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Truth Quest methodology

21 countries

 5 continents
 

40 765 respondents



Truth Quest methodology

Representative of the 
national population, with 
quotas used for targeting 
and weighting of key 
demographic indicators. 



Research questions: Taxonomy and theme 

Can people distinguish some types 
of false and misleading content 
better than others? 

Does the theme of content influence 
people’s ability to discern fact from 
fiction?

Health Environment

International Affairs



Research questions: Content origin and “AI-generated” labelling 

Does the origin of content 
affect people’s ability to 
detect false and misleading 
content? 

Do “AI generated” labels 
influence people’s 
identification of content as 
true or false? 

GPT-4 Prompt



KEY FINDINGS
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Overall Truth Quest scores

Overall 
score

 60%

Difference between the overall average Truth Quest score and country-specific scores

Source: https://goingdigital.oecd.org/indicator/80 

https://goingdigital.oecd.org/indicator/80
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Not confident Confident Score

Perceived ability to identify false and misleading content online 
is uncorrelated with measured ability

Perception of people’s ability to recognise false and misleading content online and measured ability
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Score Contex tual deception Disinformation Misinformation Propaganda Satire Truth

The type of false and misleading content drives some differences 
within and across countries…

Average Truth Quest scores by type

Source: https://goingdigital.oecd.org/indicator/80 

https://goingdigital.oecd.org/indicator/80
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…but theme does not play a significant role

Average Truth Quest scores by theme

Source: https://goingdigital.oecd.org/indicator/80 

https://goingdigital.oecd.org/indicator/80
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AI-generated Human-generated

AI-generated content is easier to identify than human-generated 
content

Truth Quest scores for disinformation (by origin)

Source: https://goingdigital.oecd.org/indicator/81  

https://goingdigital.oecd.org/indicator/81
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Agree Neither agree nor disagree Disagree Score (agree) Score (disagree)

Perceptions about AI affect people’s ability to identify the 
veracity of content online

Share of respondents who feel AI will have a positive impact on their life and Truth Quest 
scores for AI-labelled content

Source: https://goingdigital.oecd.org/indicator/82  

https://goingdigital.oecd.org/indicator/82
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% of respondents w ho often get 
new s from social media

Truth Quest score

Those with relatively lower Truth Quest scores trust social 
media the most

Truth Quest score and percentage of respondents who often get news from social media



What is coming next?

OECD Digital Economy Outlook (Vol. 2)
 Spotlight on media consumption and privacy

New indicators on the OECD Going Digital Toolkit
 Media consumption
 Privacy concerns
 Perceptions about control over data
 Media literacy

Available on 18 November 2024
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