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Abstract 
Fake news has always existed, but not to the extent in which it can be disseminated today through 
social networks. Novel and credible news are shared more often without verifying its veracity, more 
based on the interest its content arouses. Furthermore, Facebook is one of the most used social 
media to share news, and has become the main social network in the world due to the number of 
users who maintain an active account for entertainment purposes and to connect with friends and 
family. On the other hand, media literacy involves acquiring skills and knowledge to read, interpret and 
produce a certain type of material, both written and audiovisual, in order to obtain intellectual tools and 
capacities to participate fully in our culture and society. That said, this study aimed to analyze how 
factors such as the level of digital literacy or the interest in the content of the message influence the 
intention to share unverified or fake information. For this purpose, a causal research was carried out 
through a survey applied to 322 respondents between 18 and 65 years old. With the results, a 
confirmatory factorial analysis was carried out.  The results show an acceptable goodness of fit as well 
as a reliable and valid measuring instrument. Subsequently, the structural model was run to test the 
hypotheses. The proposed structural model of some factors that influence the intention to share fake 
information show that, when the interest in the message content is high, the intention to share 
unverified or fake information is greater; also, a higher level of digital literacy implicates a lower 
intention to share unverified or fake information. A non-significant relationship was found between the 
motivation to use Facebook as entertainment and the interest in sharing unverified or fake information. 
With these results, the importance of digital literacy is evident in order to have critical citizens who 
better distinguish if information should be shared or not.  
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1 INTRODUCTION 
One of the dangers that Internet and social media users face on a daily basis, is the appearance of 
fake information. The spread of misinformation is present in the current “Post-Truth” scenario, 
understood as the circumstance in which objective facts have less influence on the formation of public 
opinion than appeals to emotion and personal beliefs [1]. 

Other actors present in the post-truth era are false or fake news. In recent years the term “fake news” 
has been used in more than one discussion, as well within the academic and within the professional 
and social field. Although fake news is conceptualized as an instance of misinformation [2], it is 
important to point out that its definition is much more complex. Tandoc, Lim y Ling [3], in a review of 
34 articles to define fake news, identified six ways in which fake news can be conceptualized and 
understood: satire of news, parody of news, fabrication of false news, manipulation of news, 
propaganda and publicity. However, the common axis of all these definitions is how fake news 
appropriates the aspect of real news to be disseminated. It should be noted that recently it was shown 
that fake news is 70% more likely to be shared and, consequently, believed by the reader, than a 
truthful one [4]. 

That is why academics have called for the improvement of public media literacy education, as a 
potential solution to the growing spread of false information in general [5]. Education in media literacy 
must determine how human interactivity undergoes giant changes as powerful interests manipulate 
and alter the "ecology of digital media" [4]. Thus, it will be possible to generate a critical sense in 
society, so that the truth ceases to have little value and people do not yield so easily to the emotions 
that lead them to consume media that reinforces their opinion, without considering that such 
information may be plagued by false information [6]. 

With this said, the aim of this study is to analyze some of the factors that influence the sharing 
intention of fake or non-verified information, such as digital literacy, the interest in the content of the 
message, and the use of Facebook as entertainment. 
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1.1 Facebook as a means of information and entertainment  
As of the first quarter of 2019, Facebook had 2.38 billion monthly active users around the world [7]. It 
should be noted that active users are those who have logged into their Facebook account during the 
last 30 days. 59.5% of Ecuadorians have an operational cell phone, 33.7% of these cell phones are 
Smartphones, and more than 94% of their owners use social networks on their phones [8].  

This being said, social networks like Facebook have become a source that facilitates rapid access to 
information. Regarding this, Kaya and Bicen [9], when examining the behavior of a group of students 
on Facebook, found that participants use the social network as a means to obtain information and 
opinions on current events, but also found that many of them use it to entertain themselves. 

On the other hand, as Kümpel points out [10] in his study, most users of the network find news on 
Facebook because of an "incidental exposure to its content" [10, p. 165]. This unintentional exposure 
to the news provokes less interest in political participation among users that have entertainment as 
motivation to use Facebook [11]. It also showed that users who share personal photographs on 
Facebook, do much more than those who intend to provide other information [12]; this may be due to 
the fact that users of social networks obtain rewards when using them as a hobby: entertainment, 
affection, attention, etc. [12], [13].  

