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How People Approach Facts and Information

People deal in varying ways with tensions about what information
to trust and how much they want to learn. Some are interested and
engaged with information; others are wary and stressed

When people consider engaging with facts and information any number of factors come into play.
How interested are they in the subject? How much do they trust the sources of information that
relate to the subject? How eager are they to learn something more? What other aspects of their
lives might be competing for their attention and their ability to pursue information? How much
access do they have to the information in the first place?

A new Pew Research Center survey explores these five broad dimensions of people’s engagement
with information and finds that a couple of elements particularly stand out when it comes to their
enthusiasm: their level of trust in information sources and their interest in learning, particularly
about digital skills. It turns out there are times when these factors align — that is, when people
trust information sources and they are eager to learn, or when they distrust sources and have less
interest in learning. There are other times when these factors push in opposite directions: people
are leery of information sources but enthusiastic about learning.

Combining people’s views toward new information — and their appetites for it — allows us to create
an “information-engagement typology” that highlights the differing ways that Americans deal with
these cross pressures. The typology has five groups that fall along a spectrum ranging from fairly
high engagement with information to wariness of it. Roughly four-in-ten adults (38%) are in
groups that have relatively strong interest and trust in information sources and learning. About
half (49%) fall into groups that are relatively disengaged and not very enthusiastic about
information or about gaining more training, especially when it comes to navigating digital
information. Another 13% occupy a middle space: They are not particularly trusting of information
sources, but they show higher interest in learning than those in the more information-wary
groups.

Here are the groups:

The Eager and Willing - 22% of U.S. adults

At one end of the information-engagement spectrum is a group we call the Eager and Willing.
Compared with all the other groups on this spectrum, they exhibit the highest levels of interest in
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news and trust in key information sources, as well as strong interest in learning when it comes to
their own digital skills and literacy. They are not necessarily confident of their digital abilities, but
they are anxious to learn. One striking thing about this group is its demographic profile: More
than half the members of this group are minorities: 31% are Hispanic; 21% are black and 38% are
white, while the remainder are in other racial and ethnic groups.

www.pewresearch.org
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Information dispositions: Five groups of Americans ranging from most to least
engaged with information

% of U.S. adults in each group

RELATIVELY ENGAGED WITH INFORMATION

22%

16%

The Eager and Willing

They are active seekers of information with a strong interest in
learning. They have the highest interest in news and trust in
information sources. They express concerns about their online
capabilities, but they are anxious to improve their digital skills and
information literacy.

The Confident

They combine a strong interest in information, high levels of trust
in information sources, and self-assurance that they can navigate
the information landscape themselves. They are very self-reliant
as they handle information flows.

MORE AMBIVALENT ABOUT INFORMATION

13%

The Cautious and Curious

They have a strong interest in news and information, a lot of tech
access, but they do not have high levels of trust in sources of
news and information - particularly national news organizations,
financial institutions, and the government. They are twice as likely
as all adults to be interested in getting training on digital skills and
information literacy. At the same time, they report significant
levels of stress over trying new things and have busy lives.

RELATIVELY WARY OF INFORMATION

24%

25%

The Doubtful

They are leery of information sources, particularly local and
national news. They also have very busy lives, which could be why
they also show lower levels of interest in updating their digital
skills or information literacy.

The Wary

They have the lowest level of trust in information sources. The
Wary also have the lowest levels of broadband and smartphone
adoption. They declare little interest in upgrading digital skills.

Source: Survey conducted Sept. 29-Nov. 6, 2016.
“How People Approach Facts and Information”
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DEMOGRAPHICS

52% of this group is made up of minorities: 31%
are Hispanic; 21% are black. Some 38% are
white.

This group is heavily white, very well educated,
and fairly comfortable economically. Some 31%
are between the ages of 18 and 29, the highest
of any group.

This group mostly mirrors the demographic traits
of the general population. It has somewhat lower
levels of educational attainment than average.

The Doubtful are the most middle-aged of the
groups, mainly white, and also relatively well
educated and comfortable economically.

This group is heavily male (59%) and one-third
are ages 65 or older.

www.pewresearch.org
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The Confident - 16% of adults

Alongside the Eager and Willing are the Confident, who are made up of the one-in-six Americans
and combine a strong interest in information, high levels of trust in information sources, and self-
assurance that they can navigate the information landscape on their own. Few feel they need to
update their digital skills and they are very self-reliant as they handle information flows. This
group is disproportionately white, quite well educated and fairly comfortable economically. And
one-third of the Confident (31%) are between the ages of 18 and 29, the highest share in this age
range of any group.

The Cautious and Curious - 13% of adults

The Cautious and Curious have a strong interest in news and information, even though they do
not have high levels of trust in the sources of news and information — particularly national news
organizations, financial institutions and the government. But they are interested in growth, with a
great deal of interest in improving digital skills and literacy. This group differs very little from the
general population’s average, although its members have somewhat lower levels of educational
attainment than the mean.

The Doubtful - 24% of adults

The Doubtful are less interested in news and information than those in the previous groups. They
are leery of news and information sources, particularly local and national news. They also have
very busy lives, which could be why they also show little interest in updating their digital skills or
information literacy. The Doubtful are the most middle-aged of the groups. They tilt towards being
white and they are also relatively well-educated and above average in their economic status.

The Wary - 25% of adults

At the edge of the spectrum are the Wary. They are the least engaged with information. They have
very low interest in news and information, low trust in sources of news and information and little
interest in acquiring information skills or literacies. That places them at a distance from other
Americans in terms of engagement with information. This group is heavily male (59%) and one-
third are ages 65 or older.

What are the implications of the typology, especially for issues tied to digital divides and
information literacy?

Typologies are useful because they add to the insights that can be gained by doing traditional
analysis by demographics — such as gender, race, class, age and educational attainment.

www.pewresearch.org
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One key takeaway from these typology findings is that there is not a “typical,” archetypal
information consumer. A variety of factors shape people’s engagement with information. There is
clear variation among citizens about their interest in information, trust in various sources and
their eagerness to gain further skills dealing with information.

