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Summary of methodology

e 1,000 telephone interviews with a representative sample of UK internet
users aged 16+.

¢ 10 in-depth telephone interviews, lasting approximately 30 minutes
each.

e Survey conducted in the 27 Member States of the EU, with 26,574
Europeans aged 15 and over, of which 1,291 were in the UK.

o Allinterviews were conducted face-to-face in people’s homes and in
the appropriate national languages.

e Online omnibus using a self-completion questionnaire, with 2,002
interviews of adults aged 18 and over, with data weighted to the Great
Britain demographic profile in order to provide a representative sample.

e Online survey of 1,020 UK citizens.

e A national survey conducted using face-to-face interviews of 1,036 UK
citizens aged 15+.
e 2 focus group sessions.

e Online interviews of 5,010 UK adults 18+.
e 4 focus groups (between 10 and 15 people) in London in May 2012.

e A survey of 3,107 Europeans, comprising 1,026 individuals from the
Netherlands, 1,041 from Germany and 1,040 from Poland. Participants
were selected as a representative sample according to age, gender
and region within their country.

* Qualitative interviews were carried out prior to the survey.

e Mini-groups lasting 2 hours were held with 5 to 6 participants of
different levels of digital literacy which were then combined into a
1-hour workshop with 10 to 12 participants for a joint discussion on
matters relating to society and citizenship.

o Discussion groups were conducted in 6 separate locations across the
UK: St. Albans, Leamington Spa, Grimsby, Glasgow and Cardiff. The
pilot workshop was conducted in the agency offices in London and
incorporated into the final findings.


http://www.communicationsconsumerpanel.org.uk/online-personal-data/online-personal-data-1
http://www.communicationsconsumerpanel.org.uk/online-personal-data/online-personal-data-1
http://ec.europa.eu/public_opinion/archives/ebs/ebs_359_en.pdf
http://ec.europa.eu/public_opinion/archives/ebs/ebs_359_en.pdf
http://ec.europa.eu/public_opinion/archives/ebs/ebs_359_en.pdf
http://ec.europa.eu/public_opinion/archives/ebs/ebs_359_en.pdf
http://www.consumerfocus.org.uk/files/2013/02/Digital_Behaviour_Survey_report.pdf
http://www.consumerfocus.org.uk/files/2013/02/Digital_Behaviour_Survey_report.pdf
http://www.dma.org.uk/uploads/Data%20privacy%20-%20What%20the%20consumer%20really%20thinks%202012_53cfd432518f2.pdf
http://www.dma.org.uk/uploads/Data%20privacy%20-%20What%20the%20consumer%20really%20thinks%202012_53cfd432518f2.pdf
http://www2.deloitte.com/content/dam/Deloitte/uk/Documents/deloitte-analytics/data-nation-2012-our-lives-in-data.pdf
http://www2.deloitte.com/content/dam/Deloitte/uk/Documents/deloitte-analytics/data-nation-2012-our-lives-in-data.pdf
http://www.demos.co.uk/publications/thedatadialogue
https://www.bcgperspectives.com/content/articles/digital_economy_consumer_insight_value_of_our_digital_identity/
https://www.bcgperspectives.com/content/articles/digital_economy_consumer_insight_value_of_our_digital_identity/
http://stakeholders.ofcom.org.uk/market-data-research/other/media-literacy/being-online/
http://stakeholders.ofcom.org.uk/market-data-research/other/media-literacy/being-online/
http://stakeholders.ofcom.org.uk/market-data-research/other/media-literacy/being-online/
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Telephone interviews with 971 practitioners, of which 561 were in the
private sector, with 369 of these classified as ‘small’ (1 to 199
employees inclusive) and 192 as ‘large’ (200+ employees).

Sample acquired from an approved supplier of business contact details.

Six 90-minute focus groups and six 45-minute telephone interviews
with a total of 50 people in London, Midlands and Norfolk. The sample
included men and woman, aged 18-70 from socio-economic groups
ABC1 and C2DE.

Respondents were recruited as owners of products such as a loyalty
store card, credit card, smartphone and driving licence; some shopped
or banked online, and many used social media. Telephone
interviewees were defined as the ‘pro-privacy group’; they were
recruited as especially cautious about releasing personal data and
actively taking some measures to protect against doing so.