However, the use of Facebook as a means of entertainment, can provoke a greater intention to share 
non-verified information, since it has been shown that socializing as a motivation to disclose 
information is one of the main reasons for sharing false information [13]. Therefore, it is hypothesized 
that: 

H1: Those who use Facebook for entertainment will have a greater intention to share fake or non-
verified information. 

On the other hand, the results of several studies indicate that both adults and young people use social 
networks such as Facebook, with the main objective of entertaining [14], [15]; regardless of whether 
the use was made from rural areas [16]. 

Particularly in the case of Facebook, the findings show that university students join this social network 
due to the need to obtain information about activities on and off campus, to socialize with friends and 
to find entertainment [17]. Igartua & Rodríguez de Dios [18] in their study with young university 
students (digital natives), obtained that entertainment is one of the main reasons to use Facebook. 
The search for entertainment was the motivational factor that was more intensely related to 
satisfaction with Facebook, and in addition, it was found that entertainment was the predictor of the 
intensity with which young people use this social network. 

However, Jiménez-Cortés et al. [19] found differences in some motivations for the social networks 
use, depending on the level of education. Women with a higher level of education, who certainly have 
more digital education, use social networks not only with the interest of maintaining relationships and 
for communicating purposes (97.5%), but also to be informed (90%) and to entertain themselves 
(86%), unlike those women who do not have a higher education level; they use the networks to make 
new friendships and feel socially included. Therefore, it is hypothesized that: 

H2: Those who have a higher level of digital literacy will be more motivated to use Facebook for 
entertainment. 

1.2 The importance of digital literacy education 
Jeong, Cho & Hwang [20] through the results of a meta-analysis of 51 media literacy interventions, 
point out that the intervention programs had positive effects on the desired results, including 
knowledge of the media and publicity, the understanding of the persuasive intention of advertising, 
skepticism towards media messages, perceived realism, and other similar results. 

On the other hand, Hargittai [21] in his study of differences in the use of digital media, indicates that an 
individual with a higher level of digital literacy is less likely to share information that is not true. 
Likewise, in an experimental study by Kahne & Bowyer [22], it is shown that participants (young 
people aged 15 to 27) with a higher level of media literacy, evaluate the contents and messages of 
online publications more critically. Building on the previous discussion the following hypothesis is 
formed: 

H3: The higher the digital literacy, the less intention to share fake or non-verified information.  
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1.3 Interest in the message content  
Frequently, in addition to sharing information, users follow people who have the same interests as 
them. These interests arise affectively and cause individuals to have a higher intention to share 
content [9]. In this context, El-Sharawy [23] points out that Facebook gives more importance to content 
that reaches people emotionally, regardless of whether it is true or not. This argument that finds 
support in the results of the study by Bakir & McStay [24], who confirm that there is affective content in 
the networks designed to provoke reactions within their users. 

On the other hand, Valadier [25] states that the facts in fake news can be reconstructed or 
manipulated regardless of the content of the news, as long as this version fits the beliefs of each 
person, who also is interested in the content that goes according to what they believe in. For her part, 
Véliz [26] in her article published by The New York Times, analyzes the Cambridge Analytica case 
and points out that the data leakage of more than 87 million users on Facebook helped researchers to 
show that by knowing the users’ profiles, interests, tastes and ways of thinking, it was possible to 
create content that can influence their political decisions. 

Particularly in Ecuador, Ortega & Luzuriaga [27] affirm that during the referendum, the political 
scenario, post-truth and fake news polarized the positions of social network users, who relied on the 
information as being trustworthy sources for information access. In addition, the topics used in fake 
news with the largest number of comments contained new and unknown information that appealed to 
emotions, which caused them to be disseminated quickly and easily. This behavior is explained by 
saying that users of social networks look for news that is close to their reality, mostly without 
questioning about them [27]. Therefore, that the following hypothesis arises: 

H4: The greater the interest in the message content, the greater the intention to share fake or non-
verified information. 

Thus, with these hypotheses our structural model is shown in Fig. 1. 

 
Figure 1. Structural model of factors that influence the sharing intention of fake or non-verified information. 