This typology suggests that one size does not fit all when it comes to information outreach. For
instance, information purveyors might need to use very different methods to get material to the
Eager and Willing, who are relatively trusting of institutional information and eager to learn,
compared with the tactics they might consider in trying to get the attention of the Cautious and
Curious, who are open to learning but relatively distrusting of institutional information. Similarly,
groups with messages might want to plan wholly different processes to reach the Confident (who
are basically information omnivores), compared with the Wary (who are quite reluctant to engage
with new material).

Secondly, the typology highlights the challenges faced by those focusing on digital divides and
information literacy as they try to help people improve their access to information and find
trustworthy material. On the one hand, significant numbers of people are interested in building
digital skills and information literacy. On the other hand, about half of adults fall into the groups
we call the Doubtful and the Wary, who have lower interest in getting assistance to help them get
to more trustworthy material.

And a third takeaway from the typology highlights how useful it would be if there were trusted
institutions helping people gain confidence in their digital- and information-literacy skills.
Libraries might be relevant here. Library users stand out in their information engagement.
Overall, about half (52%) of adults have visited a public library or connected with it online in the
past year. Those library users are overrepresented in the two most information-engaged groups.
Some 63% of the Eager and Willing were library users in the past year, while this is true for 58% of
the Confident. Additionally, both groups are much more likely than others to say they trust
librarians and libraries as information sources.

At the same time, some words of caution are warranted. First, as broad as they were, the questions
in this survey did not cover the vast range of people’s connection to information and use of it. Nor
did they comprehensively probe people’s attitudes about learning and personal growth. The poll
covered particular contexts and it focused on digital access to information. Thus, the results are
not projectable to all aspects of people’s vast experiences with media and information.

Another caution: While there are numerical descriptions of the groups, there is some fluidity in the
boundaries of the groups. Unlike many other statistical techniques, cluster analysis does not

www.pewresearch.org
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require a single “correct” result. Instead, researchers run numerous versions of it (e.g., asking it to
produce different numbers of clusters) and judge each result by how analytically practical and
substantively meaningful it is. Fortunately, nearly every version produced had a great deal in
common with the others, giving us confidence that the pattern of divisions was genuine and that
the comparative shares of those who are relatively engaged and relatively wary of information are
generally accurate.

A third caution is that the findings represent a snapshot of where adults are today in a changing
information ecosystem. The groupings reported here may well change in the coming years as
people’s comfort and confidence with accessing information digitally evolve and as technologists
offer new ways for people to encounter and create information.

Even allowing for those caveats, these findings add insight to swirling debates about how people
think about and use information.

www.pewresearch.org



8
PEW RESEARCH CENTER

1. The elements of the information-engagement typology

There are any number of ways to assess the public’s approach to facts and information. One
method could involve case studies or experiments to test how people respond to specific

information-evaluation challenges. Another might attempt an in-depth assessment of a specific

event and research how people learned about it and reacted to it.

In this study, Pew Research Center aimed to study broad patterns in people’s approach to

information and report on a spectrum of engagement among Americans ranging from relatively

high enthusiasm to relatively deep wariness. The information-user typology here was built around

analyzing five batches of
questions in the survey: First,
it assessed people’s level of
interest in some key news
and information subjects.
Second, it captured their
trust in various information
sources. Third, it explored
areas where people are
interested in learning and
growing. Fourth, it probed
aspects of their lifestyle that
might tie to their ability to
spend time with information.
And fifth, it explored people’s
technology assets.

This chapter runs through
people’s answers to those
questions and how they fit
together in the typology.

1) Interest in key news and
information topics

Education, politics and health news top the list of

subjects that interest people

% of U.S. adults who are __interested in news and information about the

following subjects

Very

Schools or education
Government and politics
Health and medical news
Science and technology

Events in their local community
Foreign affairs or foreign policy
Business and Finance

Arts or entertainment

Sports

Source: Survey conducted Sept. 29-Nov. 6, 2016.
“How People Approach Facts and Information”
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Not Not at
Somewhat too all
| [
32% 10%9%
33 10 13
39 9 8
41 10 10
44 10 8
37 13 16
41 15 14
43 15 13
31 17 25

The questions covered people’s level of interest across nine different topics. A majority are

relatively interested in each of the different categories, with education, politics, and health and

medical news among the topmost subjects that interest people.

www.pewresearch.org
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For the purposes of the typology, the model was built using the mean (average) number of topics
that people said they are “very” interested in. The Eager and Willing said they are very interested
in 4.47 topics; the Confident are very interested in 3.48; the Cautious and Curious are very
interested in 3.45 of these topics; the Doubtful are very interested in 3.08 of them; and the Wary
are very interested in 2.32.

Americans are not fully trusting of information from

2) Trust in information g . . .
key sources. Libraries and health providers top the list

sources
% of U.S. adults who trust information from the following sources ...

Beyond people’s interest in
Not too Not at

topics, the survey looked at A lot Some much all
people’s trust in eight ‘ ‘
Local public library or librarians 38% 8% 13%
information sources. Libraries
. Health care providers 44 10 6

and health care providers top
the list of the most trusted Family or friends 58 12 6
sources that were queried, Local news organizations 54 16 12
while social media is at the

Government sources 43 19 20
bottom.

National news organizations 48 18 16

Overall, 30% of American Financial institutions 54 17 14
adults say they do not trust Social media, such as Facebook, 31 37 o8

Twitter or Instagram™*

any information source on our

list “a lot.” On average, *Among social media users

: Source: Survey conducted Sept. 29-Nov. 6, 2016.
American adults trust 1.7 of oo nrvey condd P v
How People Approach Facts and Information

: [13 »
the eight sources “a lot. PEW RESEARCH CENTER

The typology used the mean
number of these sources that people trust a lot. The figure is 3.43 for the Confident; 3.05 for the
Eager and Willing; 1.07 for the Cautious and Curious; .90 for the Doubtful; and .61 for the Wary.

