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				1. Introduction

				Social Media have replaced the traditional media’s role of providing news media globally (Newman et al., 2012; Nielsen & Schrøder, 2014; Bakshy et al., 2015; Gottfried & Shearer, 2017). In the case of Spain, the Digital News Report.es (Center for Internet Studies and Digital Life, 2022) shows that 23% of citizens prefer to access news content on social networks, to the detriment of the print press, radio or television. This rate reaches 47% for users aged 18 to 24, while those over 65 only access news content via social media in 9% of cases.

				Young people rely the most heavily on networks for information (Marchi, 2012; Sveningsson, 2015; Kahne & Bowyer, 2017; Mihailidis & Viotty, 2017; Paskin, 2018) and access traditional media increasingly less (Vihalemm & Kõuts-Klemm, 2017; Bärtl, 2018). Access to mainstream news media content, especially among adolescents, is declining rapidly (Zhu & Procter, 2015; Thurman & Fletcher, 2017). Social media has become a substitute for television (Cunningham & Craig, 2017; Himma-Kadakas et al., 2018). The root of networks’ mass appeal is due to young people’s widespread feeling that the media do not address issues that are important to them (Férdeline, 2021), which Casero-Ripollés (2012) and Yuste (2015) already noted a decade ago. These authors also identified that Millenials profoundly disagreed with how they are reflected in the press.

				For over five years, fake news has simultaneously become a global phenomenon that has significantly impacted the world’s information flows. Given that its primary means of dissemination are social networks (Blanco et al., 2021), it is likely that young 
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					Over the last five years, fake news has become a global phenomenon impacting global information flows. It is reasonable to think that young people are exposed to fake news the most, given that it is mainly disseminated through social media, and they are the main users of these applications. This study analyses young people’s perception of fake news based on a representative sample of residents in Spain aged between 15 and 24 (n=1,068). We consider the frequency they receive fake news, the topics they refer to, the sources, and how they deal with them. We considered how socio-demographic factors such as gender, age, location, political ideology or educational level influence how they receive fake news. Among other findings, the results show that the higher the age and educational level, the higher the rates of verification and recognition of fake news. In addition, individuals living in large municipalities and those on the right of the ideological spectrum verify information less frequently and use less reliable sources than other young people.
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				people are the group most exposed to it (Children’s Commissioner, 2017; Anderson & Jiang, 2018; Smith & Anderson, 2018), and consequently, they may be adversely affected in the medium and long term. 

				In this paper, we analyse young Spanish people’s perception of fake news; we focus on how they deal with it and how sociodemographic factors such as gender, age, location, political ideology or educational level influence how they receive it.

				1.1. Fake news, a phenomenon on the rise in the world news ecosystem

				Fake news is a widespread information dysfunction that sometimes decisively affects public opinion and collective decision-making. Just over five years ago, the phenomenon began to gain media coverage (Zimdars & McLeod, 2020; Baptista et al., 2021). Competition between fake news has been demonstrated in political processes such as the 2016 Brexit referendum (Bastos & Mercea, 2017; Grice, 2017; Blanco-Alfonso, 2020), the U.S presidential elections won by Republican front-runner Donald Trump (Allcott & Gentzkow, 2017; Bakir & McStay, 2018; Bovet & Makse, 2019; Magallón, 2019a), the Catalonian referendum 1-0 in 2017 (Alandete, 2019), the 2018 Brazilian presidential elections won by Bolsonaro (Oliveira & Rossi, 2018) or the two 2019 general elections in Spain (Magallón, 2019b), among other relevant events.

				Since 2016, the effects of fake news have also been demonstrated in areas such as education, economics, science and especially medicine, in this case, in the wake of the global health crisis- the coronavirus pandemic SARS-Cov-2- (Brennen et al., 2020; Masip et al., 2020; Paniagua et al., 2020; Sánchez-García, 2021; Franceschi & Pareschi, 2022; Ho, Goh & Leun, 2022).

				In the scientific literature, there is still a disparity in criteria as to the limits of the phenomenon (Kapantai et al., 2020; Baptista & Gradim, 2022; García-Marín & Salvat-Martinrey, 2022): according to Tandoc et al. (2021: 111), the term is “complex and somewhat controversial due to the wide variety of ways it is used”. Although there is no consensus on its definition, we understand fake news as those messages produced by the media that are created and disseminated to cause harm, confuse and misrepresent (Wardle & Derakhshan, 2017). 

				Fake news usually relies on journalistic codes (Lazer et al., 2018; Canavilhas, Colussi & Moura, 2019; Blanco-Alfonso, 2020; Tandoc et al., 2019; Baptista et al., 2021; Tandoc et al., 2021) that make these messages plausible and difficult to detect, so they are often spread more quickly and disseminated widely than if they were truthful information (Vosoughi et al., 2018). This can be inferred from several studies that point out the multiplicity of channels through which fake news is disseminated simultaneously (Salaverría et al., 2020; López-Martín et al., 2021; Tandoc et al., 2021; Imaduwage et al., 2022; Raponi et al., 2022).

