
Singapore consumers don’t trust data 
to make meaningful decisions
The data trust gap could prove challenging for companies 
providing AI-powered apps and data services to consumers.

56% of Singapore consumers 
tend to make their decisions based on 
emotions, experiences and intuition, 
rather than factual data
and technology.

 would let 
technology and data generate 
a travel itinerary based on 
previous experiences

 would let 
technology and data 
book movie tickets based 
on past preferences

Most Singapore consumers trust humans over data for long-term 
decisions that have a significant impact on their lives.

PEOPLE FOR BIG DECISIONS

35% would allow 
an app to limit or 
prioritise spending 
based on their savings

30% would allow 
data and technology 
to help secure their 
next job

48% of consumers 
would allow integrated 
body sensors to 
measure their vitals 
and inform doctors

Bring the power of insight to any application, product, portal, workflow 
or process. Find out more about Qlik.

About the research
All figures, unless otherwise stated, are from YouGov Singapore Pte Ltd. 
Total sample size was 1,052 adults. Fieldwork was undertaken between 
5th - 6th December 2019. The survey was carried out online. The figures 
have been weighted and are representative of all Singapore adults 
(aged 18+) nationally. 

About Qlik®
Qlik’s vision is a data-literate world, one where everyone can use data to 
improve decision-making and solve their most challenging problems. Only 
Qlik o�ers end-to-end, real-time data integration and analytics solutions that 
help organizations access and transform all their data into value. Qlik helps 
companies lead with data to see more deeply into customer behavior, reinvent 
business processes, discover new revenue streams, and balance risk and 
reward. Qlik does business in more than 100 countries and serves over 50,000 
customers around the world.

Removing the ‘black box approach to AI’ and showing consumers what data is 
collected, and how it is used to make recommendations, will build trust and lead 

to more meaningful uses for data.

In the next 5 years:

WE CAN BUILD TRUST IN DATA

Data
44%

Emotions
56%

Singapore consumers’ trust in 
data is limited to short-term, 
low impact decision areas.

DATA FOR SMALL DECISIONS

81% would let 
technology and data 
pick the quickest 
route to a destination

Itinary

67%

81% 55%

77% trust humans 
more than data and 

technology to choose 
who they should date

Consumers are mainly concerned about data privacy 
and security, as well as losing the human connection. 

IT’S A PRIVACY THING

46% are concerned about 
losing the human connection 

67% are concerned their 
data and information might be 
disclosed to the public

61% fear they have no control 
over what data or information is 
collected from them

54% to motivate 
them to exercise

65% to advise 
them on their next 

career step

77% 65% 54%

https://www.qlik.com/us/data-integration/data-integration-platform



