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The time of pandemics could be described by the overflow of health-related news in media, but also the
rise of researches concerning it. However, there is still a lack of information about message characteristics
which effect belief in it, besides older people are underrepresented in these studies. Belief in fake news is
especially dangerous for older people, not only because fake news usually promotes dangerous behavior
(e.g. do not seek COVID-19 vaccination), but also because older people are the ones who are most likely to
share fake news on social media in such way helping to spread them. The aim of the study was to estimate
the influence of information framing and psychological distance on belief in health-related information un-
der time pressure in older adults. Study was based on representable sample of 50 years and older Lithu-
anians. In total 505 participants took part in the study. 200 (30.6 %) were men, 305 (60.4%) were women.
Participants ranged in age from 50 to 94 with the mean age of 66.27 (SD = 11.24). Study was a between-sub-
ject design experiment. Belief in health-related news information served as a dependent variable, Framing
of Information and Psychological Distance as independent variables, also age, gender and education were
control variables. Participants were presented with eight fake and eight true news headlines about vaccina-
tion and COVID-19 in the form of social media posts for 7 seconds and had to evaluate their belief in these
headlines. Results indicate, that neither psychological distance (country of living vs. other EU country), nor
information framing (positive vs. negative) have any influence on overall belief in health-related information
in older adults. Even though gender and education were not related to overall belief in news, a significant
positive correlation between age and belief in health-related information was found. Our research prove that
older people become more truth biased with age.

Abstract
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In recent years the spread of fake news has become one of the most concerning challenges in
modern society. The increase of this phenomena is related to the crisis of public communication
and various threats to existing social and health care system. For example, fake news related
to COVID-19 vaccines encoured public resistance to vaccination and therefore could have fatal
consequencies in some cases (Lee et al,, 2022). Recent evidence shows that fake news tends
to become more viral than true information, especially in the case of political and health related

information. The problem of recognizing fake news is getting worse with the age of media con- EZ"’]‘fjgég‘;g;s‘;’;;“d'es
sumers. Usually older people have the idea, that all media is truthful, therefore tend to believe  doi.org/10.5755/j01.¢is.1.17.32476
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and share fake news more than younger ones (Pehlivanoglu et all., 2022; Guess, Nagler, Tucker,
2019). This has an adverse impact on individuals and a society in general, as it deliberately leads
to acceptance of false beliefs that are shared to push forward specific agendas.

The phenomenon of fake news is not new. There is evidence that biased information used to
discredit views and values have always been a part of human society, therefore fake news may
have always existed. However, fake news has attained an unprecedented influence and reach due
to the current changes in our media ecosystem (Baptista & Gradim, 2020). The topic of fake news
has become especially relevant in the context of crisis, such as global health threat, for example
the COVID-19 pandemic (Lee et al., 2020; Corbu et al,, 2021). The COVID-19 pandemic had an
adverse effect on people's lives not only because of its impact on health and the economy, but
also because of the disruption in the flow of information. For example, in recent years conspiracy
theories based on COVID-19 not only became more prevalent, but also tended to be more accept-
ed by consumers (Enders et al., 2020).

Recent literature on COVID-19 misinformation has majorly focused on examining factors that
affect people’s belief in information related to a pandemic. Mostly psycho-social characteristics
of the believer (sociodemographic characteristics, cognitive abilities, previous expectations) and
health behavioral intentions were analyzed in previous studies. For example, studies show that
belief in fake news was positively associated with riskier activities, optimistic view to the threat
of the virus, and reluctance to governmental intervention to manage the spread of the disease
through various means like wearing masks, keeping safe distance and etc,. Negative associa-
tions were found between belief in fake news and adherence to public health guidelines such as
contact tracing, social distancing, testing, and vaccination against the virus (Enders et al., 2020;
Juanchich et al.,, 2021; Roozenbeek et al,, 2020). The negative effects of false news concerning
COVID-19 were especially hazardous for older people, because they were in a higher risk to be
hospitalized or even die from COVID-19.

Even though health intentions and characteristics of believers are important in understanding
the problem of fake news, it is crucial to investigate other aspects of persuasion. Furthermore,
previous studies stress the importance of message characteristics itself (Bryanov & Vziatyshe-
va, 2021). Framing of information and psychological distance were described as main factors
which influence the belief in fake news (Jaffé & Greifeneder, 2020; Jaffé & Greifeneder, 2021).
Therefore, the aim of the current study was to estimate the influence of information framing and
psychological distance on belief in health-related fake news information under time pressure
in older adults.

In recent years, fake news has become a well known term used to describe a variety of disinfor-
mation practices used both by the traditional media, and whole digital environment. Currently,
there is still a lack of consensus on what exactly we call fake news. Nevertheless, according to
Pennycook & Rand (2021), fake news can be defined as a news content published online that
aesthetically resembles genuine legitimate mainstream news content, but is fictional or highly
inaccurate. Also, it can be referred to as false or fabricated news. The term fake news is mostly
used to refer to the articles with fake content, created with the intent to deceive (Baptista & Gra-
dim, 2020). To understand fake news as a form of deceitful content, it is important to differentiate
between related concepts. The false content or false news may be a result from a journalistic
error in verifying its sources, therefore with no deliberate intent to deceive consumers (Nielsen et
al., 2017). The very word “fake” is what makes a difference, as it refers to the intention to deceive



European Integration Studies 2023/17

(Lazer et al. 2018). Misinformation is defined as information that is false, inaccurate, or mislead-
ing. However, it does not necessarily need to be created deliberately to mislead. Misinformation
is associated to accidental inaccuracies (Pennycook & Rand, 2021).