				The influence of fake news can be powerful, as Bastick (2021: 1) points out; although the effects of misinformation are “small at the individual level”, the sum of these can be “enough to cause large-scale effects”. Szfgvb 

				According to Allcot and Gentzkow (2017), there are two main reasons for producing fake news. On the one hand, fake news has economic gain since when it goes viral, it gains high advertising profits every time the parent websites are visited. On the other hand, ideologically speaking, fake news aims to discredit politicians or institutions that oppose the entity generating the message (Del Fresno-García, 2019). Gómez-Calderón et al. (2020) add a third reason, the strategic driver, as institutions or countries produce fake news to reinforce their position or weaken that of their opponents.
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				Fake news has become one of the research areas attracting the most attention among academics due to its overall strength and the serious challenges it poses (García-Galera, Blanco-Alfonso & Tejedor, 2019; García-Marín & Salvat-Martinrey, 2022). This is reflected by the vast repertoire of papers focused on the typology of fake news, among others (García-Galera, Del-Hoyo-Hurtado & Blanco-Alfonso, 2020), the characterisation and analysis of fake news linked to case studies (Brennen et al., 2020; Salaverría et al., 2020; López-Martín et al., 2021), the dissemination of fraudulent news content (Vosoughi et al., 2018), cognitive biases when receiving fake news (Schwarz & Jalbert, 2021; Newman & Zhang, 2021; Van-der-Linden & Roozenbeek, 2021), options to neutralise its potential adverse effects (Bosworth, 2019; Fletcher et al., 2020; Vraga et al., 2020; García-Marín & Salvat-Martinrey, 2022) or the importance of verification platforms and collaborative journalism in mitigating the influx of misinformation (Magallón, 2018; Pérez-Curiel & Velasco, 2020; López-Martín & Córdoba-Cabús, 2021), among other aspects.

				It is difficult to categorically affirm citizens’ capacity to identify fake news since it is primarily conditioned by their tendency to overestimate their ability to discern misleading content, known as the Dunning-Kruger effect (Gómez-Calderón et al., 2020). Age and political affiliation seem to influence how fake news is interpreted and reactions to it: thus, according to Guess et al. (2019), users identifying as conservatives or extreme right-wing and those over 65 are more likely to share this type of content on their social networks (Guess et al., 2019).

				According to the “Eurobarometer Standard 96. Public Opinion in the European Union” (European Commission, 2022), while 70% of E.U. inhabitants claim to find false information on the Internet frequently, only 62% feel prepared to detect it (the figures are even less encouraging in Spain, 81% and 54%, respectively). Therefore, we are facing a large-scale collective challenge, which can only be addressed through sustained media literacy work, the best tool for training citizens to be critical of media messages (Caldeiro & Aguaded, 2015). In this sense, the national and international secondary and university education initiatives are timely (cf. Auberry, 2018; Musgrove et al., 2018; Ranieri, 2018; Kaufman, 2019; Cebrián, 2019; y Valverde et al., 2022).

				1.2. Young people faced with fake news

				Social networks are a natural channel for young people to socialise and learn about their environment, making them privileged agents –albeit unwittingly– in spreading fake news. As Incibe (2019) highlights, they do not hesitate to share content if it grabs their attention, sometimes extensively, without assessing whether the information is reliable or even knowing it is not. Fake news is highly persuasive for young people. Wineburg et al. (2016) conducted interviews with Stanford undergraduates and concluded that most trust fake sources and content more than mainstream media news. 

				According to several authors (Hargittai et al., 2010; Wineburg & McGrew, 2016; McGrew et al., 2017; McGrew et al., 2018), although young people are digital natives, it does not guarantee that they can identify fake news and several experiments confirm this. Leeder (2019) worked with a sample of students between 19 and 24 who had to identify fake news among a set of online texts that included true news items. This work demonstrated how difficult it is to detect them, as the rate of incorrect answers was 40%. According to this author, fake news can be identified depending on the time taken to evaluate them, analyse the websites or accounts where they appear, and contrast information with an alternative source, which users do not usually do.
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				Over the last five years, young people’s perception of fake news has been extensively analysed. In many cases, studies have worked with biased samples made up exclusively of university students, who are considered more prepared to identify and dismiss hoaxes. In fact, on average, García, Sanjuán and Maza (2021) estimate that 53.9% of university students have a medium or high level of ability to detect fraudulent content. There is a wide gap in compulsory education among students; according to credibility tests the group has undertaken, fake news is rarely doubted (cf. Leu et al., 2007; Loos et al., 2018; Pilgrim et al., 2019; Dumitru, 2020). 

				In Spain, we generally work with sparsely representative convenience samples, so the proportion of fake news recognition varies. Martín-Herrera and Mocaletto (2021) find that 73.7% of young people consider themselves somewhat prepared to detect this type of content, while Mendiguren et al. (2020) found that it was 80% (in both cases, the respondents are university students). Other equally recent studies (Pérez et al., 2021; Pérez et al., 2021; Pérez and Pedrero, 2021; De Vicente et al., 2021) find significantly lower rates of identifying fake news, between 57% and 59%.

				Young Spaniards’ sources for fake news are clear: mainly WhatsApp and Facebook, and to a lesser extent, Twitter and Instagram, in other words, only social networks (cf. Pérez et al., 2021; Resende et al., 2019; Herrero et al., 2020; Mendiguren et al., 2020). Regarding the most frequent fake news topics, politics monopolised a large part of this content, although it alternated with paradoxical information and supposed news related to events, culture and health (Pérez & Pedrero, 2021; Tejedor et al., 2021)1.

