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Figure 26: Self-assessed personal financial confidence, by
age and gender, March 2020

* More wealth does not guarantee greater financial
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Figure 27: Self-assessed personal financial confidence, by
household income, March 2020
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opportunities
Figure 28: Areas of financial knowledge interest, March 2020
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Figure 29: Areas of financial knowledge interest, by
generation, March 2020
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curious
Figure 30: Areas of financial knowledge interest, by race and

Hispanic origin, March 2020
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e Family is #1, and the internet is edging out the professionals
Figure 31: Sources of financial information, ranked, March
2020

* Millennials and Gen Z prefer the wisdom of the internet
Figure 32: Sources of financial information, by generation,
March 2020

* Women are more likely to look to family; men consider more
sources
Figure 33: Sources of financial information, by gender, March
2020
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« Consumers recognize a lot of important financial to-dos
Figure 34: Consumer financial goals, March 2020

« Indifference is a large barrier to financial education
outreach
Figure 35: Importance of various educational resources, by
generation, March 2020
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« Cognitive dissonance is a financial norm
Figure 36: Attitudes toward financial health, by generation,
March 2020

« Foundational education is still needed
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