In modern society threats emerging from fake news are heavily debated and the effects of fake
news have gained growing interest among researchers. Existing research on the effects of fake
news addresses several issues including distrust in the media (Littau & Stewart, 2015), political
inefficacy, alienation, and cynicism (Balmas, 2014). These effects are often related to disruptive
impact on the outcomes of elections and for skewing democratic public debate, fueling propa-
ganda and violence (McGonagle, 2017).

One of the most concerning aspects of influence of fake news are health related beliefs and be-
havior among consumers (Melchior & Oliveira, 2021). There is no consensus among researchers
on the severity of the effects, however studies show, that there are unconscious effects on con-
sumers’ behavior (Bastick, 2021). This fact becomes extremely concerning taking into account,
that there is data suggesting, that fake news is shared more and spreads faster than true infor-
mation, even after fact-checking (Shin, 2018; Corbu, 2021).

To improve the understanding of proneness to these threats, it is crucial to identify factors under-
lying tendencies to believe fake news and tendencies to disbelieve true news. Previous studies
have identified different factors that influence whether individuals believe in fake information.

Firstly, the belief in news is associated with socio-demographic factors. Studies show, that age,
education, sex, and political affiliation predict understanding of “fake news" and the ability to iden-
tify different types of misinformation when presented with screen shots from social media posts
(Bedard & Schoenthaler, 2018; Blanco-Herrero et al., 2021). According to Blanco-Herrero and
others (2021), higher level of skepticism was observed among women and young people. Few
specific differences were based on education level, family income, and political ideology. Beau-
vais (2020) points out, that low educational level and knowledge are associated with tendency to
trust false information.

Secondly, cognitive factors, such as confirmation bias, political partisanship, prior exposure and
intuitive thinking play an important role in identifying true information (Beauvais, 2020). Bron-
stein and others (2019) add to the existing evidence pointing out the role of analytic cognitive
style, that may partially explain these individuals’ increased willingness to believe fake news.
Various psychological factors, including attraction to novelty and high emotional state, also help
to predict the ability to discern reliable information (Beauvais, 2020). Studies linked heightened
emotionality at the outset of the study to the greater belief in fake news (Martel et al., 2020). Ac-
cording to Sindermann and others (2021), intelligence and personality traits may be also linked
to fake and true news discernment. The importance of digital literacy has been identified as well.
Data showed that higher digital literacy protects against believing fake news (Beauvais, 2020;
Bryanov & Vziatysheva, 2021).

As previously noted, studies show that message characteristics also play an important role.
According to Jaffé & Greifeneder (2020) one of the possible explanations to why individuals judge
information to be true or false is framing. Authors point out, that the negativity bias in judgments
of truth refers to the phenomenon when the same message is more likely to be judged as true
when framed negatively compared to positively. According to Hilbig (2009, 2012), content-wise
identical statements are more likely to be judged true when framed negatively. Thus, there is a
negativity bias in judgments of truth. This phenomenon is explained by the negative information
(compared with positive information) having a greater impact on human cognition, affect, and
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behavior, in general, meaning that “bad effect is stronger than good effect”. The effect has been
linked to cognitive and behavioral factors. It is argued that negative life events usually have
greater influence compared to positive life events, as even a single negative major life event can
lead to detrimental psychological effects (e.g. post-traumatic stress disorder), whereas multiple
positive events do not influence individuals in such a sufficient manner. In addition, negative
cases attract more attention and are perceived as more informative. Perhaps, because they
are rarer and more threatening. Moreover, various studies show that negative statements are
more likely to attract attention, be elaborated and believed as true (Jaffé & Greifeneder, 2019).
However, not all studies provide proof to the negativity bias in judgments of truth (Hilbig, 2009,
2012) and instead show associations with a positivity bias. Authors argue that individuals’ ex-
pectations or psychological distance may play a crucial role in the negativity bias (Jaffé & Gre-
ifeneder, 2019).

Construal level theory (Trope & Liberman, 2010) makes new predictions about the emergence
of a negativity bias in truth judgments because it predicts how individuals process informa-
tion, and more specifically, how different elements of information are weighted. Psychological
distance provides some explanation to why individuals accept the message as true (Kwon et
al.,, 2022). Psychological distance refers to a subjective perception of what is close or far away
from the self, here, and now, where the “self” serves as a reference point to proximities in
terms of social, spatial, and hypothetical (Trope & Liberman, 2010). Everything that is not at
this point of zero distance is said to be more or less psychologically distant (e.g. issues related
to another country are more psychologically distant than issues related to one’s own country).
Studies show that psychological distance to the threats of COVID-19 has an impact on the way
misinformation evolves through word-of-mouth, especially when it comes to who is responsi-
ble for the pandemic and why the world is in the current situation. Evidence in support of this
reasoning showed that the mental salience of positive outcomes of an action increases along
with social distance and that framing persuasive messages in terms of gains compared to
losses becomes more powerful when participants make judgments for socially distant entities
(Nan, 2007).

According to Jaffé & Greifeneder (2020), there is a significant association between frame and
distance, indicating that there is a descriptive trend for a negativity bias in conditions of proximity,
however in conditions of distance a positivity bias is observed. This suggests that psychological
distance may impact the negativity bias in truth judgments (Jaffé & Greifeneder, 2020).

