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IAS partnered with YouGov and a market research firm 
to survey U.S. consumers and digital media experts on 
their perspectives regarding expectations for upcoming 
online data and privacy policy changes.

In this report, we highlight the challenges and concerns 
that consumers and digital media experts face as 
privacy policies evolve. Additionally, this research 
illuminates the strategies that brands can implement to 
ease into privacy policy changes and promote positive 
online experiences for consumers.

Field Date
May 2022

Participation 
n=1,131 U.S. 
online 
consumers

n=346 U.S. 
digital media 
experts

The Future of Privacy-First Advertising
Study objectives and design



How are consumers approaching 
privacy when using digital media?



99% of consumers agree that 
privacy is important 
when browsing online

CONSUMERS

Q. How important is online privacy to you when browsing online?



But only half of 
consumers feel 
confident in the 
security of their 
online data

50% 50%

Yes No

CONSUMERS

Do you feel confident in the security of your 
online data when browsing the web?

Q. Do you feel confident in the security of your online data when browsing the web?



More education around 
data privacy regulation 
is needed to instill 
consumer confidence

55%
of consumers are unaware 
of any data privacy 
legislation that regulates 
the collection and use of 
your personal data

CONSUMERS

Q. Are you aware of any data privacy legislation that regulates the collection and use of your personal data?



More than two-thirds of 
consumers say that 
they are more vigilant 
than ever about their 
online data and privacy

67%
of consumers agree that 
they are more vigilant about 
their online data and 
privacy than ever before

CONSUMERS

Q. Please rate your level of agreement on the following statements below



Q. Who do you think is most responsible for keeping your personal data secure when you are online?

CONSUMERS

Consumers mostly 
place the onus on 
themselves for 
keeping their 
personal data secure

I am 
responsible

The individual 
website or app 
is responsible

The government
is responsible

Who do you think is most responsible for keeping your 
personal data secure when you are online?

52%

40%

7%



Q. Which of the following online activities have you done in the last 30 days? Please select all that apply.

Cleared your 
browser 
history

Used privacy 
mode when 

browsing 
online

Adjusted your 
permissions 
or privacy 
settings

Used an 
ad-blocker

Cleared your 
browser 
cookies

CONSUMERS

While online, 
consumers are most 
likely to protect their 
privacy by clearing 
their browser history 
and cookies

Which of the following online activities have you 
done in the last 30 days?

52% 51% 49%
45%

38%



68%
of consumers are 
uncomfortable with their 
online data being used for 
advertising purposes

90%
of consumers are aware that 
websites and apps collect 
and share their data for 
advertising purposes

Consumers are aware that 
websites collect their data for 
advertising purposes, but the 
majority are still uncomfortable 
despite the personalization

Q. Are you aware that websites and apps collect and share your data for advertising purposes?
Q. How comfortable are you with the collection and usage of your online data for targeted/personalized advertising?

Contextual relevance is a privacy-first advertising strategy that 
targets consumers without using personal data. Through 
predictive science, marketers can target content that is most 
desirable to their ideal audience — reaching relevant consumers 
without impacting online privacy.

CONSUMERS



Consumers are most willing to share their data with 
shopping sites for a more personalized ad experience, 
followed by video streaming sites and social media platforms

Q. Please select the type of sites/apps with which you would be willing to share your personal data for a more relevant and personalized ad experience? Please select all that apply.

Shopping 
sites

Social media 
sites

Audio 
streaming sites

Travel sitesVideo 
streaming sites

Email or 
messaging 

sites

Gaming sites Lifestyle sites BlogsNews sites

CONSUMERS

34%

26% 24%
20% 18% 16% 16% 15% 14%

8%

41%

Do not 
want to 
share



But consumers still express legitimate concerns 
regarding the privacy of their personal information

Q. When it comes to data Privacy and the Safety of you personal information, rank the level of concern for the following. (1 - 6):

Email hacks Data misuse by 
financial 

institutions

Political warfare

CONSUMERS

24%

30%

15%



of consumers are 
uncomfortable or very 
uncomfortable with seeing 
targeted ads for a particular 
brand after interacting with 
or talking about the brand