3) Learning outlook and interest

People’s engagement with information can be tied to their interest in learning more. Several of this
survey’s questions borrowed from the analvtical insights tied to whether people have a growth

mindset or fixed mindset, developed by Stanford psychology professor Carol Dweck. Growth
mindset refers to people’s attitudes about whether human beings are essentially fixed in their basic
talents and traits, or whether they have the capacity to grow.

www.pewresearch.org
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One question asked for people’s views about this statement: “Music talent can be developed by
anyone.” Some 28% say this statement describes them “very well,” and the variance among the

groups on this answer was a meaningful input to the model.

Another question asked
whether people think that
training on how to use online
resources for finding
trustworthy information
would help them in making
decisions. Some 31% said that
would help their ability to
make decisions “a lot.” Again,
there was notable variation
among different groups
around this answer.

The third personal growth

Some are interested in getting training

% of U.S. adult who say getting would help them in making decisions ...

Not too Not at
A lot Somewhat much all

\ \ \ —
Training on how to use online resources 0 5 1 2
to find trustworthy information 31% 9 .
Training that would help you be more
confident in using computers, 28 26 17 28

smartphones and the internet

Source: Survey conducted Sept. 29-Nov. 6, 2016.
“How People Approach Facts and Information”

PEW RESEARCH CENTER

question dealt with the degree to which people thought they might be helped in making decisions
if they got training aimed at making them more confident in using digital technology. Some 28% of

adults said such training would contribute “a lot” to their decision-making capacity. And those

answers varied across the groups.

In all, 53% of Americans gave the strongest affirmative answer to at least one of these questions,

and this became a useful predictor in helping establish which group people belonged in.

4) Lifestyle issues

Additionally, the survey sought insights about time pressures and other stresses in people’s lives
that might tie to their ability and interest to engage with information. First, 39% of internet users

(35% of all adults) say they “occasionally” or “frequently” could use help finding the information

they need online. These answers were strikingly different across the various typology groups.

Second, 52% of Americans say this statement describes them very well: “I'm usually trying to do

two or more things at once.” Third, 37% of adults say this statement describes them very well:

“Trying new things is stressful for me.” Fourth, 41% of the public says “I am usually patient when I

have to wait in line doing day-to-day errands” describes them very well. Again, there was notable

variance across the different groups in the way people answered these questions.

www.pewresearch.org
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5) Digital access tools

Finally, the survey covered the basic technology inventory of people’s lives and found that three
kinds of tools and access mattered to the typology. In this survey, 77% of respondents have a
smartphone; 73% have a home broadband subscription; and 51% have a tablet computer. Some
42% of adults have all three, and we think of this as “access abundance.” Statistical modeling
showed those with such abundance had different engagement compared with those who two or
fewer of those access tools.

Cluster analysis yields the typology

A statistical technique called cluster analysis yielded the five groups this report discusses. The

technique places people into distinct categories based on the similarity of their answers to specific
survey questions. Unlike many other statistical techniques, cluster analysis does not result in a
single “correct” result. Instead, researchers run numerous versions of it — that is, by asking
statistical software to produce different numbers of clusters. They then judge each result by how
analytically practical and substantively meaningful it is. Nearly every version researchers tried for
this report had a great deal in common with the others, giving us strong confidence in the
comparative shares of those who were relatively information engaged and information wary.

www.pewresearch.org
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2. Americans fall along a spectrum when it comes to
information engagement

The cluster analysis yields five groups of people based on their information interests, their trust in
a variety of sources, their assertions about their learning interests when it comes to digital
information, some lifestyle issues, and their technology assets. These groups are distinguished in
key respects by the variances in how they cope with trust (or lack of trust) in information and their
desire (or not) to learn.

The chart below shows how people’s answers on several questions play out across the five groups.
Note that the growth-mindset measure refers to the 53% who said any one of three things describe
them very well — that music skills can be developed, that they could benefit from acquiring better
digital skills, or that they would be interested in information literacy training. High trust refers to
the 28% of all adults who trust three or more of the information sources about which they were
asked. Personal tech abundance refers to the 42% of adults who have a broadband connection at
home, a smartphone and a tablet computer.

The relationship between people’s trust in information sources and their interest in
learning is complex

% of U.S. adults in each of the typology groups who ...

Have a positive growth mindset Have high trust in three or Have personal tech
Those who said any of three things : more information sources : abundance
describe them very well: that from a list of eight sources Those who have a
music skills can be developed; that including such things as broadband

they could benefit from acquiring . libraries, health care . connection at home,
better digital skills; that they would providers, financial a smartphone and a
be interested in information institutions, govt sources tablet computer

literacy training

All adults 53% o 28% 42%

The Confident 4

The Cautious/Curious ” . 12
The Doubtful | Is 5

The Wary I 2

Source: Survey conducted Sept. 29-Nov. 6, 2016.
“How People Approach Facts and Information”

PEW RESEARCH CENTER

I )
&
o2l o

www.pewresearch.org



13
PEW RESEARCH CENTER

The chart shows some of the variance in the connection between people’s trust in information
sources and their interest in learning. This relationship is particularly evident in two groups: the
Eager and Willing and the Confident. But the Cautious and Curious illustrate a different pattern.
They are quite interested in learning, even though they hardly trust any of the information sources
we queried.

Additionally, abundant access to the internet does not neatly associate with trust in information
sources. For example, the Doubtful have below-average interest in news and information even
though most have three key kinds of digital connections — home broadband, a smartphone and a
tablet computer.

The other factors that influence how people sort into groups are linked to their level of skill in
using the internet to find information and how busy they think they are, whether they think they
are usually trying to do two or more things at once. As the chart below shows, these factors seem
unimportant to the Wary, whose classification comes mainly from a low level of trust and lower
levels of enthusiasm for learning. But they are important for the Doubtful, who are especially likely
to say they regularly find themselves doing two things at once. The Cautious and Curious
sometimes need help finding things online, but might be too busy to reach out for help.

