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Abstract

This article discusses the results of an updated consumer privacy survey baved pn the orgmal version-of the FIt
strvey, fts mamm ebjective was o find out what Kind of personal thfermanen web sites are collecring fram cansumers foda
and which web sites affer privacy notices régarding the handiing and collection af personal informanan on their web sie.

Introduction

Businesses must recognize that “companies lose out 512 billion a year because consumers don't feel safe online, and
many B2B transactions and information- sharing don’t happen because partners don't quite trust the Internet™ {Preston, 2001,
p. %), Inasurvey sponsored by the Mational Consumer League. it was reported that LS. Internet users fear loss of pravacy
rore than crime, poor health care, or high taxes (Merrick, 2001). Imermet users” main concems relate to the arce of privacy
of online financial infarmanoen (Mermick, 2001 )

. #8% areworried about posting their credit card numbers online,

Jd

(% worry aboat supplying their names and addresses,
3. 53%are aftaid someong will steal their financial information,

4. 64% believe weh sites will share their personal information, and

L

59% worry web sites will collect information without their knowledge.

The online privacy problem is related 1o the structure of the web. “which is built 1o easily and automatically collect,
share, and distribute informaton about its users™ (Rombel, 2001, p. 26), Whenever Intérmet users go online. a path of
persanal infarmanen 15 left behind, and that informanon 15 used w provide consumers with personalized services, to build
profiles en individuals. and sold to other companies or individuals {Rombel. 2001). Sarah Andrews, a policy anabvst for the
Electronic Privacy Information Center, states that the 1S “lags behind nearly cvery other country in online privacy
pratection for consumers” (Forfuae, 2000, p. 271 Currently, business leaders and lawmakers have only pressed for industo
self-regulation, which means that “companies tell vou what they do with vour data, and vou should trugt them to abide by
self-imposed privacy standards” (Fertune, 2001, p 27} Most experts agree that the best way for consumers to protect their
privacy is to find the privacy policy of a web sité and to read the policy to see why the information is needed. what are they
gomng toodo wath it and how they will protect it {Fortwne, 2000 ),

1998 Federal Trade Commission Survey

A March 1998 survey conducted by the Federal Trade Commission surveyed 1,402 conumgrcial sites un the World
Wide Web with an objective “to detérmine whether self-regulation is an effective means of protecting consumer privacy on
the Weh™ (Federal Trade Commission, Survey of Commercial Web Sites, FTG-5CWS). To accomplish their objecuve, the
Federal Trade Commission surveyved commercial web stes to determine how many are “offering notice of their informatioen
practices and offering consumers choice regarding the collection and use of their personal information onfing” (FTC-S8CWS )
The survey consistsof six-samples: group A, the Comprehensive Sample, which consists of 1.8, commercial sites "likely o
be of interest to consumers:” groups B: €. and D sites in the health, rezatl, and financial sectors, respestively: group E, the



Children Sample. includes commercial US. sites “primarily directed to children aged 15 or younger:” and group F_ which is
made up of the most popular U 5. commercial sites, There are 674 sites in group A, 137 sties in group B, 147 sites 1o group
C. 12% sites in group D, 212 sites in the group E. and 111 sites in group F.

Our 2001 Consumer Privacy Survey

We have compiied an updated consumer privacy susvey based on the origmal version of the FTC survey. with our
maim objective 1o find out whar kind of personal information web sites arc collecting from consumers today, and which web
sites offer privacy notices regarding the handling and coliecuion of personal information on their web site

Reasans for Dats Collection by Companies

The Intermet cnables companies to conduct direct markeung throngh dewsiled customer profiles. sophisticated dara
mining. and one-to-one markeling solutions. Businesses regularly collect dam on purchased products, prices paid. how
purchases arc paid for (cash, credit or debit card), repeat purchases, and customer demographics. Dats that is collectad is
examined to identify customer behavior and buving patterns that the retailer can exploir by focusing more effecuvely on
enmical business activitics such as betier managing its supply chain, which ulumately. leads 10 higher profits

Using data mining. 3 business can identifv which customers are profitable and which are not. allowing them 10 tareet
market. If properly used, the data that is mined can increase customer retention by improving customer relationship
management. According o Alltel's vice presidemt of marketing communications, Denise Nieves, Alltel has become “more
granular in our approach to the customer by using data mining” because “gaining the ability 1o view and snalvze cusiomer
information on the Intemer has accelerated Allicl's information gathering process significamtly”™ (Young, 2000, p. 44}
Therefore, another benefit of data mining is that it can reduce the time required 1o analvze customer information.