Participants

Study was based on representable sample of 50 years and older Lithuanians. In total 505 partic-
ipants took part in the research. 200 (30.6 %) were men, 305 (60.4%) were women. Participants
ranged in age from 50 to 94 with the mean age of 66.27 (SD = 11.24). Place of residence were
as follows: 9.5% (N = 48) lived in Vilnius, 14.7% (N = 74) lived in another big town of Lithua-
nia (Kaunas, Klaipéda, Siauliai, PanevéZys), 42.2% (N = 213) lived in a center of district, 20.6%
(N =104) lived in a small town and 13.1% (N = 66) lived in a village. 10.7% (N = 54) of participants
responded having a higher university education, 32.3% (N = 163) — special secondary, techni-
cal, or other higher education, 42.2% (N = 213) - secondary or professional education, 11.3 %
(N =57) —basic or incomplete secondary education and 3.6% (N = 18) — primary education. 96.2%
(N = 486) considered their nationality as “Lithuanian”, 1.8% (N = 9) as “Polish”, 1% (N =5) as “Rus-
sian” and 1% (N = 5) as “Belarusian”.
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Materials and procedure

Study was a between-subject design experiment. Belief in news served as a dependent variable,
Framing of Information and Psychological Distance as independent variables, also age, gender
and education were control variables. We presented participants with eight fake and eight true
news headlines about vaccination and COVID-19 in the form of social media posts that all have
been generated for this research using statistical factual data and associative pictures. Both fake
and true news headlines were checked to see if they accurately match/not match current statis-
tical data (i.e. data from official national websites) at the time of the study. For example, a true
headline was “Out of all Lithuanians who had Pfizer vaccines, 96 percent are safe from being
hospitalized due to COVID-19 delta variant”, and a similar fake headline was “Out of all Lithuani-
ans who had Astra Zeneca vaccines, 50 percent are safe from being hospitalized due to COVID-19
delta variant”. To create time pressure news headlines were shown to participants for only 7
seconds and after that participants were asked questions about the headline. The selection of 7
second time limit was based on previous studies (Bago, Rand, & Pennycook, 2019), and a pilot
study (Mikuli¢itte, Jurkuvenas, Pakalniskiene, & Ivleva, 2022).

Headlines differed regarding psychological distance and valance. Psychological distance was
manipulated by making a statement about participants home country where experiment was
performed (i.e. Republic of Lithuania) or reformulating it for another similar but distant coun-
try (i.e. Czech Republic). Czech Republic was chosen because of similarity of statistical data
regarding vaccination and COVID-19 statistics. For example, a fake statement regarding proxi-
mal country was “Pfizer vaccines that are used in Lithuania are 90 percent effective in protect-
ing against any COVID-19 variant” an equivalent statement about distant country was “Pfizer
vaccines that are used in Czechia are 90 percent effective in protecting against any COVID-19
variant”. Valance was manipulated by framing the message in a positive or negative manner
(Hilbig, 2009). For example, a true positively framed statement read “99.9992 percent of people
who live in Lithuania did not experience neurological disorders as a side effect from Johnson &
Johnson's vaccines”, and a negatively framed headline was “0.0008 percent of people who live
in Lithuania did experience neurological disorders as a side effect from Johnson & Johnson's
vaccines”. All participants were assigned randomly to one of four groups based on distance and
valance.

After reading news headlines participants were asked the following question: “How accurate is
the information in the previously shown headline?”. They responded by choosing one answer:
1—Very likely that it is true, 2—Likely that it is true, 3—Somewhat likely, 4—Somewhat un-
likely that it is true, 5—Unlikely that it is true, 6—Very unlikely that it is true. In case a subject
was not able to provide an answer value of 3.5 was entered, that happened in 2.78 percent of
cases. Usually, participants commented that they can't guess because they were not able to
read a headline. The order of headlines was randomized using Latin squares. No significant
differences (p > 0.05) were found between sequences of Latin squares regarding dependent var-
iable. General score of belief in news was calculated by adding all answers to news headlines.
The reliability coefficient was measured using Cronbach alpha. Overall reliability (o = 0.724) was
average. Finally, participants were asked to provide demographic information about their age,
gender, and educational level.

The data was collected over 5 months period (from October, 2021 to February, 2022). The period
of data collection was pandemic time. Even though the total lockdown was over, pandemic re-
strictions were applied at the national level.
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Participant average score by question ranged from 3.82 (SD = 1.42) to 4,21 (SD = 1.42) (1—Very
likely that it is true; 6—Very unlikely that it is true), so answers in general tended to have bias
toward messages not being true. There were significant differences (p = 0,005) in a between item
comparison as measured by repeated measures ANOVA. Most notably one true headline (no.
15 - stating that 50 percent of population is vaccinated at the time) stood out as being frequently
answered as unlikely to be true as measured by Bonferroni post hoc test.

To investigate the effect of Framing of information and Psychological distance on belief in news
we first performed Mann-Whitney U Test on individual items (Table 1). Only significant difference
was based on valance of headline and the 10" headline stated — “Delta variant which is spreading
in Lithuania is not responsible for 10 percent of all COVID-19 cases in the last month”, this head-
line stated in a negative way was - “Delta variant which is spreading in Lithuania is responsible
for 90 percent of all COVID-19 cases in the last month”.

