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Control and Data Sharing
Consumers feel more in control of privacy

Thinking about your openness to share your data, to what extent 
do you agree or disagree with the following statements? 

42%58%

33%67%

I am more willing to share my data on apps than I 
was two years ago, because I understand it more. 

I am more willing to watch/receive ads on apps in 
exchange for free content than I was two years ago. Disagree

Agree
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Data Sharing Across 
App Categories
Willingness to Share Data Varies by 
App Type

What type of app, if any, are you most 
willing to share your data on?
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Consumer Preferences for Relevant Ads
Consumers Appreciate Relevant Ads in Apps

say they appreciated seeing 
content for free due to 
receiving relevant ads

75% 
say relevant ads help them 
find new products.

81% 
believe relevant ads 
make shopping quicker

69% 
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Privacy concerns persist
Stronger Control, But Privacy Concerns Remain

worry about not knowing 
how their data will be used

44%

40%

are more concerned about 
unauthorized data access 
than two years ago.
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Context matters in advertising
Contextually Relevant Ads Drive Engagement

Users are more likely to 
engage with contextually 
relevant ads

74%
Users agree contextually 
relevant ads are the most 
appealing

73%
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Action Items for App Publishers
Building Trust and Transparency

75% want more transparency about how their data is used.

Three key areas for improvement: 
No third-party data sharing (35%), 
clear data handling (34%), 
and security measures (33%)
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How to Embrace the 
Balancing Act

Aligning ad 
strategies with 
consumer data 
sharing
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Want know more? 
Get the full report



Thank you.
Interested? We’d love to talk.
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www.verve.com

Let’s make media better. 