1998 Federal Trade Commission Survey
Collection of Personal nformation

The Federal Trade Commission {FTGSCWS) categorized personal information into two groups: “personal
identifying information,” which is information that can be used to identify consumers, such as name, postal or ¢-mail address;
und “non-identifying information.” such as demographic and preference information (i.c., age. gender, income level, hobbies,
or interests) that can be used either n aggregate form for marker analysis or used together with personal identifying
information to create detsiled personal profiles of consumers.

Results of the 1998 FTC Survey

The FTC survey found that, of those web sites examaned, 97% collected personal information, with 97% collecting
personal identifying information and 68% collecting non-identifving informmaton.  The percentage of web sites that enly
collected non-identifying information was |%. while §7% collected personal wlentifying information other than e-mail. The
majonty of all web sites collected several types of personal mformanion. both personatly identifving and non-idemifying

In contrast to the number of sites that collected personal information. the number of sites in the random samples that
had any type of information practice disclosure (1.e.. cither a Privacy Policy Motice or an Information Practice Statement ) i=
lower. In thc mndom sample, 38% provided at least one privacy disclocure, 62% posied & privacy policy, 79% posied an
information practice sistcment. and 76% had a hink from their home page to the privacy policy. assuming such = policy
exmsted.

The percentage of sites that collected personal information and posicd at least one privacy disclosure 15 90%: 64%
collected persomal information and posted a privecy pulicy, and E1% collecied personal information and posted =n
information practice stalement.

The percentage that collected personal identifying information and provided choice for the use of or sumed they did
not use personal information to send comimunications to consumers is 71%. and §1% provided choice for the disclosur of or
said they did not disclose personal identifying information 1o third parnes.




Of thosc wob sites that coliect personal identifying informanon. the peroentage that stated anvthing about whether
the sitz used personal miormaton 1o send commumications was TEY., while the percentage thar staed they did not wse
personal mformation o send commumications was only 4%. The percentage of all web sites where third partics amemped 10
place cookies and the percentage that disclosed that third parues might place cookies s 54% and 22%, respectively

Methadology

Sample Selection

The survey was made up of 200 web sites, which included sites chosen at candom from a large sampling of sites and
sites chosen from the top 100 most popular sites. The top 100 web sites were used because of their significant consumer
base. Another hundred sites were chosen at random sample from a list from the Federal Trade Commissions Repert to
Congress. From these 200 web sites chosen, they were distributed with the intcnt that ¢ach survevor surveved two sites of
random samphng and two sites from the top 100 mos: popular web site list

Final Samples

In order 1o ensure that no sitz was duplicated, exira sites were available. Other problems that occurred were sites
thzt no longer existed were unattainable, and some computer problems occurred.  Also, all foreign sites were excluded from
the web site selection. Since some surveyors did not complete the survey, we were unable 1o collect information an all 200
web sites. In total, 138 surveyed web sites were collected.  Each of the sampling groups (top 100 web sites and random
samples) had u total of 69 web sites collected, The following table gives o broad outline of the results that we found and
eventually used 1o complete the research poruon of this paper.