2,000 telephone interviews designed to be a nationally representative
sample of Great Britain’s 18+ population.

Consumer usability exercise with pre-selected price comparison
websites (PCWSs) undertaken via 197 hall tests across Watford, Cardiff,
Birmingham, Newcastle and Glasgow.

Qualitative 30-minute face-to-face interviews among 63 consumers
(who also took part in the usability study).

Face-to-face interviews with 2,006 UK citizens aged 15+ (with a sample
size of 64 15- to 17-year-olds).

Survey supplemented by additional secondary research of 170 popular
websites and Ofcom data.

1,011 consumers surveyed online.

157 marketers surveyed via the Guardian Media Network and online
research panel.

Online omnibus survey of 2,272 UK adults aged 18+.


https://ico.org.uk/media/about-the-ico/documents/1042361/annual-track-2012-organisations.pdf
https://ico.org.uk/media/about-the-ico/documents/1042361/annual-track-2012-organisations.pdf
http://www.wellcome.ac.uk/About-us/Publications/Reports/Public-engagement/WTP053206.htm
http://www.wellcome.ac.uk/About-us/Publications/Reports/Public-engagement/WTP053206.htm
http://www.wellcome.ac.uk/About-us/Publications/Reports/Public-engagement/WTP053206.htm
http://www.wellcome.ac.uk/About-us/Publications/Reports/Public-engagement/WTP053206.htm
http://www.wellcome.ac.uk/About-us/Publications/Reports/Public-engagement/WTP053206.htm
http://www.consumerfutures.org.uk/reports/price-comparison-websites-consumer-perceptions-and-experiences
http://www.consumerfutures.org.uk/reports/price-comparison-websites-consumer-perceptions-and-experiences
http://www.consumerfutures.org.uk/reports/price-comparison-websites-consumer-perceptions-and-experiences
http://www.consumerfutures.org.uk/reports/price-comparison-websites-consumer-perceptions-and-experiences
http://www2.deloitte.com/uk/en/pages/deloitte-analytics/articles/data-nation-2013-balancing-growth-and-responsibility.html
http://www2.deloitte.com/uk/en/pages/deloitte-analytics/articles/data-nation-2013-balancing-growth-and-responsibility.html
http://www2.deloitte.com/uk/en/pages/deloitte-analytics/articles/data-nation-2013-balancing-growth-and-responsibility.html
http://www.doc4net.com/doc/3197757292767
http://www.doc4net.com/doc/3197757292767
http://www.doc4net.com/doc/3197757292767
http://www.doc4net.com/doc/3197757292767
http://www.doc4net.com/doc/3197757292767
https://ico.org.uk/about-the-ico/news-and-events/news-and-blogs/2013/12/ico-warns-consumers-about-the-need-for-caution-when-downloading-mobile-apps-this-christmas/
https://ico.org.uk/about-the-ico/news-and-events/news-and-blogs/2013/12/ico-warns-consumers-about-the-need-for-caution-when-downloading-mobile-apps-this-christmas/
https://ico.org.uk/about-the-ico/news-and-events/news-and-blogs/2013/12/ico-warns-consumers-about-the-need-for-caution-when-downloading-mobile-apps-this-christmas/
https://ico.org.uk/about-the-ico/news-and-events/news-and-blogs/2013/12/ico-warns-consumers-about-the-need-for-caution-when-downloading-mobile-apps-this-christmas/
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Pre-participation tasks for all participants to complete in advance of the
research to provide examples of good and poor communications and to
introduce the concept of smart meters and data.

Group workshops lasting 2.5 hours in 8 locations across Great Britain,
involving a demographically and geographically representative sample
of 8 energy bill payers, and including 1 group who identified themselves
as being particularly concerned with data privacy.

In-depth 1-hour in-home interviews with 3 vulnerable and
disadvantaged consumer groups, identified as: mild learning difficulties;
difficulty reading English; and over-70s.

Online survey of 2,028 mobile phone owners in the UK, France, Spain
and Poland aged 13+.
In the UK, the survey comprised 503 people.