57%

…however, seeing targeted ads 
after interacting with a specific 
brand can make consumers 
uncomfortable

Most consumers have been 
served a branded ad after 
interacting with or talking 
about that brand…

Q. Have you ever experienced the following? Please select all that apply.

Searched for a 
brand/product and saw 
that brand’s advertising 

shortly after

Visited a brand’s website 
and saw that brand’s 

advertising shortly after

Talked about a 
brand/product and saw  
that brand’s advertising 

shortly after

Q. Based on the experiences above, describe how this made you feel?

CONSUMERS

72% 68%
61%



Despite personalized ad experiences causing 
concern, consumers are very likely to act on 
targeted advertisements

Q. Based on the above experiences, what actions did you or would you take?

60%
of consumers are likely to 
purchase a brand or 
product after being served 
a targeted advertisement

66%
of consumers are likely to 
visit the brand or product’s 
website after being served 
a targeted advertisement

47%
of consumers are likely to 
recommend a brand or 
product after being served 
a targeted advertisement

CONSUMERS



MEDIA EXPERTSMEDIA EXPERTS

How are media experts 
approaching privacy policy 
changes in digital environments?



Nearly two-thirds of 
media experts say that 
having an understanding 
of data privacy and its 
impact is a priority

62%
of media experts agree that 
having an understanding of 
data privacy is a priority 
this year

Q. How much do you agree or disagree with the following: Having an understanding around Privacy, “Identity” and the impacts it will have on our 
organization's future digital media planning and buying is a priority for 2022? 

MEDIA EXPERTS



53%
51%

But only about half of digital media experts are 
familiar with privacy policy-related topics

Q. How familiar are you with these Privacy Policy related topics happening in the digital media industry?

Browser level 
(eg. Cookie 

Deprecation)

Regulatory
(eg. GDPR, 

CCPA/CCPR)

Device level
(eg. IDFA)

45%

MEDIA EXPERTS



Q2. Rank the following regulations and topics in order of importance: Please rank by moving each to the left where 1 is the most important. 

Personally Identifiable Information (PII) is defined by 
the Department of Homeland Security as any 
information that directly or indirectly exposes the 
identity of an individual. Some common examples of PII 
include name, email address, and date of birth.

Rank the following regulations and 
topics in order of importanceMedia experts say privacy 

relating to Personally 
Identifiable Information is 
most important 1. Privacy Relating to PII

2. Cookie Deprecation

3. GDPR

Media Experts’ Ranking

MEDIA EXPERTS

https://www.dhs.gov/privacy-training/what-personally-identifiable-information


An overwhelming majority of media experts are 
concerned about changing policies impacting their 
ability to plan for their digital media buys

Q. What is your level of concern about the following as it impacts your ability to plan or buy digital media?

88%
Cookie deprecation

89%
Privacy relating to PII

87%
IDFA

MEDIA EXPERTS



Media experts are in highest agreement that social platforms 
will be most impacted by privacy policy changes, followed by 
mobile and e-commerce platforms

Q. Which environments/formats do you feel will be most impacted by privacy policy changes (GDPR, CCPA/CPRA)? (Select all that apply)

Social 
platforms

E-commerce 
platform 

advertising

Search Outcomes 
measurement

Mobile Media
quality 

measurement

Desktop 
display

Connected 
TV

Digital audioDesktop 
video

Native Podcasts

48%

36% 34%

27% 26% 24%
21% 21% 19%

14%
11% 10%

MEDIA EXPERTS



 Q. Thinking about Privacy (GDPR, CCPA/CPRA), has your organization done any of the following? (Select all that apply)

Assigned a team 
to manage 

privacy policy 
changes

No action 
taken yet

Requested that 
publishers/DSPs 

manage expectations

Just over one-third of media experts have a team dedicated 
to managing privacy policy changes, while one-quarter of 
respondents, driven by agencies, have requested it be 
managed by publishers. Additionally, nearly 3-in-10 media 
experts, mostly brands, have not yet taken any action.