Here is a fuller breakdown of
how the groups differ (and all of
the typology analysis is reported

Different groups report varying levels of multitasking
and struggle with online information

% of U.S. adults in each group who ...

in the Appendix:
Are usually trying Occasionally or frequently
- o to do two or more need help finding
The Eager and Willing (22%) things at once information online

. . (internet users)
The most ardent information-

engaging group is the Eager All adults 52% 9%
and Willing, which makes up The Eager/Willing

2

22% of the adult population. The Confident
This group has the highest levels The Cautious/curious || EEIRG

of interest in news and The Doubtful ” 7%

information in a variety of The Wary | 1 2

8

! !
a1 al
©

topics, as well as a high degree

Of trust in 1nf0rmat10n sources. Note: “Occasionally or frequently need help finding information online” is of internet users.

More than any Other group, they Source: Survey conducted Sept 29-Nov. 6, 2016.
“How People Approach Facts and Information”

strongly trust their family and PEW RESEARCH CENTER

friends and libraries as
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information sources. (They are the most active library users, too.)

The Eager and Willing also have a strong interest in personal learning. They are more than twice
as likely as all adults to say they would be very interested in digital skills or information literacy
training. Perhaps this tied to the fact they report a high level of needing help finding the
information they want online. They also wish, to an extent far greater than any other group, that a
public library were closer to home and had expanded hours.

Relative to three of the other groups, they do not have particular abundance in digital information
access tools and, perhaps for that reason, about six-in-ten report at least occasional difficulty
finding information online.

Demographically, the Eager and Willing are majority minority: Some 38% are white, while 52%
are either black (21%) or Hispanic (31%). Compared with other groups, this group has lower
incomes and educational attainment.

Key differentiators: The Eager and Willing have the highest levels of interest in news and
information across a variety of topics. They have a strong orientation toward learning. This group

also turns to the library for information and wishes hours were better or a library was closer to
home.

The Confident (16%)

The Confident report the highest levels of trust in information sources, with particularly strong
levels of trust in national news organizations, government sources and health care providers. They
also have above-average interest in news, with special emphasis on government and politics and
foreign affairs.

They have relative abundance of tech-access tools, with half (49%) having all three access devices,
compared with the average of the overall population, which is 42%. The Confident do not feel they
need additional training in digital skills or information literacy. That may be because of the
group’s high levels of educational attainment. This group is also, on the whole, relatively well-off
economically and younger, compared with other groups. The Confident are more likely than all but
The Eager and Willing to have used a library in the past year. They also join the Eager and Willing
in trusting libraries as information sources.

Key differentiators: The Confident have the highest overall level of trust in information sources.

That is accompanied by high levels of educational attainment. Their self-assurance is evident in

www.pewresearch.org
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how little they feel they need to improve digital skills or information literacy, while they have
strong interest in news and information.

The Cautious and Curious (13%)

The Cautious and Curious group falls in the middle of the typology. They are, on the one hand,
somewhat above average levels of interest in news and information. Yet their trust in information
sources falls below average. They express clear concerns about their digital skills and at the same
time have interest in learning how to gain better skills. About six-in-ten of the internet users in
this group occasionally or frequently have trouble finding things online — compared with 39% for
the general population. At the same time, the Cautious and Curious are more than twice as likely
as all adults to be interested in getting training on digital skills and information literacy. This
arises even though those in this group report significant levels of stress over trying new things and
that they have busy lives.

This group does have an abundance of information access points, with 51% having each of three
access tools (home broadband, a smartphone, and a tablet computer). They have somewhat lower
levels of educational attainment than average, but their household income is in line with the
average.

Key differentiators: The Cautious and Curious have high interest in learning, but it clashes with

other factors. They have relatively low levels of digital skills and lead busy lives. They also have
some distrust of news and information sources. That means they fall below the Eager and Willing
and the Confident in their engagement with information.

The Doubtful (24%)

This group has fairly typical levels of interest in information (just below average) and visit the
library on par with others. Yet they have low levels of trust in information sources — especially
national and local news organizations. They are also much more likely than average to say they are
often trying to do two or more things at once and less likely than others to say it is easy for them to
relax.

The Doubtful group does not exhibit a growth mindset when it comes to acquiring digital skills or
information literacy, even though they are above average on measures of educational attainment
and income. Additionally, this group has the highest rate of full-time employment among all
groups. They also have the digital tools to engage with information. Some 50% have all three key
digital access tools. It may be that their lack of time and low trust in information sources dampens
their interest in following information. Nearly all (98%) find themselves sometimes trying to do
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more than one thing at a time, and they are the second lowest group in terms of metrics measuring
trust in information sources.

Key differentiators: The Doubtful have low levels of trust in information sources and very busy
lives. They fall below the Cautious and Curious in their interest in several information topics and

they have virtually no interest in training.

The Wary (25%)

People in this group have relatively low levels of interest in information and very low levels of trust
in information sources. The Wary do not exhibit much interest in acquiring digital skills or the
wherewithal to determine what information is trustworthy. Other factors (e.g., how busy they are)
do not have much role in their patterns of information interest or trust. For them, the lack of
interest in learning digital and information-literacy skills as well as leeriness of information
sources are the dominant factors contributing to their wariness about information.

Although the Wary are below average in access to information technology, they are not bereft of
connectivity. Some 61% have broadband at home and 62% have smartphones. Only 39% have used
the library in the past year (below the 52% national average). Demographically, they are heavily
male (59%) and have only slightly lower levels of educational attainment than the norm. However,
they are an older group: 33% are ages 65 or older vs. the 18% average.

Key differentiators: The Wary are the least likely to own any of the technology tools on our list.

They have low trust in information sources, a low enthusiasm for learning and the lowest interest
in any information topic. They are more stressed in some ways than the Doubtful.

www.pewresearch.org
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3. People’s varying wish lists for information aids that might
help them make decisions

One way to think about how people handle information demands is to examine their “wish list” of
tools that might help them use information in making decisions. This produces some insight into
the resources people say would help them cope with information demands.

Mobile and home internet connectivity top people’s wish list for aids in getting
information to make decisions

% of U.S. adults who say the following things would help them in making decisions ...

Not too
Alot Some much Not at all
| | |
An unlimited data plan for their cellphone* 10% 19%
More reliable home internet service** 11 15
More people in their circle of family and friends who are 19
knowledgeable about the issues they need to keep up with 14
Training on how to use online resources to find 15 o4
trustworthy information
Training that would help them be more confident in using
. 17 28
computers, smartphones and the internet
A public library closer to their home 17 35
Expanded hours of operation for their local public library 21 36

* Based on cellphone users.