				Some studies investigate the reasons young people detect fake news; among those are the social alarm they generate, the attractiveness of their headlines, the surprising nature of the content, their media source, or, often, the lack of logic in the story (De Vicente et al., 2021; Tejedor et al., 2021).

				Finally, once young people detect false content, they discard it, share it and verify it depending on the case. The latter behaviour is optimal but not as widespread as desirable. As far as we know, the use of fact-checking services is still incipient: in Spain, for example, 61.1% of young people are unaware of them, and the remainder have only used them once (Pérez & Pedrero, 2021). Also, in De Vicente et al. (2021), the rate of respondents who claim to check for possible fake news by default is less than 40%. In contrast, Catalina et al. (2017), Catalina et al. (2019), and Gómez-Calderón et al. (2020) find that verifying dubiously credible news is almost as widespread as its reception (90% of incidences) among young users aged under 24. The disparity of the samples we work with explains the lack of agreement between some results and others, as in the case of the ability to detect fake news.

				2. Method

				The literature review was a starting point for this study; it was primarily designed to determine fake news’ impact on young Spaniards aged between 15 and 25, according to how they perceived it. Regarding the research subgoals, the authors set out to determine how often fake news is received on social networks and instant messaging applications (O1), identify the most common source (O2) and analyse young people’s reactions to this unreliable information, how often they use alternative 

				
					1	In other countries, alongside politics there are issues such as sport (caso de Portugal; cf. Figueira & Santos, 2019; Sobral & De Morais, 2020) or violence (Colombia: Carballo & Mallorquín, 2020).
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				sources to contrast the information and the nature of the entities they use to verify the contents (O3). This was done by considering respondents’ sociodemographics to detect any significant divergences in the records. Ultimately, the aim was to identify factors affecting young audiences’ perception of fraudulent information and reaction to establish effective deactivation strategies. 

				The questionnaire technique was applied to achieve the proposed objectives, the Spanish population aged between 15 and 24 was taken as the universe, which is 4 831, 504 people on 1 January 2021 (INE, 2021). The starting point was a national sample proportional to the strata of the population under study. Estimating weighting coefficients were applied since it was impossible to reach reasonable quotas for gender, age and province. The confidence level was set at 95% with a limit of 1 066 surveyed (1,068 were obtained, 100.1% of the total), and the margin of error was +/3%.

				The weighting coefficients were applied to the initial sample, which consisted of 52.2% women, and 47.8% men, with an average age of 21.8 (ME=22; DT=2,05), grouped into intervals between 15 and 19-year-olds (14.3%) and between 20 and 24 (85,7%). Most had completed secondary education, corresponding to higher levels of ESO (Third and Fourth year in the Spanish education system). Baccalaureate or Higher Vocational Training (50.2%). Table 1 shows the sample distribution according to gender, educational level and autonomous community. 

				Table 1. Distribution of the sample

				
					Level of education

				

				
					Total

				

				
					Men

				

				
					Women

				

				
					No studies2

				

				
					0.7%

				

				
					1.0%

				

				
					0,5%

				

				
					First Grade 

				

				
					0.7%

				

				
					0.6%

				

				
					0,7%

				

				
					Second Grade. 1st cycle 

				

				
					3.5%

				

				
					4.5%

				

				
					2,5%

				

				
					Second Grade. 2nd cycle 

				

				
					50.2%

				

				
					51.5%

				

				
					49,0%

				

				
					Third Grade. 1st cycle 

				

				
					12.6%

				

				
					15.3%

				

				
					10,2%

				

				
					Third Grade. 2nd cycle

				

				
					23.9%

				

				
					20.9%

				

				
					26,6%

				

				
					Third Grade (Master)

				

				
					7.9%

				

				
					5.9%

				

				
					9,7%

				

				
					Third Grade (Doctorate)

				

				
					0.6%

				

				
					0.4%

				

				
					0,7%

				

				
					Provinces

				

				
					Andalusia

				

				
					18.4%

				

				
					9.7%

				

				
					8.6%

				

				
					2	The educational levels are as follows: No studies= has not completed primary education; First Grade= completed primary education, Second Grade 1st cycle= 1st and 2nd ESO (Year 7 and 8); Second Grade 2nd Cycle=completed until Year 10 (ESO), intemediate vocational training or Baccalaureate; Third Grade 1st Cycle= technical engineering, high school diploma or higher vocational training; Third Grade 2nd Cycle= Bachelor’s degree, degree or higher engineering.