Sample # Sites Examined £ Sites Excluded Final Sample Size
Random 100 7 0
Moxt Popular 100 0 %

The Survey

The survey was divided into seven panis. The seven pans were: (2) types of information collected, (b)) privacy
pelicy notee, (¢} content of disclosures, (d) corrections of personal information, () security of sites, (6 cookies, and (i) site
demographics, The paper examined parts |, 2, 4, and 6 of this survey, For those interested in viewing the survey i ity
entirety, it 15 located at hup!‘www sizzlingsolutions.com/reasearch/research. htm

Results

In our research process. we comparcd the 1998 datz collected from the FTC report agains: our 2001 datx In order to
casily compare the data cight appendices were constructed. The results show that. in the random sample category, the results
for 1998 and 200! remain consistent overall, and, in the most popular web sites catepory the results for 1995 and 2008 differ
significantly. A more in-depth look at the specific numbers is needed in order 1o fully understand the relanonship between
web sites and consumer privacy. The overall majonity of web sites collected personal information. This has not changed
much from 1998 to 2001. In fact, the percentage jumped by 1% 10 98% in the random sample category, as seen in Appendix
I.

Appendix 1 shows that collecting personal information, whether identifying or non-identifving, is just as important
in 2001 as it was in 1998, One of the most impartant picces of information asked for 18 o customer’s e-mail address. F-mail
was asked for in at lcast 93% of the web sites in both categories in 1998 and mn the random sample category in 20010,
However, in the 100 most popular web site categories, only 3% of the web sites asked for an email address. This [6%
decrease from 1998 may have occurred for a number of reasons that will be discussed later.

Although ar least 97% of the random sample web sitcs in both vears asked for personal mformation. Appendiv 2
shows only 88% post=d ai least onc privacy disclosure i 1998, and only 87% posi=d at icast one m 2001,




However. what Appendix 2 also shows i3 that the 100 most popular web fites are more likely to post 21 feast one
privacy disclosure: 100% tn 1998 and 96% in 2001. The decrease from 1998 1o 2001 resulted primarily from the inclusion
of web sites T the sample that were based in countries wihcre privacy was not as important as it 15 in Europe and the US
This perceniage 15 so large since companies realize cusomers wani to be abic 1o read and ondersiand how therr personal
information 15 gomng 1o be protecied. The reason why the 100 most popular web sites may be popular s because they offer
their customers the opportunity to feel safe,

Appendix 3 combines infermation from both Appendix | and 2 1o provide o diffesent perspective on the data. Gne
cin deduce from Appendix 3 that web sites that collect personal identifving infarmation post prvacy disclosures at dbout the
same percentage as web sites in general. Furthermore. the number of web sites that collect personal identifving mformaton
and post at least one privacy disclosure remained level from 1998 to 2001, In 1998, 100% of the most popular web sites
collected personal identifying information. In 2001, 9% of the most popular group posted a1 lcast one privacy disclosure
Although at first glance it looks as if caly 38% of the 100 mos: popular web sites post at least one disclosure, this i= not so.
Out of a toral of 91 most popular web sites. 80 of those web sites collect personal Mentifying mformation and post a1 jeast
cne privacy disclosure. Since Appendix | shows that §1 out of 91 mos popular web sites collect personal sde=mifving
informanon. that same number is postng at least one povacy disclosure or almest 100%

Qur datz show that web sites continoe 10 be concerned about consumer privacy happiness and legal restnctions
Whether a web site is onc of the most pepular, part of 2 random sample; collects or does not collect personal wdentfyving
mformation, it will most likely post a privacy disclosure. The disclosure 15 a way to reduce liability should a lawsuit anse,
since it typically states how the information is going 10 be used and how the consumer will be protected, If ar all. It also
makes consumers feel more comfortable since they can see m writing what is happening to their information.  Although
many consumers do not take the time to read such a privacy disclosure, knowing that it appears on the web site instiils relicf
and trust in the consumer towards the web site.

Appendix 4 examines the topic of choice. Choice in this context means the consumcrs’ ability to choose how
information collected from them may be used

1t would seem thar web sites wounld want thewr customers to have choice. This is why thev offer a vanety of products
and services. In fact. it 15 choice thar makes the Imternzt and web sites o appealing 10 consumers—the choices to shop
whenever | want, wherever | want. and buy whatever | want The success of web sites is based on choice. Yel when it comes
to providing customer choice regarding personal information and how that information is used, web sites are not 5o cager 10
allow choice. In 1998, BB%e of the most popular web sites allowed customer choice regarding personal information besng
used to send communications to them and a mere 46% in 2001, That number was a high of 77% in 1998 and dropped to a
low of 46% in 2001 (most popular group) when the choice concerns personal identifying informarion and whether it is.sent to
third parties.