**Based on those who use the internet at home.
Source: Survey conducted Sept. 29-Nov 6, 2016.
“How People Approach Facts and Information”
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The survey asked people the degree to which certain resources would contribute to them using
information to make decisions in their lives. The list was: an unlimited data plan for their
cellphones (50% say that would help them “a lot” in making decisions); more reliable home
internet service (48% say that would help them a lot); friends in their social networks who know
about the issues they were wrestling with (37% say that would help a lot); training in using online
resources to find trustworthy information (31% say it would help a lot); training that would help
them be more confident in their computer or smartphone use (28% say that would help a lot); a
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closer public library (25% say it would help a lot); and expanded hours of operation at their local
library (22% say that would help a lot).

People’s answers to these questions often connected with their answers on their general levels of
trust in information and interest in learning. For instance, the Eager and Willing are the most
hungry for the variety of tools or resources that would help them use information better to make
decisions. They are highly interested in training on digital skills or information literacy, as well as
more reliable internet service or unlimited data caps. To an extent far greater than any other
group, they say having a library with better hours or closer to their home would help them a lot in
gathering information for decisions. They would also welcome more people in their social
networks that are knowledgeable about issues they need to keep up with.

People have varied desires about how better information access and literacy would
help them make decisions

% of U.S adults in each group who say that these resources would help them “a lot” to make better decisions

Eager/ Cautious/
All adults Willing Confident Curious Doubtful Wary
An unlimited data plan on cellphone 51
More reliable internet service | 48
More people in social circle 37 17
knowledgeable about key issues
Training on information literacy |31 11 7
Training on digital skills 28 9 4
A public library closer to home 25 10 11
Expanded hours of local public library 22 4 13

Source: Survey conducted Sept. 29-Nov. 6, 2016.
“How People Approach Facts and Information”

PEW RESEARCH CENTER

The other group that is particularly likely to say these tools would help them “a lot” is the Cautious
and Curious. They share high levels of interest in various resources with the Eager and Willing,
with the exception of easier access to libraries (either proximity or hours).
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The Eager and Willing and the Cautious and Curious are also very likely to say that more reliable
home internet service or higher data caps would help them a lot as they seek out information for
decisions. These groups, in other words, represent tech consumers with strong awareness of the
attributes of the information services they use — and a desire for something better. The Eager and
Willing (22%) and the Cautious and Curious (13%) make up just over one-third of the adult
population.

The Confident (16%) do not seem to have similarly high interest in resources that might help them
cope with information flows. This could stem from the fact that this group is relatively well off
financially and relatively assured that they know what they need to know and have what they need
to have when it comes to digital tools and skills.

This leaves about half of the adult population (the Doubtful and the Wary) who are hesitant in
dealing with information and who do not express interest in tools that might help them find what
they need. They are not convinced that digital resources might aid them. This might also affect
their capacity to engage with parts of the information society.

Many think libraries can help with information challenges

These findings complement previous Pew Research Center surveys about how people think about
the role of libraries, particularly in helping meet the information needs of their communities. For
instance, previous Center surveys have found that 80% of those ages 16 and above think libraries
should offer digital skills training, especially for older adults and kids. Similar numbers (76% of

those ages 16 and older) say libraries should definitely have programs to teach patrons about
online privacy and security.

This new survey contained a battery of new questions about the ways libraries might contribute to
people’s information needs. Majorities of Americans think libraries help them with information
issues:

= 78% say their local library helps them find information that is trustworthy and reliable.
»  76% believe libraries help them learn new things.

»  65% argue that libraries help them grow as people.

* 56% maintain that libraries help them get information that helps them make decisions.
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Appendix: Details on information engagement and other
metrics across groups

Interest in news and information across groups

% of U.S. adults who are very interested in the following news and information sources

Eager and Confident Cautious Doubtful The
Willing  (16% of and (24% of Wary
(22%of  adults) Curious  aquits) (25% of
adults) (13% of adults)
adults) All adults
Schools or education 70 47 53 46 30 48
Health or medical news 63 40 52 37 31 44
Government and politics 48 54 44 42 35 44
Science and technology 50 46 38 38 25 39
Events in their local community 52 41 39 38 24 38
Foreign affairs or foreign policy 38 43 32 30 28 34
Arts or entertainment 48 28 29 25 16 29
Business and finance 41 25 32 29 20 29
Sports 37 25 26 22 22 26
Mean number of topics in which
respondents are very interested 4.47 3.48 3.45 3.08 2.32 3.31
Percentage is Percentage is Percentage
greater than all about the same is less than
adults as all adults all adults

Source: Survey conducted Sept. 29-Nov. 6, 2016.
“How People Approach Facts and Information”

PEW RESEARCH CENTER
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Trust in news and information sources

% of U.S. adults who trust the following news and information source “a lot”

Eager and Confident Cautious Doubtful The
Willing  (16% of and (24% of Wary
(22% of  adults)  Curious  aqults) (25% of
adults) (13% of adults)
adults) All adults
Local public library or librarians 73 59 29 29 14 40
Health care providers 60 70 25 28 21 39
Family and friends 37 26 24 18 17 24
Local news organizations 37 49 7 3 2 18
Government sources 31 56 7 8 3 18
National news organizations 35 50 4 1 2 17
Financial institutions 26 29 8 7 4 14
Social media such as Facebook, Twitter,
Instagram (based on social media users) 8 4 4 1 0 3
Mean number information sources
trusted “a lot” out of eight listed 3.05 3.43 1.07 0.90 0.61 1.72
Percentage is Percentage is Percentage
greater than all about the same is less than
adults as all adults all adults

Source: Survey conducted Sept. 29-Nov.6, 2016.
“How People Approach Facts and Information”

PEW RESEARCH CENTER
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Elements of information engagement and growth mindset across groups

% of U.S. adults who state the following views

Eager and Confident Cautious Doubtful The
Willing  (16% of and (24% of Wary
(22% of  adults)  Curious  adults) (25% of
adUItS) (1300 of adu|ts)
adults) All adults