				

			

		

	
		
			[image: ]
		

		
			
				doxa.comunicación | nº 36, pp. 19-42 | 25

			

		

		
			
				January-June of 2023

			

		

		
			
				Bernardo Gómez-Calderón, Alba Córdoba-Cabús and Álvaro López-Martín

			

		

		
			
				ISSN: 1696-019X / e-ISSN: 2386-3978

			

		

		
			
				
					Aragon

				

				
					3.1%

				

				
					1.3%

				

				
					1.8%

				

				
					Asturias, Principality of

				

				
					2.2%

				

				
					0.7%

				

				
					1.5%

				

				
					Balearic, Islands

				

				
					1.9%

				

				
					0.7%

				

				
					1.2%

				

				
					Canary Islands

				

				
					4.1%

				

				
					2.3%

				

				
					1.8%

				

				
					Cantabria

				

				
					1.2%

				

				
					0.5%

				

				
					0.7%

				

				
					Castilla y León

				

				
					5.1%

				

				
					2.2%

				

				
					3.0%

				

				
					Castilla – La Mancha

				

				
					4.1%

				

				
					2.0%

				

				
					2.2%

				

				
					Catalonia

				

				
					16.4%

				

				
					7.9%

				

				
					8.5%

				

				
					Community of Valencia

				

				
					10.8%

				

				
					5.1%

				

				
					5.6%

				

				
					Extremadura

				

				
					2.5%

				

				
					1.1%

				

				
					1.4%

				

				
					Galicia

				

				
					5.7%

				

				
					2.4%

				

				
					3.3%

				

				
					Madrid, Community of

				

				
					14.3%

				

				
					7.5%

				

				
					6.8%

				

				
					Murcia, Region of

				

				
					3.5%

				

				
					1.7%

				

				
					1.8%

				

				
					Navarra, Comunidad Foral de

				

				
					1.6%

				

				
					0.9%

				

				
					0.7%

				

				
					The Basque Country

				

				
					4.1%

				

				
					1.4%

				

				
					2.7%

				

				
					Rioja, La

				

				
					0.7%

				

				
					0.2%

				

				
					0.5%

				

				
					Ceuta

				

				
					0.1%

				

				
					0.1%

				

				
					-

				

				
					Melilla

				

				
					0.2%

				

				
					0.1%

				

				
					0.1%

				

				Source: prepared by the authors

				The questionnaire consisted of ten questions, with single and multiple choice questions, and was provided online by a demoscopic company between 27 October and 6 November 2021. It was carried out through a random distribution system among people with previously defined profiles and characteristics from a research panel.
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				For the descriptive and inferential analyses, we worked with the SPSS statistic software (V25.0), which allowed us to check the association between independent and dependent variables of the study3 based on the data matrix generated with the records obtained. Pearson’s chi-square test statistic (X 2) was calculated to decide whether the variables were statistically independent or there was a relationship between them, applying Yates continuity correction (X2y) if there was a degree of freedom. Subsequently, the corrected standardised residuals were analysed to obtain a detailed record of the associations (when chi-squared was significant). This analysis allowed us to specify the direction of the association and detect the values that would contribute most to the value of the statistic. Finally, we evaluated the intensity or magnitude of the relationship (Effect, Size, E.S.), which was assessed by selecting the appropriate statistic according to the measurement level of the variables- nominal, ordinal, metric or interval-.

				3. Results

				The findings below emphasise the relationships identified between the study’s dependent and independent variables, which proved significant in many cases. 

				3.1. Frequency of receiving fake news and the most common topics

				The data shows that Spanish adolescents and young people between 15 and 24 believe they frequently receive fake news through social networks where they have an account (table 2). Only 6.6% of the surveyed express that they are not exposed to this type of content, as opposed to the vast majority (93.4%) who say they receive it at least several times a month, and in almost half the cases (46.7%), weekly.

				Table 2. Frequency of receiving fake news

				
					Frequency

				

				
					Percentage

				

				
					Several times a day

				

				
					71

				

				
					6.6%

				

				
					Every day

				

				
					150

				

				
					14.0%

				

				
					Several times a week

				

				
					264

				

				
					24.7%

				

				
					Once a week

				

				
					352

				

				
					22.0%

				

				
					Several times a month

				

				
					226

				

				
					21.2%

				

				
					Never

				

				
					122

				

				
					11.4%
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					Total

				

				
					1.068

				

				
					100.0%

				

				
					Mean = 3.71; Standard deviation = 1.41

				

				Source: prepared by the authors

				According to the chi-square test of independence, both the educational level (TE=0.226) and the respondents’ age (TE=0.105) seem to influence the frequency with which they receive fraudulent information. In this sense, we can affirm that young people with secondary or tertiary studies [χ2 (35, N=1.068) = 54,693, p<0.05] and those in the 14 to 19 age bracket [χ2 (5, N=1,068) = 11,738, p<0.05] are the most exposed to fake news based on their own perception.

				Respondents usually receive fake news related to political issues (29.6%). This is followed by information on public figures’ activities (20.6%), events (16.7%), health (11.8%), economy (7.45), sports (5.1%), video games (4.4%), culture (4.2%) and others (0.1%).

				The chi-square test statistic reveals a significant association between the fake news topics and the respondents’ sex (TE=0.268). Once the corrected standardised residuals were analysed, we found that the proportions are divergent [χ2 (8, N=946) = 67.712, p<0.05] except for economics and health: men receive more political (33.1%) sports (8.3%) and video game (7.4%) content, and women, more content about Society (26.7%), events (19.4%) and culture (5.6%) (Table 3).

