i
(of LY of o)

Privacy as an
—nabler of
Customer Trust

Cisco 2024
Data Privacy Benchmark Study

Privacy’s importance
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What organizations have done to
maintain trust with Al applications

Explain how the
Al application works

Ensure a human is
involved in the process
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Audit the application
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Download the full study here

For more information on Cisco’s approach to data privacy, visit trust.cisco.com

A4
)
'S §
11111
rrrri
=
)
=

afear]e,
© 2024 Cisco and/or its affiliates. CISCO The bridge to possible



https://www.cisco.com/c/en/us/about/trust-center/data-privacy-benchmark-study.html?CCID=cc004881
https://www.cisco.com/c/en/us/about/trust-center.html