Consumer chowce is one aspect that is addressed in a privacy disclosure. Another aspect is information practice
Some web sites collect personal information and then =zend that informanon o third partics.  Or. they may use that
mformation to s2nd customers communications/announcements via e-mail. mail, or telephone. An ethical question comes
into play, however, when the topic of disclosure regardme these practices comes mto question. In other words. do web sites
announce that they usc personal identifving imnformation for such practices stated above” According to Appendix 3, between
66% and 7I% of all web sites surveved in 200| sxid something about whether they used personal information to send
communications. Only 65% to 70™s said that they would disclose personal idensifying information 1o third pames.

Althoagh these percentages scemed low, they were comparable 1o the 1998 suatisucs in the random sample category
except for the number of web sites thar said they do not use personal information to send communicanons, Thes number wias
much higher in 2001, However. the percentages in the |00 most popular web sites category were much lower in 2001 than in
[99%, This was not surprising considering the number of information practice stsements {Appendix 3) pesied in 2001 was
only 31%, while in 1998 it was 91%.

It has already been discussed that the vast majority of web sites collect personal dentifving information.  But, what
percentages of those web sites allow for that information 10 be updaied, corrected, or deleted? The data thus far has shown
thar. for the most part, the random sample category has stayed the same from |998 te 2001 and that it s the 100 most popular
web site category thar has differed greaily. According to Appendix 6, the opposse 15 true.




There was a 53% increase in the number of random sample web sites that allow consumers to review sl least some
personal informanon. Web sites may be increasingly more concemed over the level of comfon therr customers feel. Bw
allowing customers 1o have some control over their own information, they may be willing 1o re-visit that site. It will be
miteresting to see m the future i the most popular web sites will adopt this practice or if it has no beaning an a web siic’s
populanity.

Yet another aspect of consumer privacy is the issue of security. Security iSsues COme in 1wo pans—scounity durmg
transmission and security afier receiving. With all of the new legalities and government inquinies concerning consumer
privacy on the web. one would assume that there would be an increasing trend in the number of web sties that sav they
provide elements of security. both during and after transmission. While this 1= the case for the random sample web sit2s it 35
not true for the 100 most popular web sites, 3« seen in Appendix 7,

Web sites contained in the random sample have increased their disclosure regarding secunity during transmission
and after receipt. Like the issme of access (Appendix 6), this issus may have something to do with customers” perceptions
Web sites want their customicrs to return regularly. The web sites that are in that category now don’t seem 1o be doing wha
they need 10 in order 1o stav there. Unlike the random sample. the 100 miost popular web sites that say they provide sweps
toward security have decreased.

It should be noted that a complete comparison of dama cannot be made since the 1998 data for the 100 most popular
web sites was not available with respect o cookies. However, from looking at the random sample category. 32% fewer sites
are allowing for third-party cookies. What the data also shows is that not all sites where third-party cookies are placed
disclose that this practice occurs. [t should also be noted that there is a 39% increase in the number of third-panty cookies
that are placed when comparing the 100 most popular web sites of 2001 to the random sample of 2001. Perhaps this is
because third partics realize they will gain more information if they use the popular web sites as compared to more random
sites. It is both more efficient and effective for them,

Analysis

Generalization about the results can be made. The results from the random sample data were consistent from 1998
1o 2001, whereas large discrepancies occurred among the 10{k most popular web sites results from 1998 1o 2001,

The similarty in results for the random sample calegory (1998 and 2001) and the difference in results for the 100
most popular web sites category (1998 and 2001 ) could have occurred for a number of different reasons.