6-hour public dialogue workshops, each involving 16 to 20 participants,
conducted in London, Manchester, King’s Lynn, Cardiff, Wrexham,
Stirling and Belfast.

A total of 129 participants attended the 7 workshops.

A survey of 1,749 UK adults aged 16+ and a booster survey of 315
16- to 24-year-olds.

Face-to-face qualitative research with a general public audience to
explore survey data.

Online qualitative research and social listening.

1,019 interviews with a representative sample of online consumers.

2013 media literacy tracker: in-home interviews with 1,642 adults
aged 16+.

2013 adult internet users’ survey: in-home interviews with 1,032 adults
aged 16+.

An online omnibus survey of 2,019 UK adults aged 16-75.
Online survey of 2,028 mobile phone owners in the UK, France, Spain

and Poland aged 13+.
In the UK, the survey comprised 503 people.


http://www.consumerfutures.org.uk/reports/smart-and-clear-customer-attitudes-to-communicating-rights-and-choices-on-energy-data-privacy-and-access
http://www.consumerfutures.org.uk/reports/smart-and-clear-customer-attitudes-to-communicating-rights-and-choices-on-energy-data-privacy-and-access
http://www.consumerfutures.org.uk/reports/smart-and-clear-customer-attitudes-to-communicating-rights-and-choices-on-energy-data-privacy-and-access
http://www.consumerfutures.org.uk/reports/smart-and-clear-customer-attitudes-to-communicating-rights-and-choices-on-energy-data-privacy-and-access
http://www.consumerfutures.org.uk/reports/smart-and-clear-customer-attitudes-to-communicating-rights-and-choices-on-energy-data-privacy-and-access
http://www.orange.com/en/content/download/21358/412063/version/5/file/Orange+Future+of+Digital+Trust+Report.pdf
http://www.orange.com/en/content/download/21358/412063/version/5/file/Orange+Future+of+Digital+Trust+Report.pdf
http://www.orange.com/en/content/download/21358/412063/version/5/file/Orange+Future+of+Digital+Trust+Report.pdf
http://www.orange.com/en/content/download/21358/412063/version/5/file/Orange+Future+of+Digital+Trust+Report.pdf
http://www.esrc.ac.uk/public-engagement/public-dialogues.aspx
http://www.esrc.ac.uk/public-engagement/public-dialogues.aspx
http://www.esrc.ac.uk/public-engagement/public-dialogues.aspx
http://www.esrc.ac.uk/public-engagement/public-dialogues.aspx
http://www.esrc.ac.uk/public-engagement/public-dialogues.aspx
https://www.ipsos-mori.com/researchpublications/researcharchive/3357/Public-Attitudes-to-Science-2014.aspx
https://www.ipsos-mori.com/researchpublications/researcharchive/3357/Public-Attitudes-to-Science-2014.aspx
http://stakeholders.ofcom.org.uk/market-data-research/other/research-publications/adults/adults-media-lit-14/
http://stakeholders.ofcom.org.uk/market-data-research/other/research-publications/adults/adults-media-lit-14/
https://www.ipsos-mori.com/researchpublications/researcharchive/3422/New-research-finds-data-trust-deficit-with-lessons-for-policymakers.aspx
https://www.ipsos-mori.com/researchpublications/researcharchive/3422/New-research-finds-data-trust-deficit-with-lessons-for-policymakers.aspx
http://www.orange.com/content/download/25973/582245/version/2/file/Report+-+My+Data+Value+-+Orange+Future+of+Digital+Trust+-+FINAL.pdf
http://www.orange.com/content/download/25973/582245/version/2/file/Report+-+My+Data+Value+-+Orange+Future+of+Digital+Trust+-+FINAL.pdf
http://www.orange.com/content/download/25973/582245/version/2/file/Report+-+My+Data+Value+-+Orange+Future+of+Digital+Trust+-+FINAL.pdf
http://www.orange.com/content/download/25973/582245/version/2/file/Report+-+My+Data+Value+-+Orange+Future+of+Digital+Trust+-+FINAL.pdf
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Online interviews with a total of 2,997 UK adults.

1,575 respondents answered questions relating to the Data Protection
Act and 1,422 respondents answered questions relating to the
Freedom of Information Act.