[tem Median (IQR) v 0 Median (IQR) v b
# Proximal  Distant Positive Negative
1 4(2) 4(2) (2_%93];375) 0,691 4(2) 4(2) (_207332) 0,318
2 4(2) 4(2) (_2;3 égé) 0,479 35() 4(2) (2_%4,5 ]5]5) 0,477
3w 4@ RS o s e S0 03
u 4 4(2) 4(2) 2(5_38155)5 0,516 4(2) 4(2) (_208%2) 0,341
=S @ 4@ (zg ﬁg) 0847  4Q)  4Q) 2(852)5 0,401
6 4(2) 4(2) (_2532232;) 0,389 4(2) 4(2) (_Zg'ggz) 0,592
7 4(2) 4(2) (2-9[]1226355)) 0,791 4(2) 4(2) (_2(;?3311;) 0,943
8 4(2) 4(2) (2_718?;25; 0,258 4(2) 4(2) (2_%42375; 0,492
9 4(2) 4(2) (_ZS)?Z];;) 0,907 4(2) 4(2) (_2172(;)) 0,177
10 4(2) 4(2) (2_%2]2375) 0,844 4(2) 4(2) (_2;;(;2) <,001
11 4(2) 4(2) (2_%[);35 0,761 4(2) 4(2) (2_%4.9?155; 0,462
" 12 4(2) 4(2) (2_9012757? 0,782 4(2) 4(2) (2-?]7§$85)) 0,605
a 13 4(2) 4(2) (2_%37670) 0,441 4(2) 4(2) (_2]73;;) 0,292
14 4(2) 4(2) (2_80755[?55) 0,614 4(2) 4(2) (2334311;65)) 0,963
15 4(2) 4(3) (2_61871585) 0074  4(275) 4(2) (2_7]98535; 0,306
16 4(2) 4(2) (_Zgiié) 0,672 4(2) 4(2) (2_%3%55; 0,432

Note: *p value significance with Bonferroni correction for multiple comparisons is at p < 0.003



European Integration Studies 2023/17

We aimed to estimate the interaction between framing of information and psychological distance
in general belief in news concerning COVID-19. Two-way ANOVA revealed no main effects (both
for framing of information p > 0,05 and psychological distance p > 0,05) and no interaction effect
(p > 0.05) when overall average of belief in news was used.

Finally, we aimed to analyze how age, gender and education are related to belief in overall
news. T test mean comparison between male and female genders revealed no significant dif-
ferences (p > 0,05). Also, educational level was not related to belief in news in general (p > 0,05).
However, there was a small but significant relation between age and belief in news in general
(r=-0,14,p <0,01).

The aim of current study was to estimate the influence of information framing and psychological
distance on belief in health related information under the time pressure in older adults.

To our knowledge, this is the first study which estimates the influence of psychological distance
on overall belief in health related information (both true and fake). Even though previous stud-
ies imply, that psychological distance plays an important role in making people believe in pre-
sented information (Jaffé & Greifeneder, 2020) they do not specify its effect on true and fake
news. Findings of current study show, that psychological distance does not influence belief in
news — neither in true nor in fake. One possible explanation for that could be the theme of all
headlines presented to research participants. Since all headlines were concerning COVID-19 and
vaccination, moreover the research itself was carried out in time of pandemics, therefore theme
and circumstances could have triggered anxiety and distress to research participants. As the
pandemic was worldwide this could explain why information concerning Czech Republic could
be felt as psychologically close as information concerning Lithuania, keeping in mind that these
two countries are the part of European Union and share a lot of similarities (e.g. country size
or close historic past). Besides, both these countries are western, educated, industrial, rich and
democratic (WEIRD) (Muthukrishna et al., 2020), COVID-19 statistics and vaccination rates were
very similar at the estimation period and therefore could be perceived by research participants
as very similar.

On the other hand, Wee-Kheng and Chun (2022) in their study compared people’'s motivation
to share fake news concerning COVID-19 (low psychological distance) and celebrity’s rumors
(high psychological distance), and found that the main emotion leading to fake news concern-
ing COVID-19 (but not celebrity rumors) sharing, was worry. Besides, correlations between
poor fake news detection and both trait and state anxiety were found in another study (Es-
col‘a-Gasc et al., 2023). Strong anxiety interferes with the efficiency of decision making, be-
cause it is mostly based on heuristics and System | work (Hartley & Phelps, 2012). This leads to
conclusion, that anxiety concerning COVID-19 combined with time pressure, relies on System
| work, and therefore decisions are so low in efficiency, that psychological distance apparently
does not play arole.

The assumption that negative framing is related to higher belief in health related news was not
confirmed with only one exception. The headline, which stated: “Delta variant which is spreading
in Lithuania is not responsible for 10 percent of all COVID-19 cases in the last month” was more
considered as true, when it was framed in negative versus positive way. It is worth to mention,
that results of previous studies are mixed. Several factors accounting for these conflicting results
are described. First, Jeffe and Greifeneder (2020) states, that the impact of positive or negative
framing depends on the content of the information. Negative framing has high impact in politi-
cal communication, because people perceive politicians telling negative information as sharing
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news and therefore more truthful. Framing studies dealing with health messages show much
more mixed results. Even though a tendency is in favor of negative framing (Yi-Ting & Weng-
Tink, 2021; Jihyun, Su Hyun, Jung Guk, 2020; Donova, Jalleh, 2000), different framing effects on
different aspects on human behavior could be found. Negatively framed versus positively framed
messages are more efficient promoting healthier life style (Rosenblatt et al., 2018), but has no
impact on obtaining flu shots (McCaul, Johnson and Rothman, 2002) or on misinformation about
COVID-19 acceptance (Greene & Murphy, 2021). Second, involvement is an important factor. Do-
novan and Jalleh (2000) in their study about infant vaccination found, that positive framing is
superior to negative framing for low-involved respondents (women without children and not
pregnant), but there was no framing effect for high-involved respondents (women with an in-
fant or pregnant). Besides, the impact of negative — positive framing depends on age. Studies
demonstrate the age related positivity effect in health care messages: older people rate posi-
tive messages (vs. negative) as more informative compared to younger ones (Shamaskin et al.,
2010). Our study included all three factors mentioned above: health related information (virus
and vaccination), high involvement (country wide immunization carried out by the government at
the time of the research) and older participants (50 years and older), therefore all these factors
could have counterbalanced each other’s effect and no differences between positive and negative
framing groups could be found.