				Table 3. Fake news topics, according to respondents

				
					 

				

				
					Sports

				

				
					Society

				

				
					Politics

				

				
					Economics

				

				
					Culture

				

				
					Events

				

				
					Health

				

				
					Videogames

				

				
					Others

				

				
					Total

				

				
					Men

				

				
					8.3%

				

				
					13.9%

				

				
					33.1%

				

				
					8.1%

				

				
					2.7%

				

				
					13.6%

				

				
					13.0%

				

				
					7.4%

				

				
					0.0%

				

				
					100%

				

				
					Women

				

				
					2.2%

				

				
					26.7%

				

				
					26.5%

				

				
					6.8%

				

				
					5.6%

				

				
					19.4%

				

				
					10.8%

				

				
					1.8%

				

				
					0.2%

				

				
					100%

				

				
					χ2 (8, N=946) = 67,712, p<0.05

				

				Source: created by the authors

				3.2. Sources of fake news

				Spanish youth aged between 15 and 24 say that they receive fake news mainly through social networks such as WhatsApp (25.9%) and Twitter (21.6%), although they also obtain it from general media (19.9%). To a lesser extent, this content comes from YouTubers or influencers they follow (10.7%), social networks other than those already mentioned, such as Instagram or Facebook (9.6%), family and friends (6.1%) and online videos (5.5%).

				The chi-square test shows a significant dependence between the source of the fake information and the educational level (TE=0.249), ideological stance (TE=0.157) and gender (TE= 0.137). Regarding the educational level of respondents (table 4), 

			

		

	
		
			[image: ]
		

		
			
				28 | nº 36, pp. 19-42 | doxa.comunicación

			

		

		
			
				January-June of 2023

			

		

		
			
				Fake news and its perception among Young Spaniards: the influence of socio-demographic factors

			

		

		
			
				ISSN: 1696-019X / e-ISSN: 2386-3978

			

		

		
			
				the individuals with first-degree studies perceive more fake news in the general media (50% of responses). At the same time, those enrolled in a doctoral program state that this type of content originates on social networks (60%).

				Table 4. The source of fake news according to respondents’ educational level

				
					 

				

				
					Media

				

				
					WhatsApp

				

				
					Twitter

				

				
					YouTube

				

				
					YouTubers/

					influencers

				

				
					Family or friends

				

				
					Other social network

				

				
					Total

				

				
					No studies

				

				
					0.0%

				

				
					50.0%

				

				
					0.0%

				

				
					50.0%

				

				
					0.0%

				

				
					0.0%

				

				
					0.0%

				

				
					100%

				

				
					First Grade 

				

				
					50.0%

				

				
					33.3%

				

				
					0.0%

				

				
					0.0%

				

				
					16.7%

				

				
					0.0%

				

				
					0.0%

				

				
					100%

				

				
					Second Grade. 1st cycle 

				

				
					18.5%

				

				
					18.5%

				

				
					11.1%

				

				
					14.8%

				

				
					18.5%

				

				
					0.0%

				

				
					18.5%

				

				
					100%

				

				
					Second Grade. 2nd cycle 

				

				
					19.9%

				

				
					25.4%

				

				
					21.4%

				

				
					5.5%

				

				
					11.9%

				

				
					5.5%

				

				
					10.4%

				

				
					100%

				

				
					Third Grade. 1st cycle 

				

				
					19.5%

				

				
					22.0%

				

				
					22.0%

				

				
					7.6%

				

				
					10.2%

				

				
					11.0%

				

				
					7.6%

				

				
					100%

				

				
					Third Grade. 2nd cycle

				

				
					19.1%

				

				
					28.0%

				

				
					24.2%

				

				
					3.8%

				

				
					8.9%

				

				
					7.6%

				

				
					8.5%

				

				
					100%

				

				
					Third Grade (Master)

				

				
					20.5%

				

				
					29.5%

				

				
					21.8%

				

				
					2.6%

				

				
					7.7%

				

				
					10.3%

				

				
					7.7%

				

				
					100%

				

				
					Third Grade (Doctorate)

				

				
					40.0%

				

				
					20.0%

				

				
					0.0%

				

				
					0.0%

				

				
					0.0%

				

				
					0.0%

				

				
					40.0%

				

				
					100%

				

				
					χ2 (42, N=946) = 58,596, p<0.05

				

				Source: prepared by the authors

				The data corroborates the differences in young people’s ability to identify the source of fake news in relation to those who position themselves ideologically and those who do not share a specific ideology or show no interest in politics [χ2 (6, N=946) = 23,257, p<0,05]. In this sense, those identifying with specific ideas seem to receive more fake news from the media (20.9%). In comparison, those who are “apolitical” are more likely to receive it through social networks such as Instagram or Facebook (21.6%).

				The main gender differences (table 5) lie in how misleading information is received via Twitter, YouTubers, and other social networks [χ2 (6, N=946) = 17.881, p<0.05]: women appear to receive more fake news from influencers (12.6%) and other social media (11.8%), while men more often identify Twitter as a source of misinformation (25.7%).
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				Table 5. Source of fake news according to the respondents’ sex

				
					 

				

				
					Media

				

				
					WhatsApp

				

				
					Twitter

				

				
					YouTube

				

				
					YouTubers/

					influencers

				

				
					Family and friends

				

				
					Other social network

				

				
					Total

				

				
					Men

				

				
					20.6%

				

				
					25.7%

				

				
					25.7%

				

				
					6.3%

				

				
					8.5%

				

				
					6.0%

				

				
					7.2%

				

				
					100%

				

				
					Women

				

				
					19.2%

				

				
					26.1%

				

				
					17.8%

				

				
					4.8%

				

				
					12.6%

				

				
					7.6%

				

				
					11.8%

				

				
					100%

				

				
					χ2 (6, N=946) = 17,881, p<0,05

				

				Source: created by the authors

				3.3. Verifying fake news 

				Many young Spaniards between 15 and 24 say they check news from social networks if they suspect their reliability (79.6%). In 35.4% of the cases, they corroborate them “sometimes” and “usually” in 26.6% and “always” in 17.6%. At the other end of the spectrum are those who do not verify anything (20.4%): 14% say they do “rarely”, while 6.4% never do so.