The inconsistency n the 1998 results compared with the 2001 results in the 100 most popular web site categones s
thar the most popular web sites are updating or changing thetr practices. Because these web sites arc the most popular, they
may be trving 0 keep their cusiomers happy by not asking for as much personal information. Or, they may be complying
with privacy self-regulations more than those web sites that do not receive 25 many hits. Since the Double Click problem and
the increased amount of legal action and government inquines, web sites have been trving to usc more caution and sl
regulate more when it comes w consumer privacy. Whatever the reacon. when 3 web sitc is one of the 100 most popular, it
wants 10 remain as onc of the 100 most popular. This causes the sitc to update/change its practices. thus possibly cxplaining
the large differences in survey resulis from 1998 1o 2001.

A final reason for the discrepancies is human ermor.  Although cach sitz was examined twice by two differemt
individuals, errors may still have occurred.  Some of these errors occurmed becanse of differences in interpreting the meanings
of the questions, the mability to find an anywer on 2 particular web <ite, even though the answer was there, or simgily
answering the question incomrectly.

Conclusion

The Internet provides consumers greater opportunity o research products and services. In addition. it is also making
consumers morc aware of the information being collected about their personal lives. By conducting research on web sites”
policies and procedures, consumers can make conscious decisions about what mformatien they feel comfortable about giving
away, As previously stated, web sites from the U.S. are lacking a focus on privacy that often characterizes many European
web sites. Web sites are daily collecting information about consumers, anvthing from name to phone number, and hobbies 1o




the number of children in a houschold. Consumers need 10 educate themselves on the importance of protecting their privacy
It 1% up o the web sites and the business associated with them o make the consumer feel comfortable with the information
bemng collected. and ensure that privacy integmity is as important to the business as it 15 10 the consumer
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) Appendix |
Percent of Websites that Collected Personal Information in March, 1998
Random Sample Most Popular Group
Percent Number Percent MNumber
Collected Personal 9% ;
Information (95.0%-98.8%) JA5AAH s 01
Collected Personal b B e0e]
Idenufying Information (94, 2%-98.3%) B8 i
Collecied Personal 27,
Identifying Information other (82.8%-90,3%) 291/335 Q6% 8791
than E-matl
v 060
Collected E-mail (92.7%-97.5%) 3201335 G 909
Collectzd Non-ldentifying 68 = -
Infi : (62.5%-72.7%) 227338 T 9]
Collected Non-ldenufying 1% . .
Information Onlv {0.1% 2.1% 233. _{" N




Percent of Websites that Collected Personal Information in March, 2001

Random Sample

Most Fopular Group

| Percent Number Pergient Number
Collected Personal ) 4 !
Infermation 9ite 91193 8% &i1/90)
Colleeted Personal : 2 ;
ldentifving Information ol e e E190
Collected Personal
Identifying Information other W BdGs Bt 7790
than E-matl
Colleeted E-mail 3t RE/D3 83% TaG)
Collected hnn-lfjcntlﬁ.'mg 00 16103 5305 4790
Information
| Collected MNon-ldentifying
i k] L I}
Information Only 0% Lt 0 Ll

“Personal Information™ includes the following: personal identifying informarion such as name, address, e-mail address, and
telephone number; and non-identifying information. Noa-identifving information can either be dmographic informatian

{age, gender, education level, and income) or preference information like hobbies and interests.
Figures in parentheses represent the 23% binomial confidence interval for each caleulated percentage.

There 13 no sampling error for Most Popular Group data; because the resuliz were obtamed using a census as opposed 10 a

sample.

Appendix 2
Percent of Websites With a Privacy Disclosure in March, 1998

HRandom Sample

Muost Fopular Group

Percent Number Percent Mumbear
Web Site Cunlgin:d at 857 L . .
Least.ﬂne Privacy (23.4%-01.1%) 2047335 L0024 9191
Disclosure
Web Site Contained a 62% B :
Privacy Policy (56.4%-67.0%) TS T s
Web Site Contamed an 00, )
Information Practice (14.0%-%3.1%) 264/335 S B9
Statement
Web Site Contained a
link from the home page 6%
1o the privacy policy, (69.4%-81,5%) 1574207 Qg B3/RE
assuming such a palicy
exists