Music talent can be developed by anyone

(% who said they agree with this 51 27 28 20 15 28
statement “a lot”)

Training on how to use online resources
to find trustworthy information

(% who say this would contribute “a lot”
to their decision making)

72 11 80 7 6 31

Training to help become more confident
in using computers, smartphones, and
the internet 71 9 69 4 5 28
(% who say this would contribute “a lot”
to their decision making)

Trying new things is stressful for me

(% who say this describes them) o it s 53 € 37

| often feel stressed by the amount of
information | need to consider in making
decisions

(% who agree with this statement)

32 28 43 21 31 30

| could “occasionally” or “frequently”
need help finding the information | need
online 59 28 58 22 34 39
(% who say these statements describe
them)

| am usually trying to do two or more
things at once

(% who say this statement describes
them “very well”)

54 a7 68 98 1 52

| am usually patient when | have to wait
in line doing day-to-day errands

(% who say this statement describes
them “very well”)

51 44 29 41 35 41

It is easy for me to sit down and relax

(% who say this statement describes 52 42 32 32 46 41
them “very well”)

Percentage is Percentage is Percentage
greater than all about the same is less than
adults as all adults all adults

Source: Survey conducted Sept. 29-Nov.6, 2016.
“How People Approach Facts and Information”

PEW RESEARCH CENTER
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Digital access tools across the five groups

% of U.S. adults who have ...

Eager and Confident Cautious  Doubtful The
Willing  (16% of and (24% of Wary
(22% of  adults) ~ Curious  adults) (259 of
adUItS) (13% of adu|ts)
adults) All adults
Desktop or laptop computer 67 88 84 86 69 78
Smartphone 74 85 84 83 62 77
Home broadband subscription 65 85 78 81 61 73
Tablet computer 48 57 64 58 36 51
Access abundance - have broadband,
smartphone AND tablet computer 36 49 51 50 27 42
Handheld e-reader device 18 26 22 27 17 22
Percentage is Percentage is Percentage
greater than all about the same is less than
adults as all adults all adults
Source: Survey conducted Sept. 29-Nov. 6, 2016.
“How People Approach Facts and Information”
PEW RESEARCH CENTER
Library use across the five groups
% of U.S. adults in each group who did the following in the past 12 months
Eagg( and Confident Cautious Doubtful The
Willing  (16% of and (24% of Wary
(22%of  adults) ~ Curious — adults) (259 of
adults) (13% of adults)
adults) All adults
Visited public library or book mobile in-person 57 51 42 48 35 46
Used a public library website 40 35 27 33 20 31
Used a public library mobile app 12 8 7 9 5 8
Percentage is Percentage is Percentage
greater than all about the same is less than
adults as all adults all adults

Source: Survey conducted Sept. 29-Nov. 6, 2016.
“How People Approach Facts and Information”

PEW RESEARCH CENTER

www.pewresearch.org



24
PEW RESEARCH CENTER

Demographics: Five groups
% of U.S. adults in each typology group

Eager and Confident : Cautious and Doubtful The All adults
Willing (16% of Curious  (24% of adults), ~ Wary
(22% of adults) adults) (13% of (25% of
adults) adults)
Gender
Male 42 51 48 45 59 49
Female 58 49 52 55 41 51
Parents of minor children
Parents 31 26 32 34 20 28
Non-parents 69 74 68 66 80 72
Race/ethnicity
White 38 70 66 73 69 63
Black 21 5 12 10 9 11
Hispanic 31 13 13 8 12 15
Age
18-29 24 31 21 19 16 21
30-49 38 37 33 40 26 34
50-64 26 21 28 29 26 26
65+ 13 12 18 12 33 18
Household income
< $30K 49 21 28 20 29 31
$30K-$50K 20 16 15 15 18 17
$50-$75K 7 15 18 17 12 13
$75K+ 15 40 32 40 26 30
Education
High school or less 57 26 43 32 43 40
Some college 25 32 35 33 30 31
College+ 18 42 23 35 27 29
Geography
Rural 15 15 16 16 18 16
Urban 39 38 30 29 28 34
Suburban 47 47 55 56 54 50
Source: Survey conducted Sept. 29-Nov. 6, 2016. Percentage is Percentage is Percentage
“How People Approach Facts and Information in Their Lives” greater than all about the same is less than
PEW RESEARCH CENTER adults as all adults all adults
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Methodology

The analysis in this report is based on a Pew Research Center survey conducted Sept. 29-Nov. 6,
2016, among a national sample of 3,015 adults, 18 years of age or older, living in all 50 U.S. states
and the District of Columbia. Some 838 respondents were interviewed on a landline telephone,
and 2,258 were interviewed on a cellphone. The survey was conducted by interviewers at
Princeton Data Source under the direction of Princeton Survey Research Associates International.
A combination of landline and cellphone random-digit-dial samples were used; both samples were
provided by Survey Sampling International. Interviews were conducted in English and Spanish.
Respondents in the landline sample were selected by randomly asking for the youngest adult male
or female who was at home. Interviews in the cellphone sample were conducted with the person
who answered the phone, if that person was 18 years of age or older. For detailed information
about our survey methodology, visit: http://www.pewresearch.org/methodology/u-s-survey-
research/

The combined landline and cellphone samples are weighted using an iterative technique that
matches gender, age, education, race, Hispanic origin and nativity, and region to parameters from
the 2016 Census Bureau’s American Community Survey and population density to parameters
from the Decennial Census. The sample also is weighted to match current patterns of telephone
status (landline only, cellphone only or both landline and cellphone) based on extrapolations from
the 2016 National Health Interview Survey. The weighting procedure also accounts for the fact
that respondents with both landline and cellphones have a greater probability of being included in
the combined sample and adjusts for household size among respondents with a landline phone.
The margins of error reported and statistical tests of significance are adjusted to account for the
survey’s design effect, a measure of how much efficiency is lost from the weighting procedures.
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The following table shows the unweighted sample sizes and the error attributable to sampling that
would be expected at the 95% level of confidence for different groups in the survey:

