Are Homes With Kids More Concerned
About Data Privacy?

Consumer Eye:
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In Singapore, family focused consumers are less likely to be concerned about data privacy
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The same is true across Asia Pacific households
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[1] Data privacy concerned = ‘very concerned’ or ‘somewhat concerned’ over data privacy. Non-data privacy concerned = all others
[2] Via connected home devices in order to improve product/ service
[3] Average across 14 smart home devices

To learn more, download “Data Privacy and Brand Trust in Asia Pacific: Turning Risk
into Opportunity” HERE. If you have questions, contact consumer.eye@groupm.com

or your GroupM representative.
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