A web sweep survey of 1,211 mobile apps by 26 privacy enforcement
authorities in 19 countries.

As a member of GPEN, the UK’s Information Commissioner’s Office
examined 50 of the top apps released by UK developers.

Face-to-face interviews with 2,025 citizens in England, Wales and
Scotland aged 15+.

Online omnibus survey interviews with over 10,000 consumers across
10 different European markets.

For each country, quotas were set according to age, gender and
region. In Great Britain, adults aged 16-75 were interviewed.

Online survey of 1,000 UK adults aged 16-75. Survey data was
weighted by age, gender, region, working status and social grade to
known population proportions.

Online survey of 1,000 adults aged 16-75 in Great Britain between
November and December 2014. An additional online survey among a
representative quota sample of 1,000 adults aged 16-75 in Great
Britain in January. Survey data for both studies were weighted by age,
gender, region, working status and social grade to known population
proportions

Online omnibus survey of 2,168 UK adults aged 18+.

Online survey of 1,000 UK adults online in the UK aged 18+.

UK nationally representative sample of 1,085 people with home
landline phones to undertake a diary study to record all unwanted calls
personally received on their home landline phones across a 4-week
period. The number of actual completions was 860.

Final data was weighted back to the UK nationally representative
landline-owning population by demographics and internet access.

Latest wave of the Adults’ Media Literacy Tracker with 1,890 adults
aged 16+ participating in in-home interviews.


https://ico.org.uk/media/about-the-ico/documents/1043485/annual-track-september-2014-individuals.pdf
https://ico.org.uk/about-the-ico/news-and-events/news-and-blogs/2014/09/global-survey-finds-85-of-mobile-apps-fail-to-provide-basic-privacy-information/
https://ico.org.uk/about-the-ico/news-and-events/news-and-blogs/2014/09/global-survey-finds-85-of-mobile-apps-fail-to-provide-basic-privacy-information/
https://ico.org.uk/about-the-ico/news-and-events/news-and-blogs/2014/09/global-survey-finds-85-of-mobile-apps-fail-to-provide-basic-privacy-information/
http://www2.deloitte.com/uk/en/pages/deloitte-analytics/articles/data-nation-2014-putting-customers-first.html
http://www2.deloitte.com/uk/en/pages/deloitte-analytics/articles/data-nation-2014-putting-customers-first.html
http://www.edaa.eu/edaa-news/new-research-shows-foundations-for-growth-of-european-industry-initiative-that-gives-consumers-transparency-control-over-advertising-choices/
http://www.edaa.eu/edaa-news/new-research-shows-foundations-for-growth-of-european-industry-initiative-that-gives-consumers-transparency-control-over-advertising-choices/
http://www.edaa.eu/edaa-news/new-research-shows-foundations-for-growth-of-european-industry-initiative-that-gives-consumers-transparency-control-over-advertising-choices/
http://www.truste.com/uk-internet-of-things-index-2015/
http://www.truste.com/uk-internet-of-things-index-2015/
https://www.truste.com/resources/privacy-research/uk-consumer-confidence-index-2015/
https://www.truste.com/resources/privacy-research/uk-consumer-confidence-index-2015/
https://www.truste.com/resources/privacy-research/uk-consumer-confidence-index-2015/
https://www.mrs.org.uk/article/item/1918
https://www.mrs.org.uk/article/item/1918
https://www.mrs.org.uk/article/item/1918
http://www.comres.co.uk/polls/big-brother-watch-online-privacy-survey-2/
http://www.comres.co.uk/polls/big-brother-watch-online-privacy-survey-2/
http://stakeholders.ofcom.org.uk/market-data-research/other/telecoms-research/nuisance_calls_research/nuisance-calls-2015/
http://stakeholders.ofcom.org.uk/market-data-research/other/telecoms-research/nuisance_calls_research/nuisance-calls-2015/
http://stakeholders.ofcom.org.uk/market-data-research/other/telecoms-research/nuisance_calls_research/nuisance-calls-2015/
http://stakeholders.ofcom.org.uk/market-data-research/other/research-publications/adults/media-lit-10years/
http://stakeholders.ofcom.org.uk/market-data-research/other/research-publications/adults/media-lit-10years/