Finally, we aimed to analyze how sociodemographic characteristics, such as age, gender and ed-
ucation, are related to belief in overall news. Only one significant positive correlation between age
and belief in overall news (despite the fact they are true or false) was found. This finding confirms
previous studies saying that truth bias is growing with age. Older adults are slightly less accurate
than younger adults in detecting lies (O'Connor, Lyon, Evans, 2019), because of the positivity bias
that occurs lately in life where older adults tend to favor more positive stimuli and perspectives
(Luoung, Charles & Fingerman, 2011). Socioeconomical selectivity theory posits that this moti-
vation to seek out positive emotions is a result of older adults’ more limited time perspective as
they are nearing the later stages of lifespan (Carstensen, 1993; Carsten, Issacowitz, & Charles,
1999). Thus, this shift of time perspective may help to explain why older adults held a strong truth
bias and tend to believe in overall news more than younger ones.

In conclusion, our study confirmed the pool of research, which state that information framing
does not influence belief in fake news concerning health, especially viruses and vaccination.
Further research on psychological distance is needed, because our study showed that Republic
of Lithuania and Czech Republic were perceived as very similar during the pandemics. Emo-
tions, such as anxiety, should be included in further studies of psychological distance as well,
because emotions could moderate the perception of distance. Older people should get much
more attention in further studies as the population of European Union is getting older (Eurostat,
2022) and hazardous fake news are widely spreading around the world. The fact that people
become more truth biased with age, means that more and more citizens become affected by
deliberately false information and this can be crucial to their health or even life, as in the case
of vaccination.

Psychological distance, while comparing country of living (Republic of Lithuania) and other
EU country (Czech Republic), has no influence on overall belief in health related information
in older adults.

Information framing (positive vs. negative) has no influence on overall belief in health related
information in older adults.
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»  There is no interaction between psychological distance (country of living and other EU coun-
try) and information framing on belief in health related information in older adults.

» No correlations between overall belief in health related news, gender and education were

found.

» There is a significant positive correlation between overall belief and age: people become more

truth biased with age.

Disclosure Statement

Authors declare that they have no competing financial, professional, or personal interests from

other parties.

Allcott, H., & Gentzkow, M. (2017). Social Me-
dia and Fake News in the 2016 Election. Jour-
nal of Economic Perspectives, 31(2), 211-236.
https://doi.org/10.1257/jep.31.2.211

Balmas, M. (2014). When Fake News Be-
comes Real: Combined Exposure to Multiple
News Sources and Political Attitudes of Inef-
ficacy, Alienation, and Cynicism. Communi-
cation Research, 41(3), 430-454. https://doi.
org/10.1177/0093650212453600

Bago, B., Rand, D. G., & Pennycook, G. (2019). Fake
news, fast and slow: Deliberation reduces belief
in false (but not true) news headlines. https://doi.
org/10.31234/0sf.io/29b4j

Baptista, J., & Gradim, A. (2020). Understanding
Fake News Consumption: A Review. Social Scienc-
es. 9. https://doi.org/10.3390/s0csci?100185

Bastick, Z. (2021). Would you notice if fake news
changed your behavior? An experiment on the
unconscious effects of disinformation. Comput-
ers in Human Behavior, 116, 106633. https://doi.
org/10.1016/j.chb.2020.106633

Bedard, M., & Schoenthaler, C. (2018). Satire or Fake
News. Companion of the the Web Conference 2018
on the Web Conference 2018 -WWW"18. https://doi.
org/10.1145/3184558.3188732

Beauvais, C. (2022). Fake news: Why do we believe
it? Joint Bone Spine, 89(4), 105371. https://doi.
0org/10.1016/j.jbspin.2022.105371

Blanco-Herrero, D., Amores, J. J., & Sanchez-Hol-
gado, P. (2021). Citizen Perceptions of Fake News in
Spain: Socioeconomic, Demographic, and Ideolog-
ical Differences. Publications, 9(3), 35. https://doi.
org/10.3390/publications9030035

Bronstein, M. V., Pennycook, G., Bear, A, Rand, D. G.,
& Cannon, T. D. (2019). Belief in Fake News is As-

sociated with Delusionality, Dogmatism, Religious
Fundamentalism, and Reduced Analytic Thinking.
Journal of Applied Research in Memory and Cog-
nition, 8(1), 108-117. https://doi.org/10.1016/].jar-
mac.2018.09.005

Bryanov, K., & Vziatysheva, V. (2021). Determinants
of individuals' belief in fake news: A scoping review
determinants of belief in fake news. PLOS ONE,
16(6), e0253717. https://doi.org/10.1371/journal.
pone.0253717

Corbu, N., Bargaoanu, A.Durach, F, & Udrea, G.
(2021). Fake News Going Viral: The Mediating Effect
Of Negative Emotions. 4. 58-85