Percent of Websites With a Privacy Disclosure in March, 2001

Random Sample Meost Popular Group
Percent Number Percent Number
Web Site Containad at
Least One Privacy & 8193 e fubn 90
Disclosurc
Web Site Contained = - .
Privacy Policy 61% §793 % 8690
Web Sie Contained an
Information Practice 61% $7193 3Py 359
Statement
Web Site Contained =
link from the home page
1o the privacy policy. E 7681 Gt El86
assuming such a policy
N15I=

| e

A “Privacy Disclosure™ can be either a “privacy policy™, defined as a comprebensive description of a Web site's informanon
practices that is located i one place on the gite and may be reached by clicking on an icon or hyperlink, or an “information
practice statement,” defined as a discrete statement that describes a particular practice regarding consumers” personal
information,

Appendix 3
Of Those Web Sites That Collected Personal ldentifving Information,
Percent With a Privacy Disclosure in March, 1998

Random Sample Moaost Popular Group
Percent MNumber Percent Number
Web Site Contamned at 0%
Least One Privacy (86.7%-93.4%) 29334 100% S
Disclosure
Web Site Contained a 4% ; j
Privacy Policy (58.1%-68.2%) 200E% o il
Web Site Contained an 81%
- = B
lnhrm;’tm Pt;.u:bot (76.5%-85.3%) 263324 9% §2:90
m
Of Those Web Sites That Collected Personal Identifyving Information,
Percent With a Privacy Disclosure in March. 2001
Handom Sample Most P r Group
Percent MNumber Percent Mumber
Web Site Containad &t
Least One Privacy B 8293 B 8090
Disclosure
Web Site Contained a
X A :
Privacy Policy - 2093 ™ TEGS0
Web Site Contained an
Information Practice 0 §793 b ) 2590
A tEEN




Of Those Web Sites That Collected Personal Identifving Information,

14

Percent That Provide Elements of Choice in March. 1998

L Random Sample Most Popular Group
Peroemt Number Percent Number
Web Site Provaded Choice, for the
Use of, or Saud They Did Not Use, 7% eos =5
Personal Information 1o Scnd (65.7%-75.9%) 290N wh 0
Commumcaiions to Consumers
Web Site Provided Choice for the
Disclosure of, or Said They Dhd 61% )
) 9732 e J
Not Disclose. Personal Identifying |  (553%-66.2%) TSR s
Informarion to Third PlﬂiE-

Of Those Web Sites That Collecved Personal Identifving Information,

Percent That Provide Elements of Choice in March, 2001
= L B

Random Sample Maost Popular Group
Percent MNumber Percent MNumber
Web Site Provided Choice. for the
Use of, or Said They Did Not Use, .
Personal Information to Send 3% s A% -
Communications to Consumers
Web Site Provided Choice for the
Disclosure of, or Said They Did Not
Disclose. P | identifying 68% 6393 43% 3990
Information to Third Parmies

“Commumcatrons to Consumers”™ includes any communications other than those directly related to processing an order or

responding 1o a consumer” s question.

“Third Parties™ was defined as any entity other than the assigned domain such as advernsers, affilisics. subsidianes, business

parners. or ofer companies.




Appendix §

Of Those Web Sites That Callected Personal Identifving Information. Percent That Disclosed Whether They Did
or !I!igk[ Lie Personal Information to Send Communications to Consumers ar to Third Parties in March. 1998

Random Sampl
Percent

€

Most Popular Grosp

MNumber

Percent MNumber

Web Sizes that Stated
Anvihing About Whether
the Stic Used Personal
Informanon o Send
Communications

T8
{73 5%-82.8%)

1547324

Wb Sites that Stated They
Did or Might Use Personal
Information to Send
Communications

T
{69.6%:-T70.3%)

2427324

Bhe 56/90

Weh Sites that Stated They
Did Not Use Personal
Information to Send
Communicalions

4%

i 1.9%-6.4%)

(27324

My 24510

Web Sites that Stated They
Did or Maght Disclose
Personal ldentifving

. |nformation 1o Third Elﬂit‘l-

529,
(46.3%-57.4%)

168/324

Rre 7290

Of Those Web Sites That Collected Personal Identifving Information. Percent That Disclosed Whether They Did or
!-!i;n Use Personal Information o Send Communications to Consumers or to Third Parties in March. 2001

