the number of persons who say the ads they receive are 
frequently irrelevant.  

In 2022, women and older persons were more likely to say the ads they receive are frequently 
irrelevant across all of the channels in Figure 8.

Not surprisingly, more 
targeted media, such as ads 
delivered on websites, are 
viewed as the least irrelevant 
(See Figure 8). The outlier in 
2021, local television, may have 
been a function of the kinds 
of ads that were run in local 
television as COVID was still 
a factor for local advertisers, 
such as restaurants and 
other more local businesses. 
Local television ads are less 
irrelevant to consumers today.

HOW RELEVANT ARE THE ADS YOU SEE

FIGURE 7
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Meanwhile, there are sharp differences in 
willingness to share data about different 
attributes if it means receiving more 
relevant advertising (See Figure 9). 

The blue elements of Figure 9 show the 
impact of advertising and relevance 
on willingness to share data.  The light 
blue segments in Figure 9 suggest that 
relevant advertising may add 20 points 
to the percentage of people willing to 
share their data.

Additionally, as in the case of zip codes, 
people are more reluctant to share their 
home address than many other personal 
data unrelated to their home.

FIGURE 9
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Allowing companies to retain your data can improve the customer experience. We asked, 
Are you willing to give a company permission to use your personal data if it will improve your 
experience?

We found that people are most 
likely to let their doctors retain 
their data in exchange for the 
better experience, but least likely 
to let retailers do so (See Figure 
10). This is logical given the trust 
people place in their doctors.

Where there were only small 
differences with the same 
results in 2021, there are some 
very interesting demographic 
differences in the attitudes toward 
permission to use data.

 
 

 
 
In general, young people and men are more 
likely to give permission in exchange for a 
better experience. The curious exception for 
older people is that they are much more likely 
to give permission to their doctor to use their 
data, so they don’t have to fill out the same 
forms every time they visit (See Figure 11).

YOUR DATA, YOUR EXPERIENCE

FIGURE 10

FIGURE 11
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YOUR DATA, YOUR EXPERIENCE (CONT’D.)

FIGURE 12

Generally, people showed 
willingness to share data if it led to 
certain outcomes (See Figure 12). 

 

While there were few differences between 
men and women, generally older persons 
were less likely to share, except that they 
were as likely to share in response to requests 
from government authorities (See Figure 13).

FIGURE 13
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We asked respondents if they 
trusted various people and 
information sources. We found 
that people trust people most like 
themselves, scientists and technical 
experts and local police. Trust has 
held across these trusted people 
and professions (See Figure 14). 

However, trust has declined from 
2021 in all other people and 
professionals. 

Interestingly, males and younger persons were more likely to be trustful except for “people 
like me,” scientists and technical experts and the local police. By contrast, women and older 
respondents trust these three categories most — likely a function, in some part, of the fact 
that these three categories turn out to be the most trusted in general.

Figure 15 shows the percent of persons who trust various institutions according to the 
possible actions they might take. Note the rank orders for protect my data and use for my 
benefit are very similar, but control over data and correction of data are more flat across 
institutions. In general, there were small increases in trust of banks/financial institutions, 
doctors/hospitals and educational institutions. However, the results were mixed for the 
remaining institutions.

While the advertising-related institutions fall to the bottom of the list, it is notable they are 
closer to the average when it comes to control and correction of consumer data. In general, 
trust was a few percentage points higher in 2022 across most of the institutions.

IN “PEOPLE LIKE ME,” WE TRUST

FIGURE 14

FIGURE 15
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Every year we present a few 
paragraphs to see if people 
understand terms related to digital 
advertising. Every year, people have 
grown increasingly aware of the 
meaning of these terms, and 2022 
was no different. Figure 16 presents 
the percentage of Americans saying 
they find the terms somewhat or 
extremely clear within the context 
of the paragraph.

Most terms scored a few points 
higher than they did in the 2021 survey, with the comprehension of personalization showing 
the most significant growth in comprehension. 

However, other data suggests that people have only a vague understanding about companies’ 
efforts to support privacy. Figure 17 presents four scenarios, some of which have been 
implemented such as IOS 14.5 opt-in and some of which have not, such as Android opt-in.

BUT DO THEY UNDERSTAND?

Interestingly, fewer than half of all persons ages 18+ seem aware that cookies will be going 
away.  The fairly tight range of percentages may suggest that around 40% of persons believe 
that companies are taking steps to support privacy while not necessarily being sure of the 
actual details.

FIGURE 16

FIGURE 17
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For the past two surveys, much of public focus 
has been on the impact of COVID on trust. It was 
then, and still is both important and encouraging 
to see that scientists and technical experts have 
remained at the top of the list of trusted sources. 
However, trusting people like themselves has 
no doubt led to some of the polarization in the 
country. 

Distrust in some of the most important 
institutions, such as media and the U.S. Congress, 
is no doubt part and parcel of this same 
polarization.

These past two years have created agendas 
that have distracted media and government 
from the issue of privacy. In 2021, for example, 
the U.S. House Reconciliation Bill included a 
$500 million provision for the Federal Trade 
Commission to create and operate a new privacy 
bureau (Rich, Riposo VanDruff, & Hutnik, 2021). 
This funding or some smaller portion has not 
necessarily disappeared forever, but of course 

CONCLUSIONS

external events like the structure of the House will 
determine whether privacy in the U.S. remains 
a patchwork of state laws or, as many in the 
AdTech industry want: one reasonable federal 
policy that would provide clarity on advertising 
across states. 

This study illuminates the complexity of people’s 
feelings about privacy. For example, while they 
seem to be the most sensitive to data involving 
their location and their home, they are also more 
likely to support geolocation when it provides a 
needed service. 

However, offering more relevant advertising 
increases the proportion of persons willing 
to share data for any reason by about 20 
percentage points (See Figure 9).

The country has changed over the past five years, 
and we are pleased to make the respondent 
level survey data available to any ARF member 
interested in tracking those changes.
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