2 METHODOLOGY 

2.1 Measurement scales 
To empirically test the factors in the proposed model, we based ourselves on well-stablished scales 
used in literature and adapted them to our research context. In the case of motivations to use 
Facebook, we used a 5 item scale that was measured in a 7-point Likert scale ranging from (1) totally 
disagree to (7) totally agree, methodology based on Sheldon [28] and Igartua & Rodríguez de Dios 
[18]. Digital literacy was assessed using a 28 item scale that was measured in a 5-point Likert scale 
ranging from (1) strongly disagree to (5) strongly agree, methodology based on Rodríguez de Dios, 
Oosten & Igartua [29] and Rodríguez de Dios, Igartua & González-Vásquez [30]. On the other hand, 
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interest in the message content was assessed using a 4 item scale measured in a 7-point Likert scale 
ranging from (1) strongly disagree to (7) strongly agree, adapted from Igartua et al. [31]. Finally, 
information sharing intentions were assessed using a 6 item scale measured in a 7-point Likert scale 
ranging from (1) strongly disagree to (7) strongly agree, methodology based on Barbour, Doshi & 
Hernández [32] and Crook et al. [33]. Interest in the message content and information sharing 
intention were measured after respondents read fake information they didn’t know for sure if it was 
fake or not, but at the time were unable to verify. Scales are shown on Appendix 1. 

2.2 Data collection and sample 
The survey was applied online to a sample of 322 respondents from 18 to 65 years old, who have an 
active Facebook account. 38.8% of the respondents were female and the remaining 61.2% were male. 
Most of the respondents (64.3%) have finished high school and 35.4% have had further education and 
obtained a higher degree. The survey was conducted in Ecuador at the end of 2018. 

With the obtained results, we ran a confirmatory factor analysis (CFA) to test the internal consistency 
of the constructs and to test the reliability and validity of the measurement instrument. To test the 
hypothesis, we ran structural model equations (SEM), this conceptual model depicting the stated 
hypotheses, H1-H4, was tested using EQS 6.1 software. 

3 RESULTS 

3.1 Measurement model 
We started our CFA by testing the goodness of fit, a good fit is obtained when the Chi square (χ2) is 
not significant, that is when its value p is ≥.05 [34], condition which is fulfilled in our study as can be 
seen in Table 1.   However, other indicators such as the RMSEA (Root Mean Square of Error 
Approximation) for example, which divides the Chi square by the sample size and by the degrees of 
freedom, is slightly outside the optimal parameters, which sometimes happens when having big 
samples and factors with many items as in our case [35]. 

As we can see in Table 1, all the standardized factor loadings are smaller than one. The model was 
re-specified to improve its adjustment, for which small standardized loadings were eliminated in the 
digital literacy scale. Then we measured the internal consistency of the factors, that is, their reliability, 
which was fulfilled in the four factors, both when measuring Cronbach's alpha [36], as when 
performing the CR composite reliability analysis, which is considered a more accurate measure than 
the same Cronbach alpha [37]. In any case, both measures show values above .70 in the four factors, 
which are generally accepted, and even exceed in all cases the strictest value of .80 [38].   

The convergent validity of the measuring instrument was also demonstrated. Tthe average variance 
extracted AVE [37] of all the factors was greater than .50, which indicates that the explained variance 
is greater than the explained variance which is not explained in the variables associated with each 
factor [39].  

Table 1. Reliability and convergent validity. 

