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Appendix 1 

 2 

Appendix 1 - Item Wording 3 

 4 

For trust in science, a scale was constructed from the following two items: 5 

1. "Can you indicate, on a scale from 0 to 10, how much confidence you personally have in 6 

science " 7 

2. "How satisfied are you with the way in which the following institutions operate in the 8 

Netherlands? Science" 9 

 10 

 11 

For digital skills, we created a scale using the following items. The item was calculated by 12 

weighing the total number of activities by the average hours per week:  13 

DigitalSkills_weighted = Total number activities * log(Total average hours per week on online 14 

activities + 1) 15 

 16 

The items are the following: 17 

"Please indicate how many hours per week, on average, you spend on the following online 18 

activities. 19 

Add together all activities at work, at home, or elsewhere. If you spend no hours or if not 20 

applicable, enter a zero (0). For half hours, enter a decimal (e.g., 0.5 for half an hour per week). 21 

1. Reading and sending email (cs22o267) 22 
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2. Searching for information on the internet (e.g., about hobbies, work, opening hours, day 23 

trips, etc.) (cs22o268) 24 

3. Searching for and comparing products/product information on the internet (cs22o269) 25 

4. Purchasing things via the internet (e.g., clothing, appliances, furniture, holidays) 26 

(cs22o270) 27 

5. Watching online films or TV programs (cs22o437) 28 

6. Downloading software, music, or films (cs22o438) 29 

7. Internet banking (cs22o276) 30 

8. Playing internet games/online gaming (cs22o277) 31 

9. Reading online news, papers, and magazines (cs22o278) 32 

10. Newsgroups (e.g., reading or downloading from Usenet) (cs22o279) 33 

11. Other activities on the internet (cs22o282)" 34 

For the manipulation checks, the two following items were used: 35 

“Earlier in this questionnaire you have read information about donating data packages. Which of 36 

the following topics were mentioned?” 37 

1. “Trust in science” (for the trust in science condition) 38 

2. “Other panelists' experiences with donating data packets” (for the low digital skills condition) 39 

 40 

 41 

 42 

 43 

 44 

 45 

 46 

 47 
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Appendix 2. Full Invitation Text for Participation (Translated from 48 

Dutch) 49 

 50 

What does the research entail? 51 

Companies such as Google and Facebook collect a large amount of data about you. For 52 

example, which advertisements you see, what content you engage with, and how you respond 53 

to them. The companies can then use the collected data to create profiles about you and show 54 

you new, specific advertisements. In summary, this is how these companies make their money. 55 

European privacy legislation (the GDPR) ensures that these companies are obliged to share the 56 

collected data with you if you request it. After all, it's your data. When you request this, you 57 

receive a digital data package. This is a kind of digital footprint. Researchers at universities can 58 

use these data packages to get a better understanding of how these platforms and social media 59 

influence our lives. To conduct this research, we ask you to share the packages with the 60 

researchers from the LISS panel later this year. 61 

Why should I participate? 62 

Currently, only large technology companies like Google and Facebook have access to this data. 63 

These companies use the data to make money from advertisements. The researchers from the 64 

LISS panel do not use the data to make money but for scientific research. This is to better 65 

inform society about the influence of social media. By participating, you contribute to this. As 66 

compensation for your participation, you will receive 5 euros for each package you share. This 67 

applies to a maximum of 3 packages. 68 

 69 

[Additional Treatment or Summary Text Follows Here] 70 
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 71 

Appendix 3. Confirming assumptions that participants with low trust in 72 

science and low digital skills are indeed less likely to participate 73 

 74 

 75 

 76 

 77 
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Appendix 4. Frequency of Response Conversion Screen Selected 78 

 79 

 80 

 81 
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 84 

 85 

 86 
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Appendix 5. Alternative Analysis for Study 1 88 

 89 

 90 
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