Random Sample

Percent

Mumber

Most Popular Group
Percent MNumber

Web Sites Stated Anvthing
About Whether the Used
Personal Information 1o
Send Communications

T2%

67/93

L 5990

Web Sires Stated They
Would Use Personal
Informanon 1o Send

Communications

66%

61/93

63% 3790

Web Sites Stated They Did
Mot Use Personal
Information 1o Send
Communications

20

16/93

6% 590

Web Sites Stated Would
Disclose Personal

Identifymg Information 1o
Third Pamies

a5

693

TR 6340




Appendix &

Of Those Web Sites That Collected Personal Identifving Information,
Percent That Provided Elements of Aceess in March, 1998

-

Random Sample

Most Popular Group

Percemt Number Percent Number
Web Sites That Allowsd
Consumers to Review at 2%
32 o 3t
Least Some Personal (16.4%-25.5%) BARa i e
Information
Weh Sites That Allowed
Consumers to Have at I T
f T
Least Some Personal (31.8%-42.5%) 120224 e
Information Corrected
Web Sites That Allowed
Consumers to Have at 1 7% =
Sh/324 % 2
Least Some Personal (13.3%-21.8%) wB/a 3% 580
Information Delered

Of Those Web Sites That Collected Personal Identifving Information,
Percent That Provided Elements of Access in March, 2001

Random

Sample

Most Popular Group

Fercent

Muinber

Percent M mber

Web Sires That Allowed
Consumers to Keview at
Least Some Fersonal
Information

4%

6%/93

54% 49/90

Web Sites That Allowed
Consumers o Have at
Least Some Personal
Informaton Corrected

Gy3

A 52400

Web Sites That Allowed
Consumers to Have at
Least Some Personal
Infarmation Deleted

51%

47493

2% 2590

Appendix 7

Of Those Web Sites That Collected Personal ldentifying Information,
Percent That Provided Disclosures About Elements of Security in March, 1998

Random Sample

Maost Popular Group

Percent Mumber Percent HNumber
Web Sites That Stated 559,
.&tep:s Are Taken FD (49.7%-60.7%) 179/324 T4, 6 TG0
Provide any Security
Web Sites That Stated
Steps Are Taken to 1% Sa il ;
Provide Security During | (33.2%-44.1%) ES0 s 4
Transmission
Web Sites That Stated
Steps Are Taken to 2% )
Provide Security After (23.8%-34.0%) 931324 48% 43/90
Receipt




Of Those Web Sites That Collected Personal Identifving Information,
Percent That Provided Disclosures About Elements of Security in March, 2001

Handom Sample Muost Popular Group
Percent Mumber Percent Mumber
Web Sites That Stated
Steps Are Taken to TG 6393 AT 4200
Provide any Security
Web Sites That Suated
'SIFPS Are 1...'1]{(:!1 1:: sq0; 25/01 29 2690
Provide Security Durning
Transmizsion
Web Siies That Stated
Steps Are Taken to . S i
< 0% 52093 33% 30090
Provide Secunty After -~
Receipl
Appendix 8

Percent of All Web Sites Where Third Parties Attempted to Place Cookies and
Percent that Disclosed That Third Parties May Place Cookies in March, 1998

Random Sample

Must Popular

Percent Number Percemt MNumber
5T Wi Data Available | MNo Datz Available
Thard Party Cookie (51.8%- [P35
62, 7%
Msclosure that Third 279
Parties .M'gm Place (16.2%:- 42192 Mo Dats Available | Mo Data Available
Cookies'Collect 83 8%)

Information on Site

Percent of All Web Sites Where Third Parties Attempted to Place Cookies and
Percent that Disclosed That Third Parties May Place Cookies in March, 2001

Random Sample Maost Popular
Percent Number Percent Murmber *
Third Party Cockie 25%% 23193 i SHG0
Disclosure that Third
PBElIER _!\-'Illght Place 179 1693 4% 44150
Cookies/Collect
Information ﬂ_n_S':tr.:
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