Donovan, R.J., Jalleh, G. (2000) Positive versus
Negative Framing of a Hypothetical Infant Im-
munization: The Influence of Involvement. Health
Education & Behavior. 27(1), 82-95. https://doi.
org/10.1177/109019810002700108

Enders, A. M., Uscinski, J. E., Klofstad, C., & Stoler,
J.(2020). The different forms of COVID-19 misinfor-
mation and their consequences. Harvard Kennedy
School (HKS) Misinformation Review. https://doi.
org/10.37016/mr-2020-48

Eurostat (2022) https://ec.europa.eu/eurostat/
statisticsexplained/index.php?title=Population_
structure_and_ageig (Zitréta 2022 10 06)

Greene, C. M., & Murphy, G. (2021). Quantifying the
effects of fake news on behavior: Evidence from a
study of COVID-19 misinformation. Journal of Ex-
perimental Psychology: Applied, 27(4), 773-784.
https://doi.org/10.1037/xap0000371

Guess, A., Nagler, J., & Tucker, J. (2019) Less than
you think: Prevalence and pradictors of fake news
dissemination on Facebook. Science Advanc-
es, 5 (4586), 1-8. https://doi.org/10.1126/sciadv.
aaus586

References


https://doi.org/10.1257/jep.31.2.211
https://doi.org/10.1177/0093650212453600
https://doi.org/10.1177/0093650212453600
https://doi.org/10.31234/osf.io/29b4j
https://doi.org/10.31234/osf.io/29b4j
https://doi.org/10.3390/socsci9100185
https://doi.org/10.1016/j.chb.2020.106633
https://doi.org/10.1016/j.chb.2020.106633
https://doi.org/10.1145/3184558.3188732
https://doi.org/10.1145/3184558.3188732
https://doi.org/10.1016/j.jbspin.2022.105371
https://doi.org/10.1016/j.jbspin.2022.105371
https://doi.org/10.3390/publications9030035
https://doi.org/10.3390/publications9030035
https://doi.org/10.1016/j.jarmac.2018.09.005
https://doi.org/10.1016/j.jarmac.2018.09.005
https://doi.org/10.1371/journal.pone.0253717
https://doi.org/10.1371/journal.pone.0253717
https://doi.org/10.1177/109019810002700108
https://doi.org/10.1177/109019810002700108
https://doi.org/10.37016/mr-2020-48
https://doi.org/10.37016/mr-2020-48
https://ec.europa.eu/eurostat/statisticsexplained/index.php?title=Population_structure_and_ageig
https://ec.europa.eu/eurostat/statisticsexplained/index.php?title=Population_structure_and_ageig
https://ec.europa.eu/eurostat/statisticsexplained/index.php?title=Population_structure_and_ageig
https://doi.org/10.1037/xap0000371
https://doi.org/10.1126/sciadv.aau4586 
https://doi.org/10.1126/sciadv.aau4586 

2023/17

Hartley, C. A, & Phelps, E. A.(2012) Anxie-
ty and Decision-Making. Biological Psychia-
try, 72(2),113-11. https://doi.org/10.1016/j.bi-
opsych.2011.12.027

Hilbig, B. E. (2009). Sad, thus true: Negativity bias in
judgments of truth. Journal of Experimental Social
Psychology, 45, 983-986. https://doi.org/10.1016/j.
jesp.2009.04.012

Hilbig, B. E. (2012). How framing statistical state-
ments affects subjective veracity: Validation and
application of a multinomial model for judg-
ments of truth. Cognition, 125, 37-48. https://doi.
org/10.1016/j.cognition.2012.06.009

Jaffé, M. E., & Greifeneder, R. (2020). Negative Is
True Here and Now, But Not So Much There and
Then. Experimental Psychology, 67(5), 314-326.
https://doi.org/10.1027/1618-3169/a000493

Jaffé, M. E., & Greifeneder, R. (2019). Less Than |
Expected and oh so True? On the Interplay Be-
tween Expectations and Framing Effects in Judg-
ments of Truth. Journal of Language and So-
cial Psychology, 38(5-6), 735-755. https://doi.
org/10.1177/0261927X19869392

Jihyun, P, Su Hyun, K., & Jung Guk, K. (2020) Effects
of message framing and health literacy on inten-
tion to perform diabetes self-care: A randomized
controlled trial. Diabetes Research and Clinical
Practice, 161, 1-7. https://doi.org/10.1016/j.dia-
bres.2020.108043

Juanchich, M., Sirota, M., Jolles, D., & Whiley, L.A.
(2021). Are COVID-19 conspiracies a threat to pub-
lic health? Psychological characteristics and health
protective behaviours of believers. European Jour-
nal of Social Psychology, 6, 969-989. https://doi.
org/10.1002/ejsp.2796

Lazer, D. M. J,, Baum, M. A,, Benkler, Y., Berinsky,
A. J., Greenhill, K. M., Menczer, F, Metzger, M. J,
Nyhan, B., Pennycook, G., Rothschild, D., Schudson,
M., Sloman, S. A, Sunstein, C. R, Thorson, E. A,,
Watts, D. J., & Zittrain, J. L. (2018). The science of
fake news. Science, 359(6380), 1094-1096. https://
doi.org/10.1126/science.aa02998

Lee, J.J, Kang, K. A,, Wang, M. P, Zhao, S. Z., Wong,
J. Y. H, 0'Connor, S., Yang, S. C., & Shin, S. (2020).
Associations Between COVID-19 Misinformation
Exposure and Belief With COVID-19 Knowledge
and Preventive Behaviors: Cross-Sectional Online
Study. Journal of Medical Internet Research, 22(11),
€22205. https://doi.org/10.2196/22205