Factor Item Std. loading t value CA CR AVE 
Entertainment as motivation  EMF1 0.583** 10.645 0.85 0.85 0.54 
to use Facebook (EMF) EMF2 0.867** 18.164    
 EMF3 0.860** 17.947    
 EMF4 0.709** 13.674    
 EMF5 0.621** 11.517    
Interest in the message  IMC1 0.720** 13.660 0.81 0.81 0.53 
content (IMC) IMC2 0.880** 17.923    
 IMC3 0.710** 13.423    
 IMC4 0.551**   9.807    
Sharing intentions   SI1 0.734** 14.705 0.91 0.91 0.63 
of fake or non-verified  SI2 0.618** 11.722    
Information (SI) SI3 0.702** 13.829    
 SI4 0.881** 19.360    
 SI5 0.889** 19.661    
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 SI6 0.893** 19.810    
Digital literacy (DL) DL1 0.678** 13.343 0.95 0.95 0.52 
 DL2 0.762** 15.654    
 DL3 0.773** 15.954    
 DL4 0.737** 14.914    
 DL5 0.643** 12.441    
 DL8 0.650** 12.625    
 DL9 0.546** 10.183    
 DL10 0.722** 14.506    
 DL11 0.812** 17.185    
 DL12 0.762** 15.628    
 DL13 0.793** 16.579    
 DL14 0.764** 15.714    
 DL15 0.799** 16.755    
 DL16 0.679** 13.363    
 DL17 0.673** 13.198    
 DL18 0.714** 14.292    
 DL19 0.721** 14.485    
 DL20 0.662** 12.918    
 DL27 0.718** 14.394    
N = 322;  X²  (521df) = 1677.47 (p > .05); NFI  = 0.78; NNFI = 0.82; CFI = 0.83; IFI =  0.83; RMSEA = 0.08 
Note: *p < .05;  **p < .01.; CA = Cronbach’s α; CR = Composite reliability; AVE = Average variance 
extracted.   

The model has convergent validity since all the factorial loadings are significant, and the weighted 
average of the factor’s loadings is greater than .70 [40]. Discriminant validity was tested through the 
confidence interval test [41] and through the extracted variance test [37], as shown in Table 2. 

Table 2. Discriminant validity and value intervals. 

 1 2 3 4 

1. Entertainment as motivation to use Facebook  0.54 0.02 0.00 0.01 

2. Interest in the message content  (0.01;0.26) 0.53 0.37 0.00 

3. Sharing intention of fake or non-verified information  (-0.06;0.19) (0.52;0.70) 0.63 0.01 

4. Digital literacy  (-0.04;0.21) (-0.12;0.13) (-0.22;0.02) 0.22 
Note: In the diagonal we find the average variances extracted, in the lower triangle the confidence interval among factors, 
and in the upper triangle we find the squared correlations. 

3.2 Test of hypotheses 
Running the SEM, we found that two out of our four hypotheses are significant, as shown in Table 3, 
which means that H1 (β = -0.002) and H2 (β = 0.087) were rejected as their results are not significant, 
so we could not prove that those who use Facebook for entertainment will have a greater intention to 
share fake or non-verified information; neither that those who have a higher level of digital literacy will 
be more motivated to use Facebook for entertainment. 

H3 was supported (β = -0.104, p <0.05) so the higher the digital literacy, the less intention to share 
fake or non-verified information. Also H4 was supported (β = 0.608, p <0.01), which means that the 
greater the interest in the message content, the greater the intention to share fake or non-verified 
information. The final results of factors that influence the intention to share fake or non-verified 
information are shown in fig. 2. 
  

7127



Table 3. Testing of Hypothesis. 

 Hypothesis Std. Loading β t value Assessment 

H1 
H2 
H3 
H4 

EMF                             SI 
DL                                EMF 
DL                                SI 
IMC                              SI 

-0.002 
0.087 

-0.104* 
0.608** 

-0.045 
1.394 
-2.025 
8.549 

Rejected 
Rejected 

Supported 
Supported 

X² (522df) = 1681.82; RMSEA (90% CI) = 0.085 (0.080, 0.089); CFI=.83; NNFI=.82 
**p < .01; *p < .05 

 
Figure 2. SEM results of factors that influence the intention to share fake or non-verified information. 

4 CONCLUSIONS 
Contrary to our previous evidence [12], [13], this study does not prove that those who use Facebook 
for entertainment will have a greater intention to share fake or non-verified information. Probably, 
future studies should focus on the influence of other motivations to use social media in general, and 
Facebook in particular, and the effects these motivations have on the sharing intention of non-verified 
information. Those studies should also address theoretical models about entertainment experience on 
Facebook, a need already found by Reinecke, Vorderer & Knop [42].  

The aim of this study was to analyze some of the factors that influence the sharing intention of fake or 
non-verified information. In that regard, probably the most important result of this study, it is shown 
that digital literacy is negatively related to the sharing intention of fake or non-verified information. This 
is in agreement with Kahne & Bowyer [22], who indicate that those who improve their level of media 
literacy evaluate more critically media contents and messages. This means that the higher the digital 
literacy, the less intention to share fake or non-verified information.   