				This is significantly influenced by ideological position (TE=0.314), educational level (0.294), place of residence (TE=0.169) and age (TE=0.131). The data show that individuals that lean to the right or extreme-right contrast information only sporadically. On the other hand, respondents with a left-wing ideology have an opposing attitude, as they check possible fake news regularly or always (Table 6).

				Table 6. Frequency of contrasting information according to respondents’ ideological position

				
					 

				

				
					Never

				

				
					Rarely

				

				
					Sometimes

				

				
					Usually

				

				
					Always

				

				
					Total

				

				
					0 (extreme left-wing) 

				

				
					12.9%

				

				
					6.5%

				

				
					32.3%

				

				
					22.6%

				

				
					25.8%

				

				
					100%

				

				
					1 

				

				
					0.0%

				

				
					2.9%

				

				
					32.4%

				

				
					29.4%

				

				
					35.3%

				

				
					100%

				

				
					2 

				

				
					3.2%

				

				
					6.4%

				

				
					31.2%

				

				
					36.0%

				

				
					23.2%

				

				
					100%

				

				
					3 

				

				
					3.4%

				

				
					14.1%

				

				
					30.2%

				

				
					34.9%

				

				
					17.4%

				

				
					100%

				

				
					4 

				

				
					6.0%

				

				
					11.9%

				

				
					40.5%

				

				
					26.2%

				

				
					15.5%

				

				
					100%

				

				
					5 

				

				
					4.2%

				

				
					18.3%

				

				
					38.7%

				

				
					21.8%

				

				
					16.9%

				

				
					100%

				

				
					6

				

				
					2.7%

				

				
					12.2%

				

				
					47.3%

				

				
					18.9%

				

				
					18.9%

				

				
					100%

				

			

		

	
		
			[image: ]
		

		
			
				30 | nº 36, pp. 19-42 | doxa.comunicación

			

		

		
			
				January-June of 2023

			

		

		
			
				Fake news and its perception among Young Spaniards: the influence of socio-demographic factors

			

		

		
			
				ISSN: 1696-019X / e-ISSN: 2386-3978

			

		

		
			
				
					7

				

				
					3.1%

				

				
					20.0%

				

				
					41.5%

				

				
					24.6%

				

				
					10.8%

				

				
					100%

				

				
					8

				

				
					7.0%

				

				
					17.5%

				

				
					35.1%

				

				
					29.8%

				

				
					10.5%

				

				
					100%

				

				
					9

				

				
					8.3%

				

				
					0.0%

				

				
					66.7%

				

				
					16.7%

				

				
					8.3%

				

				
					100%

				

				
					10 (extreme right-wing)

				

				
					12.5%

				

				
					13.6%

				

				
					36.2%

				

				
					28.0%

				

				
					17.7%

				

				
					100%

				

				
					χ2 (40, N=789) = 77,753, p<0.05

				

				Source: created by the author.

				Furthermore, the chi-square test statistic and the corrected standardised residuals analysis reveal that the higher the level of education, the more frequently suspicious information is checked (Table 7). This evidence is reinforced by significant combinations such as having no studies, never checking information, being enrolled in a doctoral programme, and constantly checking. Similarly, age has an impact on the frequency of checking [χ2 (4, N=1,068) = 18.623, p<0.05]; thus, most young people aged between 20 and 24 years check information more frequently than those between 15 and 19. 

				Table 7. Frequency of contrasting information according to the educational level of respondents

				
					 

				

				
					Never

				

				
					Rarely

				

				
					Someti-mes

				

				
					Usually

				

				
					Always

				

				
					Total

				

				
					No studies

				

				
					37.5%

				

				
					25.0%

				

				
					12.5%

				

				
					12.5%

				

				
					12.5%

				

				
					100%

				

				
					First Grade 

				

				
					42.9%

				

				
					0.0%

				

				
					57.1%

				

				
					0.0%

				

				
					0.0%

				

				
					100%

				

				
					Second Grade. 1st cycle 

				

				
					27.0%

				

				
					10.8%

				

				
					35.1%

				

				
					16.2%

				

				
					10.8%

				

				
					100%

				

				
					Second Grade. 2nd cycle 

				

				
					6.3%

				

				
					16.6%

				

				
					36.6%

				

				
					24.1%

				

				
					16.4%

				

				
					100%

				

				
					Third Grade. 1st cycle 

				

				
					5.9%

				

				
					9.6%

				

				
					30.4%

				

				
					33.3%

				

				
					20.7%

				

				
					100%

				

				
					Third Grade. 2nd cycle

				

				
					2.4%

				

				
					12.5%

				

				
					38.0%

				

				
					29.4%

				