European Integration Studies

Lee, SK, Sun, J, Jang, S. et al. (2022). Misinfor-
mation of COVID-19 vaccines and vaccine hesi-
tancy. Scientific Reports 12 (13681). https://doi.
org/10.1038/s41598-022-17430-6

Littau, J., & Stewart, D. R. “Chip” (2015). “Truthi-
ness” and Second-Level Agenda Setting: Satire
News and lts Influence on Perceptions of Television
News Credibility. Electronic News, 9(2), 122-136.
https://doi.org/10.1177/1931243115581416

Luong, G. Charles, S. T, & Fingerman, K. L.
(2011). Better with age - Social relationships
across adult-hood. Journal of Social and Per-
sonal Relationships, 28 (1), 9-23. https://doi.
org/10.1177/0265407510391362

Kwon, K. H., Pellizzaro, K., Shao, C., & Chadha, M.
(2022). “I Heard That COVID-19 Was. . .": Rumors,
Pandemic, and Psychological Distance. American
Behavioral Scientist, 000276422110660. https://
doi.org/10.1177/00027642211066026

Martel, C., Pennycook, G., & Rand, D. G. (2020).
Reliance on emotion promotes belief in fake
news. Cognitive Research: Principles and Impli-
cations, 5(1). https://doi.org/10.1186/s41235-
020-00252-3

McCaul, K. D., Johnson, R. J., & Rothman, A. J.
(2002). The effects of framing and action instruc-
tions on whether older adults obtain flu shots.
Health Psychology, 21(6), 624-628. https://doi.
org/10.1037/0278-6133.21.6.624

McGonagle, T. (2017). “Fake news" False
fears or real concerns? Netherlands Quarter-
ly of Human Rights, 35(4), 203-209. https://doi.
org/10.1177/0924051917738685

Melchior, C., & Oliveira, M. (2022). Health-re-
lated fake news on social media platforms:
A systematic literature review. New Me-
dia & Society, 24(6), 1500-1522. https://doi.
org/10.1177/14614448211038762

Mikuli¢iate, V., Jurkuveénas, V., Pakalniskieng, V., Iv-
leva, V. (2022) Fake News: More Time to Read, Less
Possibilities to Believe? 17th European Congress of
Psychology. Book of Abstracts. 31, 304.

Muthukrishna, M., Bell, A. V., Henrich, J., Curtin,
C. M., Gedranovich, A., Mclnerney, J., & Thue, B.
(2020). Beyond Western, Educated, Industrial, Rich,
and Democratic (WEIRD) Psychology: Measuring
and Mapping Scales of Cultural and Psychological
Distance. Psychological Science, 31(6), 678-701.
https://doi.org/10.1177/0956797620916782


https://doi.org/10.1016/j.biopsych.2011.12.027
https://doi.org/10.1016/j.biopsych.2011.12.027
https://doi.org/10.1016/j.jesp.2009.04.012
https://doi.org/10.1016/j.jesp.2009.04.012
https://doi.org/10.1016/j.cognition.2012.06.009
https://doi.org/10.1016/j.cognition.2012.06.009
https://doi.org/10.1027/1618-3169/a000493
https://doi.org/10.1177/0261927X19869392
https://doi.org/10.1177/0261927X19869392
https://doi.org/10.1016/j.diabres.2020.108043
https://doi.org/10.1016/j.diabres.2020.108043
https://doi.org/10.1002/ejsp.2796
https://doi.org/10.1002/ejsp.2796
https://doi.org/10.1126/science.aao2998
https://doi.org/10.1126/science.aao2998
https://doi.org/10.2196/22205
https://doi.org/10.1038/s41598-022-17430-6
https://doi.org/10.1038/s41598-022-17430-6
https://doi.org/10.1177/1931243115581416
https://doi.org/10.1177/0265407510391362
https://doi.org/10.1177/0265407510391362
https://doi.org/10.1177/00027642211066026
https://doi.org/10.1177/00027642211066026
https://doi.org/10.1186/s41235-020-00252-3
https://doi.org/10.1186/s41235-020-00252-3
https://doi.org/10.1037/0278-6133.21.6.624
https://doi.org/10.1037/0278-6133.21.6.624
https://doi.org/10.1177/0924051917738685
https://doi.org/10.1177/0924051917738685
https://doi.org/10.1177/14614448211038762
https://doi.org/10.1177/14614448211038762
https://doi.org/10.1177/0956797620916782

European Integration Studies

Nielsen, R.K., & Graves, L. (2017). “News you
don't believe”: Audience perspectives on fake
news. Reuters Institute for the Study of Journal-
ism. Retrieved September 25, 2022, from https://
reutersinstitute.politics.ox.ac.uk/our-research/
news-you-dont-believe-audience-perspectives-
fake-news

Shamaskin, A. M., Mikels, J. A., & Reed, A. E. (2010).
Getting the message across: Age differences in
the positive and negative framing of health care
messages. Psychology and Aging, 25(3), 746-751.
https://doi.org/10.1037/a0018431

Shin, J., Jian, L., Driscoll, K., & Bar, F. (2018). The
diffusion of misinformation on social media: Tem-
poral pattern, message, and source. Comput-
ers in Human Behavior, 83, 278-287. https://doi.
org/10.1016/j.chb.2018.02.008