Unweighted

Group sample size Plus or minus...
All adults 18+ 3,015 2.0 percentage points
Men 1,530 2.8 percentage points
Women 1,485 2.8 percentage points
Whites 2,063 2.4 percentage points
Blacks 273 6.6 percentage points
Hispanics 405 5.4 percentage points
Ages 18-29 476 5.0 percentage points
30-49 915 3.6 percentage points
50-64 849 3.7 percentage points
65+ 740 4.0 percentage points
HS or less 945 3.5 percentage points
Some college 723 4.1 percentage points
College+ 1,331 3.0 percentage points
<$30K 748 4.0 percentage points
$30K-$50K 467 5.0 percentage points
$50K-$75K 411 5.4 percentage points
$75K+ 1,070 3.3 percentage points
Used Iibrary/br?qooknThoSbile in past 12 1,434 2.9 percentage points
Never used a library 408 5.4 percentage points

Sample sizes and sampling errors for other subgroups are available upon request.

In addition to sampling error, one should bear in mind that question wording and practical
difficulties in conducting surveys can introduce error or bias into the findings of opinion polls. Pew
Research Center undertakes all polling activity, including calls to mobile telephone numbers, in
compliance with the Telephone Consumer Protection Act and other applicable laws.

Pew Research Center is a nonprofit, tax-exempt 501(c)(3) organization and a subsidiary of The
Pew Charitable Trusts, its primary funder.
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Topline questionnaire

PEW RESEARCH CENTER
2016 INFORMATION ENGAGED/INFORMATION WARY SURVEY
FINAL TOPLINE
SEPT. 29-NOV. 6, 2016
TOTAL N=3,015 ADULTS

Q1 How interested are you in keeping up-to-date on the following topics? (First,/Next,)
[INSERT ITEMS; RANDOMIZE]. [READ FOR FIRST ITEM, THEN AS NECESSARY: Would you
say you are very interested in keeping up-to-date on that, somewhat interested, not too
interested, or not at all interested in it?]

VERY SOMEWHAT ~ NOT TOO  NOT AT ALL (voL.)

INTERESTED INTERESTED INTERESTED INTERESTED (VOL.) DK'  REF.’
a. Business and Finance 29 41 15 14 * *
b. Government and politics 44 33 10 13 * *
c. Sports 26 31 17 25 * *
d. Events in your local community 38 44 10 8 * *
e. Schools or education 48 32 10 9 * *
f. Health or medical news 44 39 9 8 * *
g. Science and technology 39 41 10 10 * *
Arts or entertainment 29 43 15 13 * *
i.  Foreign affairs or foreign policy 34 37 13 16 * *

1 The abbreviation DK stands for “Don’t know”
2 The abbreviation REF stands for “Refused”
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Now I'm going to read you some statements. Please tell me how well each statement
describes your views on how people approach learning. (First,/Next,) [INSERT ITEMS;
RANDOMIZE; ITEM e ALWAYS LAST]. [READ FOR FIRST ITEM, THEN AS NECESSARY:
Does this statement describe your views very well, somewhat well, not too well, or not at
all well?]

SOMEWHAT NOT TOO NOT AT
VERY WELL WELL WELL ALL WELL (VOL.) DK (VOL.) REF.

a. People can learn new things,

but overall they cannot really

change their basic level of

intelligence. 14 26 21 37 1 ®
b. Music talent can be developed

by anyone. 28 39 20 12 1 *

c. The harder you work at
something, the better you will
be at it. 76 20 2 2 * *

d. Truly smart people do not
need to try hard. 10 17 23 49 1 ®

e. Each person is a certain kind
of person and there is not
much that can be done to
really change that. 14 27 22 36 1 *

Now I'm going to read you some more statements. Please tell me whether each statement
describes you or not. (First,/Next,) [INSERT ITEMS; RANDOMIZE]. [READ FOR FIRST
ITEM, THEN AS NECESSARY: Would you say this describes you, or not?]

YES NO (VOL.) DK (VOL.) REF.
a. Trying new things is stressful for me. 37 63 * *
b. Iappreciate when I get feedback about how

I do things. 93 7 * *
c. T usually take into consideration evidence

that goes against my views. 83 16 1 *
d. Imake an effort to gather information on a

regular basis on topics that matter to me. 91 9 * *
e. I'will usually stick to my beliefs when they

are challenged. 83 15 1 *
f. Tadapt well when I find myself in a new or

unfamiliar situation. 78 21 1 *
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[READ TO ALL:] On a different subject...

emINuseDO you use the internet or email, at least occasionally?

iNTMoB Do you access the internet on a cell phone, tablet or other mobile handheld device, at
least occasionally?

Uses internet Does not use internet
November 2016 90 10
SUMMARY OF HOME BROADBAND
Based on Total
Nov 2016 April 2016  Nov 2015 July 2015
% 73 Home broadband users 70 67 67
27 No home broadband/DK 30 33 33
DEVICE1la Next, do you have a cell phone, or not?
YES NO (VOL.) DON'T KNOW (VOL.) REFUSED
95 5 0 0

November 2016

SUMMARY OF SMARTPHONE OWNERSHIP

smArRT1 [FORM A:] Some cell phones are called “smartphones” because of certain features they
have. Is your cell phone a smartphone such as an iPhone, Android, Blackberry or Windows
phone, or are you not sure?

smarT2 [FORM B:] Is your cell phone a smartphone, or not?

Based on all cell phone owners

NO, NOT A
YES, SMARTPHONE ~ SMARTPHONE DON'T KNOW REFUSED

November 2016 [N=2,926] 81 16 3 *

sNsINT2 Do you ever use social media sites like Facebook, Twitter or LinkedIn?

Based on all internet users [N=2,749]

(VOL.) DON'T
YES NO KNOW (VOL.) REFUSED

November 2016 77 23 * *
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pevicer Please tell me if you happen to have each of the following items, or not. Do you have...
[INSERT ITEMS IN ORDER]?