Despite high concerns 
relating to the shift in 
privacy policies, there’s no 
clear strategy for managing 
these changes

MEDIA EXPERTS

36%

29% 27%



Media experts think cookie deprecation will affect 
social and e-commerce platforms the most

Q. Which environments/formats do you feel will be most impacted by Cookie Deprecation (Chrome updates planned for 2023)? (Select all that apply)

Social 
platforms

Search Mobile Outcomes 
measurement

E-commerce 
platform 

advertising

Desktop 
display

Desktop 
video

Connected 
TV

PodcastsMedia
quality 

measurement

Native Digital audio

36% 33%
28% 27% 27%

22% 21% 20%
14% 12% 11% 11%

MEDIA EXPERTS



But overall, media experts are divided on 
how to manage cookie deprecation

MEDIA EXPERTS

Q. Please indicate which actions your team will take to manage the impact of cookie deprecation changes happening by 2023.

Total Planning Stages Active / Live No 
Consideration

1st Party Targeting 21% 30% 29%

Data Clean Room 21% 29% 27%

Contextual Targeting 21% 29% 27%



Experts are creating dedicated teams and collaborating 
with media partners to address PII privacy concerns

Q. Thinking about Identity/PII, has your organization done any of the following? (Select all that apply)

39%

28%

Assign / Create a dedicated 
team to manage this topic

25%

MEDIA EXPERTS

39%

24%

Develop / Partner with media 
partner and tech companies

20% 19%
13%

Develop / Leverage direct 
integrations with DSPs

11%

Total

Brands

Agencies



Base: Total (n=346)

A/B - Significantly higher compared to corresponding group at 90% confidence level

Experts also agree that media quality solutions will 
become more important to ensure the right audiences 
are being reached — and that ad buyers and sellers must 
actively work together to help with ease of transitions as 
privacy policies evolve.

Media experts agreed with the following 
statements when thinking about both 
Privacy Policies & Identity: 

Media experts agree that 
targeting strategies will 
be most impacted and 
more limited as privacy 
policies change

MEDIA EXPERTS

Digital media targeting 
strategies will be most 
impacted and more limited

57%

Ad buyers and sellers must 
actively work together to 
ensure seamless transitions to 
maintain business as usual

55%

Media quality will become 
more important to ensure the 
right audiences are being 
reached

51%



1 99%
of consumers agree that 
online privacy is important 
when browsing online

KEY TAKEAWAYS

67%
of consumers say they are 
more vigilant about their 
online data and privacy 
than ever before

Online data privacy is very 
important to consumers, but 
their confidence in the security 
of their online data is lacking

50%
of consumers feel 
confident in the security of 
their online data when 
browsing the web



2 90%
of consumers are aware 
that websites and apps 
collect and share their data 
for advertising purposes

KEY TAKEAWAYS

68%
of consumers are 
uncomfortable with their 
online data being used for 
advertising purposes

Consumers are aware of 
different targeting strategies, 
but they can be uncomfortable 
with their data being used for 
advertising purposes

34%
of consumers are willing to 
share their data with 
shopping sites for a more 
personalized experience

Brands have the opportunity to shift the 
targeted ad experience to be driven by 
contextual relevance, leading to a more positive 
experience for consumers and increased 
outcomes for advertisers.



3 66%
of consumers are likely to 
visit a brand or product’s 
website after being served 
a targeted advertisement

KEY TAKEAWAYS

60%
of consumers are likely to 
purchase a brand or 
product after being served 
a targeted advertisement

Brands should align ads with 
contextually relevant content that 
better resonates with consumers 
as privacy policies shift

51%
of media experts say that 
media quality will become 
more important to ensure 
the right audiences are 
being reached



250+ segments available for 
pre-bid targeting to reach your 

ideal audience at scale

Desktop | Mobile Browser | Video* | Display

Seasonal Vertical

Topical Audience Proxy

How IAS Can Help
Context Control: Contextual Targeting

GET STARTED

https://team.integralads.com/docs/DOC-2653
https://team.integralads.com/docs/DOC-2653
https://integralads.com/contact-us/
https://integralads.com/contact-us/
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