Sindermann, C., Schmitt, H. S., Rozgonjuk, D., El-
hai, J. D., & Montag, C. (2021, March). The evalu-
ation of fake and true news: on the role of intelli-
gence, personality, interpersonal trust, ideological
attitudes, and news consumption. Heliyon, 7(3),
e06503. https://doi.org/10.1016/j.heliyon.2021.
e06503

Pehlivanoglu, D., Lighthall, N. R, Lin, T., Chi, K. J.,
Polk, R., Perez, E., Cahill, B.S., & Ebner, N. C. (2022).
Aging in an “infodemic”: The role of analytical rea-
soning, affect, and news consumption frequency on
news veracity detection.Journal of Experimental
Psychology: Applied, 28(3), 468-485. https://doi.
org/10.1037/xap0000426

Pennycook, G., & Rand, D. G. (2021). The Psychol-
ogy of Fake News. Trends in Cognitive Scienc-
es, 25(5), 388-402. https://doi.org/10.1016/j.
tics.2021.02.007

Rosenblatt, D. H., Bode S., Dixon, H., Murawski, C.,
Summerell, P, Ng, A., & Wakefield, M. (2018) Health
warnings promote healthier dietary decision mak-
ing: Effects of positive versus negative message
framing and graphic versus text-based warnings.
Appetite, 127, 280-288. https://doi.org/10.1016/].
appet.2018.05.006

Roozenbeek, J., Schneider, C. R, Dryhurst, S., Kerr,
J., Freeman, A. L. J., Recchia, G., van der Bles, A.
M., & van der Linden, S. (2020, October). Suscepti-
bility to misinformation about COVID-19 around the
world. Royal Society Open Science, 7(10), 201199.
https://doi.org/10.1098/rs0s.201199

2023/17

Tang, Y. & Chooi, W. (2021) A systematic review of
the effects of positive versus negative framing on
cancer treatment decision making. Psychology &
Health. https://doi.org/10.1080/08870446.2021.2
006197

Trope, Y., & Liberman, N. (2010). Construal-lev-
el theory of psychological distance. Psychological
Review, 117(2), 440-463. https://doi.org/10.1037/
a0018963


https://reutersinstitute.politics.ox.ac.uk/our-research/news-you-dont-believe-audience-perspectives-
https://reutersinstitute.politics.ox.ac.uk/our-research/news-you-dont-believe-audience-perspectives-
https://reutersinstitute.politics.ox.ac.uk/our-research/news-you-dont-believe-audience-perspectives-
https://reutersinstitute.politics.ox.ac.uk/our-research/news-you-dont-believe-audience-perspectives-
https://doi.org/10.1037/a0018431
https://doi.org/10.1016/j.chb.2018.02.008
https://doi.org/10.1016/j.chb.2018.02.008
https://doi.org/10.1016/j.heliyon.2021.e06503
https://doi.org/10.1016/j.heliyon.2021.e06503
https://doi.org/10.1037/xap0000426
https://doi.org/10.1037/xap0000426
https://doi.org/10.1016/j.tics.2021.02.007
https://doi.org/10.1016/j.tics.2021.02.007
https://doi.org/10.1016/j.appet.2018.05.006
https://doi.org/10.1016/j.appet.2018.05.006
https://doi.org/10.1098/rsos.201199
https://doi.org/10.1080/08870446.2021.2006197
https://doi.org/10.1080/08870446.2021.2006197
https://doi.org/10.1037/a0018963
https://doi.org/10.1037/a0018963

52/

About the
authors

2023/17

VITA MIKULICIOTE

Assist. prof., PhD
Vilnius University

Fields of interests

Psychology of communication,
health psychology

Address

Universiteto g. 9, Vilnius,
Lithuania, LT-01513
+370 5 266 7606

vita.mikuliciute@fsf.vu.lt

ANTANAS KAIRYS

Assoc. prof., PhD
Vilnius University

Fields of interests

Internet and media psychology, aging,

well-being

Address

Universiteto g. 9, Vilnius, Lithuania, LT-01513

+3705 266 7606
antanas.kairys@fsf.vu.lt

European Integration Studies

VYTAUTAS JURKUVENAS

Assist. prof., PhD
Vilnius University

Fields of interests
Cognitive psychology,
neuropsychology, aging

Address

Universiteto g. 9, Vilnius,
Lithuania, LT-01513
+3705 266 7606

vytautas.jurkuvenas@fsf.vu.lt

VIKTORIJA IVLEVA

Phd student
Vilnius University

Fields of interests
Cognitive psychology,
health psychology, aging

Address

Universiteto g. 9, Vilnius,
Lithuania, LT-01513
+3705 266 7606

viktorija.ivleva@fsf.vu.lt

VILMANTE PAKALNISKIENE

Professor

Vilnius University

Fields of interests

Social networks, internet psychology,
developmental psychology

Address

Universiteto g. 9, Vilnius, Lithuania, LT-01513
+3705 266 7606

vilmante.pakalniskiene@fsf.vu.lt

This article is an Open Access article distributed under the terms and conditions of the Creative
BY Commons Attribution 4.0 (CC BY 4.0) License (http://creativecommons.org/licenses/by/4.0/).


http://creativecommons.org/licenses/by/4.0/
mailto:antanas.kairys%40fsf.vu.lt?subject=
mailto:vilmante.pakalniskiene%40fsf.vu.lt?subject=
mailto:vita.mikuliciute%40fsf.vu.lt?subject=
mailto:vytautas.jurkuvenas%40fsf.vu.lt?subject=
mailto:viktorija.ivleva%40fsf.vu.lt?subject=