(VOL.) Don’t(VOL.)
yes no know Refused
A handheld device made primarily for e-book
reading, such as a Nook or Kindle e-reader but NOT
the Amazon Fire
November 2016 22 78 * *

(VOL.) Don’t(VOL.)
yes no know Refused
A tablet computer like an iPad, Samsung Galaxy
Tab, Microsoft Surface Pro, or Amazon Fire
November 2016 51 49 * 0

A desktop or laptop computer
November 2016 78 22 * *

Q4 Next, let’s think about ways to get information that might help you make decisions. How
much, if at all, do you think the following would contribute to helping you make decisions?
First, let’s think about [INSERT ITEMS; RANDOMIZE]. Do you think that would help you a
lot, some, not too much, or not at all in making decisions?

Next, what about [INSERT NEXT ITEM]? [READ AS NECESSARY: Do you think that would
help you a lot, some, not too much, or not at all in making decisions?]

NOT TOO  NOT AT (voL.) (voL.)
A LOT SOME MUCH ALL DK REF.

a. Training that would help you be
more confident in using computers,
smartphones, and the internet 28 26 17 28 * *

b. More people in your circle of family
and friends who are knowledgeable
about the issues you need to keep
up with 37 36 12 14 ® *

Item C: Based on those who use the internet at home [N=2,564]
c¢. More reliable home internet service 48 25 11 15 1 *

Item D: Based on all cell phone owners [N=2,926]

d. An unlimited data plan for your cell
phone 50 19 10 19 1 1

A public library closer to your home 25 22 17 35 1 *

f. Expanded hours of operation for
your local public library 22 20 21 36 * *

g. Training on how to use online
resources to find trustworthy
information 31 29 15 24 * *
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Which of the following statements comes closest to describing you? [READ; RANDOMIZE
HALF 1-3 / 3-1]

Based on all internet users [N=2,749]

Q6

Nov 2016
% 61 I do NOT often need help finding the information | need online
31 | could occasionally use some help finding the information | need online
8 | frequently need help finding the information | need online
* (VOL.) Don’t know
* (VOL.) Refused

How much do you trust the following information sources when it comes to making
decisions? Do you trust [INSERT ITEMS; RANDOMIZE] a lot, some, not too much, or not at
all?

How about [INSERT NEXT ITEM]? [READ IF NECESSARY: Do you trust (ITEM) a lot, some,
not too much, or not at all?]

NOT TOO  NOT AT (voL.) (voL.)
A LOT SOME MUCH ALL DK REF.

a. Information from national news

organizations 17 48 18 16 * *
Item B: Based on social media users
[N=2,051]
b. Information you see on social

media, such as Facebook, Twitter or

Instagram 3 31 37 28 * *
c. Information you get from family

and friends 24 58 12 6 * *
d. Information you can get from the

local public library or librarians 40 38 8 13 1 *
e. Information from local news

organizations 18 54 16 12 * *
f. Information from government

sources 18 43 19 20 * *
g. Information from health care

providers 39 44 10 6 * *
h. Information from financial

institutions 14 54 17 14 * *

[READ TO ALL:] Now, let’s talk about something a little different...

Q7

How well do the following statements describe you? [INSERT ITEMS; RANDOMIZE]. Does
this describe you very well, somewhat well, not too well, or not at all well?
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How about: [INSERT NEXT ITEM]. [READ AS NECESSARY: Does this describe you very
well, somewhat well, not too well, or not at all well?]

SOMEWHAT  NOT TOO NOT AT

VERY WELL  WELL WELL ALL WELL  (VOL.) DK  (VOL.) REF.
a. I'm usually trying to do two or
more things at once. 52 29 9 9 ¥ *
b. TItis easy for me to sit down
and relax. 41 32 15 1 * *
c. The fast pace of my life feels
like it is harming my health. 1 28 23 37 * *
d. Iam usually patient when I
have to wait in line doing day-
to-day errands. 41 36 12 12 * *

Q8 Which of the following statements is closer to your view, even if you do not entirely agree
with it? [READ AND RANDOMIZE]

Nov 2016
% 67 The availability of so much information these days makes it easier for me to

make decisions.

30 | often feel stressed by the amount of information | need to consider in making
decisions.

2 (VOL.) Don’'t know

1 (VOL.) Refused

Q9 Given the things going on in your life, how often do you feel you do NOT have enough time to

gather all the information you need for making important decisions? Do you feel this way frequently,
sometimes, not too often, or never?

Nov 2016
% 16 Frequently
39 Sometimes
33 Not too often
12 Never
* (VOL.) Don’'t know
* (VOL.) Refused

Q10 Now please tell me whether the following statements describe how you make MAJOR
DECISIONS in your life. This could involve making major decisions about your job,
education, or health, or how to spend or invest your money, or where you should live.
(First,/Next,) [INSERT ITEMS; RANDOMIZE]. [READ FOR FIRST ITEM, THEN AS
NECESSARY: Would you say this describes how you make MAIJOR life decisions, or not?]
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YES, (voL.) (voL.)
DESCRIBES ME NO, DOES NOT DK REF.
a. After I make a major life decision, I stick with it. 83 16 * *
b. Itend to have a strong "gut instinct", and I rely on
it in decision-making. 74 26 * *
c. IfI have doubts about a decision, I go back and
recheck the steps I took to reach the decision. 87 13 ¥ *
d. When communicating a decision to others, I
explain my thought process and reasons. 83 16 * *
e. I consider a variety of potential solutions and
outcomes before I make a decision. 92 8 * *
f. Idetermine what factors are most important to the
decision, and consider them as I make my decision. 93 6 * *
g. Idon’tfind it necessary to do very extensive
background research before I make a major
decision. 23 77 * *

[READ TO ALL:] Now, switching gears...

LIBUSE Have you, personally, EVER...[INSERT ITEMS IN ORDER], or is this something you've

never done? [IF YES: Have you done this in the past 12 months?]

in
Total Yes, the past notin no, have (VOL.)
have 12 past 12 never Don’t
done this months months done this know

Visited a public library or used a public
library bookmobile IN PERSON

November 2016 85 46 39 15 *
Used a public library WEBSITE

November 2016 48 31 17 52 *
Used a public library mobile APP

November 2016 11 8 3 88 *
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