				
					17.6%

				

				
					100%

				

				
					Third Grade (Master)

				

				
					4.8%

				

				
					9.5%

				

				
					31.0%

				

				
					32.1%

				

				
					22.6%

				

				
					100%

				

				
					Third Grade (Doctorate)

				

				
					0.0%

				

				
					33.3%

				

				
					0.0%

				

				
					16.7%

				

				
					50.0%

				

				
					100%

				

				
					χ2 (28, N=1.068) = 92,549, p<0,05

				

				Source: created by the authors
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				These results are similar to the ones regarding the respondents’ location (Table 8). Individuals residing in more populated municipalities tend to frequently turn to alternative sources if they suspect the veracity of the news item; in fact, 24.5% of young people aged 15 to 24 residing in cities of more than 100 000 inhabitants confirm that they “always” verify unreliable content. This percentage drops to 11.9% in populations with less than 10 000 inhabitants.

				Table 8. Frequency of contrasting information according to the size of respondents’ location

				
					 

				

				
					Never

				

				
					Rarely

				

				
					Sometimes

				

				
					Usually

				

				
					Always

				

				
					Total

				

				
					Less than 10.000 inhabitants

				

				
					8.2%

				

				
					19.4%

				

				
					40.3%

				

				
					20.1%

				

				
					11.9%

				

				
					100%

				

				
					10.001-20.000 hab.

				

				
					6.6%

				

				
					16.8%

				

				
					39.8%

				

				
					21.3%

				

				
					15.6%

				

				
					100%

				

				
					20.001-50.000 inhabitants.

				

				
					5.7%

				

				
					12.0%

				

				
					34.7%

				

				
					31.0%

				

				
					16.7%

				

				
					100%

				

				
					50.001-100.000 inhabitants.

				

				
					5.6%

				

				
					14.0%

				

				
					29.8%

				

				
					32.6%

				

				
					18.0%

				

				
					100%

				

				
					Más de 100.000 inhabitants.

				

				
					6.6%

				

				
					10.4%

				

				
					33.0%

				

				
					25.5%

				

				
					24.5%

				

				
					100%

				

				
					χ2 (16, N=1.068) = 30,608, p<0,05

				

				Source: created by the author

				3.4. Sources used to verify fake news

				Specialised websites are the most used resource to check the information that young people consider unreliable (60.3% of incidents). To a lesser extent, they use general media (25.6%), family and friends (7.5%) and YouTubers or influencers (6.6%).

				The chi-square test indicates that this variable is significantly affected by the individual’s educational level (TE=0,277), political ideology (TE=0,255) and gender (TE=0,109). Table 9 shows respondents who have no studies or are taking the initial education stages regularly rely on YouTubers, influencers, family, and friends to check information. In contrast, those with a higher level of education (baccalaureate, undergraduate, master’s, and doctorate degrees) prefer to visit specialised websites.
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				Table 9. Sources of contrasting information according to the respondents’ level of education

				
					 

				

				
					The Media

				

				
					Specialised Websites

				

				
					Youtubers or influencers

				

				
					Family or Friends

				

				
					Total

				

				
					No studies

				

				
					20.0%

				

				
					0.0%

				

				
					40.0%

				

				
					40.0%

				

				
					100%

				

				
					First Grade 

				

				
					0.0%

				

				
					25.0%

				

				
					75.0%

				

				
					0.0%

				

				
					100%

				

				
					Second Grade. 1st cycle 

				

				
					29.6%

				

				
					44.4%

				

				
					14.8%

				

				
					11.1%

				

				
					100%

				

				
					Second Grade. 2nd cycle 

				

				
					25.3%

				

				
					61.2%

				

				
					5.6%

				

				
					8.0%

				

				
					100%

				

				
					Third Grade. 1st cycle 

				

				
					18.1%

				

				
					64.6%

				

				
					11.0%

				

				
					6.3%

				

				
					100%

				

				
					Third Grade. 2nd cycle

				

				
					28.5%

				

				
					62.2%

				

				
					3.2%

				

				
					6.0%

				

				
					100%

				

				
					Third Grade (Master)

				

				
					31.1%

				

				
					53.8%

				

				
					6.3%

				

				
					8.8%

				

				
					100%

				

				
					Third Grade (Doctorate)

				

				
					16.7%

				

				
					50.0%

				

				
					33.3%

				

				
					0.0%

				

				
					100%

				

				
					χ2 (3, N=1000) = 11,963, p<0,05

				

				Source: created by the authors

				On the other hand, the respondents’ ideological positioning seems to influence how the news is checked [χ2 (30, N=754) = 49.030, p<0.05]. Thus, despite detecting numerous differences between groups, the analysis of corrected standardised residuals reinforces the association between right-wing individuals and the verification of questionable content through family and friends.

