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METHODOLOGY

This survey was conducted online between January 28 and
February 13, 2026, in recognition of Data Privacy Day. A total of
235 respondents participated.

The survey audience was sourced from Endeavor Business
Media’s professional communities, including subscribers and
members associated with IndustryWeek, Healthcare Innovation,
Oil & Gas Journal, RDH, and WaterWorld. Respondents represent
a cross-section of industry professionals across manufacturing,
healthcare, energy, dental, and water sectors.

All responses were collected anonymously and are reported in
aggregate.
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How concerned are you about how your personal data is collected and used?
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Concern about personal data privacy is nearly
universal, with 88% of respondents reporting they are at
least moderately concerned about how their data is
collected and used, including a majority (56%) who are
extremely concerned. Only 4% report little to no
concern or rarely think about the issue.

These findings highlight that data privacy is no longer a

O e O > niche or abstract concept, but a mainstream concern
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factors in building and maintaining trust.

Source: Endeavor Business Intelligence Pulse Survey, Feb 2026



PERSONAL DATA TRUST ISSUES

Who do you trust most to protect your personal data?
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Source: Endeavor Business Intelligence Pulse Survey, Feb 2026

Trust in institutions to protect personal data is strikingly

low, with 73% of respondents saying they do not fully

trust any organization to safeguard their information.

Among specific entities, employers rank highest but still

eadrn the trust of only 15% of respondents, followed by
overnment agencies (6%), technology companies
4%), and research organizations (2%?.

These results highlight a significant trust gap and
reinforce the importance of transparency, clear data
practices, and demonstrated accountability for any
organization collecting or using personal data.
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Have privacy concerns ever stopped you from sharing personal information (e.g., surveys,
sign-ups, apps)?
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50, 479, Privacy concerns are actively shaping behavior, with

A5 44% 91% of respondents saying they have hesitated to share
40% personal information due to privacy considerations,
35% including nearly half (47%) who say this happens often.
ggj Only 9% report rarely or never being influenced by
20% privacy concerns.
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10% 6% 3% This demonstrates that data privacy is not just a
g; L] 0% theoretical issue, but a practical factor that directly
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Source: Endeavor Business Intelligence Pulse Survey, Feb 2026
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How confident are you in your organization’s data privacy practices?

9%

Most respondents express at least some confidence in
their organization’s data privacy practices; with 72%
reporting they are very or somewhat confident.
However, that confidence is largely cautious rather
than absolute, as only 23% say they are very confident.
Meanwhile, more than one in four respondents report
low confidence or uncertainty, indicating that
organizational data privacy practices may not be fully
49% visible or clearly understood by employees.

13%

Very confident m Somewhat confident ) ) ) )
This mix of confidence and uncertainty suggests an

opportunity for organizations to strengthen internal
= Notsure awareness and reinforce trust in how data is managed
and protected.

Not very confident Not confident at all

Source: Endeavor Business Intelligence Pulse Survey, Feb 2026



CONFIDENCE IN ETHICAL DATA USE
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How confident are you that your organization uses data responsibly and ethically?
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Source: Endeavor Business Intelligence Pulse Survey, Feb 2026

Confidence in ethical and responsible data use is
relatively strong, with approximately 75% of
respondents reporting they are extremely or somewhat
confident in their organization’s practices. Notably,
nearly 38% say they are extremely confident, indicating
a meaningful level of trust in how data is handled.
However, about one in four respondents report only
slight confidence, no confidence, or uncertainty,
suggesting that confidence is not universal.

These findings highlight that while many organizations
have established a foundation of trust, reinforcing
transparency and clarity around data practices
remains important for maintaining and strengthening
confidence across all employees.
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What would most increase your trust in your organization’s data privacy practices?
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around data use

No single factor overwhelmingly defines trust in organizational data privacy practices, but
transparency (23%) and stronger security measures (22%) emerge as the most influential drivers,
closely followed by independent audits or certifications (19%) and regular privacy training (18%).
This balanced distribution suggests that trust is built through a combination of clear
communication, visible safeguards, and demonstrated accountability rather than any one action
alone. Write-in responses reinforce this, with several respondents emphasizing the importance of
understanding exactly how their data is used and protected, as well as broader systemic
protections. Overall, trust appears to be shaped by both organizational practices and confidence
in the broader data privacy environment.

Source: Endeavor Business Intelligence Pulse Survey, Feb 2026
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SUMMARY OF INSIGHTS

The survey findings make clear that data privacy is both a widespread concern and a
meaningful driver of behavior. Nearly 9 in 10 respondents report concern about how their
personal data is collected and used, and more than 90% say privacy concerns have at some
point prevented them from sharing personal information. This highlights the direct impact
privacy perceptions have on engagement and participation.

Trust in institutions to protect personal data remains low, with nearly three-quarters of
respondents saying they do not fully trust any organization with their information. While
confidence is higher within respondents’ own organizations, it is often moderate rather than
absolute, and a notable portion of respondents remain uncertain or lack confidence in how
data is managed.

Trust is influenced by multiple, practical factors rather than any single solution. Respondents
most often pointed to greater transparency around how data is used, stronger security
measures, and independent audits or certifications as ways to increase confidence. The
spread of responses suggests that trust is built through clear visibility into data practices and
credible safeguards, not assumptions.
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