These results show that having digital literacy is necessary in order to have critical citizens who better 
distinguish if information should be shared or not. Especially since historically, we have not questioned 
what the media tells us, which is frequently transferred to social networks. As a consequence, fake 
news becomes an opportunity for improvement on digital literacy [43]. This result also supports all the 
effort that has been done to improve the digital literacy area, and encourages public and private 
institutions to keep investing in media literacy.  

As we mentioned, our study shows that the higher the interest in the content of the messages, the 
greater the intention to share fake or non-verified information. This result proves to be alarming, 
especially since social media is full of affective content designed to provoke reactions by its users [24], 
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regardless of the truth those messages carry. This result also conveys the importance to improve 
digital literacy of social media users so they can better understand the persuasive intention of 
advertising, and be more skeptical towards media messages, etc. [20]. 
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APPENDIX 
Appendix 1. Measurement scales. 

 Authors (year) Item  
Entertainment as  Sheldon (2008),  EMF1 To have a good time 
motivation to  and Igartua & EMF2 Because it is entertaining 
use Facebook Rodríguez de  EMF3 To occupy my free time 
(EMF) Dios (2016) EMF4 Because I really enjoy connecting to Facebook 
  EMF5 To pass the time when I'm bored 
Interest in the  Igartua et al.  IMC1 I was motivated to read this message 
message content  (2017) IMC2 I was very interested in reading this message 
(IMC)  IMC3 I paid a lot of attention to this message 
  IMC4 I read this message thoroughly 
Sharing   Barbour, Doshi  SI1 I would talk to other people about this information 
intentions of  & Hernández  SI2 I would be willing to share this information with other people 
fake or (2016), and  SI3 I would give a "like" to a Facebook page that had this information 
non-verified Crook et al.  SI4 I would guide other people to find where to read this information 
Information (SI) (2016) SI5 I would be willing to post a link to this information on Facebook 
  SI6 I would share a link with this information on Facebook 
Digital literacy  Rodríguez de  DL1 Bookmark a website I like so I can view it later 
(DL) Dios, Oosten &  DL2 Download/save a photo I found online 
Scale will start Igartua (2018),  DL3 Download information I found online 
with:  and Rodríguez  DL4 Connect always to a Wi-Fi network, no matter the device or where I am 
Know how to… de Dios, Igartua  DL5 Use shortcut keys (e.g. CTRL+C or cmd+C for copy) 
 & González-

Vásquez (2016) 
DL6 I don’t like downloading apps for smartphones as I find difficult to learn how to 

use them (recoded) 
  DL7 If I want to install new programs on my computer, I will ask someone to do it for 

me because I don’t know (recoded) 
  DL8 Deactivate the function showing my geographical position (e.g. Facebook, apps) 
  DL9 I know when I can post photos of other people online 
  DL10 Use ‘report abuse’ buttons on social media sites (e.g. Someone uses my photo 

without my permission) 
  DL11 Change the sharing settings of social media to choose what others can see 

about me (friends of friends, friends only, only me) 
  DL12 Compare different sources to decide if information is true 
  DL13 Determine if the information I find online is reliable 
  DL14 Identify the author of the information and evaluate their reliability 
  DL15 Compare different apps in order to choose which one is most reliable and 

secure 
  DL16 If I meet someone online, I know how to check if their profile is real 
  DL17 Use software to detect and remove viruses 
  DL18 Detect a virus in my digital device 
  DL19 Block unwanted or junk mail/spam 
  DL20 If something doesn’t work occurs while I am using a device (computer, 

smartphone, etc.), I usually know what it is and how to fix the problem 
  DL21 I find hard to decide what the best keywords are for online searching (recoded) 
  DL22 I find confusing the way in which many websites are designed (recoded) 
  DL23 Sometimes I find difficult to determine how useful the information is for my 

purpose (recoded) 
  DL24 I get tired when looking for information online 
  DL25 Sometimes I end up on websites without knowing how I got there 
  DL26 Depending on who I want to communicate with, it is better to use one method 

over the other (make a call, send a WhatsApp message, send an email, etc.) 
  DL27 Send any file to a contact using a smartphone 
  DL28 No matter with who I communicate: emoji’s are always useful 
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