
Changing Attitudes 
Towards Online Privacy



Hypothesis: PI  >= PC
   TI  >= TC   
     VI  >= VC 

Research Question: How does the wording 
of Facebook account settings affect online 
privacy choices, trust in Facebook, and 
views on online privacy?



The Experiment

C (11)I (12)



Survey Design

1. Privacy Settings
2. Neutral and Attention Questions
3. Trust
4. Online Privacy Views
5. Demographics







Data Cleaning

Removed:

○ Users who were under 18 (n = 1)
○ Users who did not have Facebook Accounts (n = 2)
○ Users who did not live in the US (n = 1)
○ Users that failed the attention check (n = 2)

=> 23 remaining (11 in control and 12 in intervention)



Data Coding

Public -> 1
Friends of Friends* -> 2
Friends -> 3
Specific Friends -> 4
Only Me -> 5

*Not an option displayed for 
this question.



Data Analysis

● Welch's T Two Sample Test
● ANOVA



         ANOVA: p = 0.118 (ns)

Welch's Two Sample T Test: p = 0.1165 (ns)



         ANOVA: p = 0.723 (ns)

Welch's Two Sample T Test:  p = .3109 (ns)



ANOVA: p = 0.264 (ns)

Welch's Two Sample T Test: .3409 (ns)



Feedback

“This was easy to complete and generously 
compensated, thanks.” 

“I have no clue! Facebook, right?”



Insights

Maybe wording of privacy settings isn't as 
important as we thought it was?

Maybe people can't perceive how online privacy 
affects them just through text?



Next Steps

● Take a step back
● Talk to users
● Build another hypothesis + test it



Please Give Feedback!