				Gender also seems to influence this variable (table 10). The frequency with which men and women turn to YouTubers and family and friends to verify possible fake news differs significantly, as these two channels are more common among young men.
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				Table 10. Sources of contrasting information according to respondents’ sex

				
					 

				

				
					The media

				

				
					Specialised websites

				

				
					Youtubers or influencers

				

				
					Family or friends

				

				
					Total

				

				
					Men

				

				
					23.8%

				

				
					58.1%

				

				
					8.7%

				

				
					9.4%

				

				
					100%

				

				
					Women

				

				
					27.2%

				

				
					62.3%

				

				
					4.7%

				

				
					5.8%

				

				
					100%

				

				
					χ2 (3, N=1000) = 11,963, p<0,05

				

				Source: created by the authors

				3.5. Ability to recognise fake news

				Finally, young Spaniards generally consider themselves capable of detecting fake news (table 11). On a scale of 1 to 5, with 1 being “minimum ability” and 5 “maximum ability,” only 10.6% of respondents chose lower scores (values 1 and 2). On the other hand, 46.4% consider that they are more than sufficiently able in this area (values 4 and 5).

				Table 11. Respondents’ ability to identify fake news

				
					 

				

				
					Frequency

				

				
					Percentage

				

				
					1 (minimum ability)

				

				
					28

				

				
					2.6%

				

				
					2 (low ability)

				

				
					85

				

				
					8.0%

				

				
					3 (medium ability)

				

				
					460

				

				
					43.1%

				

				
					4 (highly ability)

				

				
					397

				

				
					37.2%

				

				
					5 (maximum ability)

				

				
					98

				

				
					9.2%

				

				
					Total

				

				
					1.068

				

				
					100.0%

				

				
					Mean = 3,42; Standard deviation = 0,863

				

				Source: created by the authors

				The results of the chi-square test statistic show associations between the ability to perceive misleading content and respondents’ ideology (TE=0,277) and gender (TE=0,168). Examination of corrected standardised residuals shows that the strength of the association is determined by young people with a clear extreme-right-wing position and their perceived high ability to detect hoaxes [χ2 (40, N=789) = 60.330, p<0.05]. The analysis also shows that the male segment of the population 
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				values their discernment of fake news more positively than the female segment [χ2 (4, N=1,068) = 29.968, p<0.05], since 54% of men consider themselves “highly skilled” at identifying them, compared to only 39.4% of women.

				4. Discussion and conclusions

				There can be little doubt that fake news is a crucial ingredient- unnoticed, unwanted, but ubiquitous- in the population’s media diet. In this research, the authors have tried to obtain an accurate X-ray of adolescent and young Spaniards’ perception of their exposure to fake news based on a broad and representative sample.

				They frequently receive fake news via social networks and instant messaging applications (O1). Almost all respondents receive misleading information (93.4%) at least once a month, and two-thirds receive it weekly. The phenomenon is therefore perceived to be widespread. 

				The incidence differs according to some independent variables: the results reveal that the higher the level of education, the more often fake news is received. Perhaps this is because those with appropriate cognitive tools question messages’ veracity to a greater extent than those with a lower level of education, so they are more aware of being misinformed.

				Secondly, the aim was to identify the predominant topics and origin of fake news (O2) received by young Spaniards. It was in this order, politics, and Society –information about social figures–. This is in line with Vosoughi et al. (2018), Catalina et al. (2019), Mendiguren et al. (2020), Pérez and Pedrero (2021), and Tejedor et al. (2021), who determined that the most frequent subject of fraudulent content circulating on the Internet by far, is politics.

				In this aspect, the analysis of independent variables reveals differences according to the respondents’ sex: there are subjects with a more significant impact among women (Society, and to a lesser extent, news and culture), and other topics whose impact is higher than in male audiences (particularly politics, and to a lesser extent sports and videogames).

				The social networks Whatsapp and Twitter are identified as the primary source of fake news by a significant segment of young Spaniards, which partially coincides with the results obtained by Resende et al. (2019), Herrero et al. (2020), Mendiguren et al. (2020) and Pérez et al. (2021), who ranked Facebook as the second most common channel for disseminating fake news. The media closely follows social media, likely explained by the declining credibility of traditional newspapers and broadcasters, whose content is increasingly distrusted by post-Millenials.

				Finally, we set out to characterise young people’s behaviour when dealing with false information (O3). As Catalina et al. (2017) y Catalina et al. (2019) showed, verifying unreliable news in this population segment seems almost as widespread as its reception since it reaches 80% of the sample, and this is especially true among those who are older, more educated and live in densely populated areas, which seems logical. Ideology also emerges as a significant variable: individuals who declare themselves right-wing check less frequently than those on the centre-left and left. 

				The overall rate obtained here coincides with Mendiguren et al. (2020) and Martín-Herrera and Mocaletto (2021) but not with Pérez et al. (2021), Pérez et al. (2021), Pérez and Pedrero (2021) and De Vicente et al. (2021). Still, as our research is based on a national survey applied to a representative sample of the young population, it seems logical that there are divergences regarding the results obtained by studies that work with a smaller number of individuals.
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				Specialised websites and conventional media are the most frequently consulted for verifying questionable content. Again differences can be detected in this section according to educational level. Thus, young people with a lower education level opt for influencers and family and friends as a source of verification, while more educated individuals prefer to consult specialised websites. The same verification channels that we consider non-professional (YouTubers and the personal environment) are also more frequent among men than women and those on the right of the political spectrum than those who identify with the center-left or the left.

				Finally, it is clear to the authors that an eminently quantitative study like the one presented here does not cover key aspects. Therefore, with a view to future research, it would be advisable to delve into the psychological mechanisms that fake news activates in young people, the traits that allow them to be detected, and the skills needed to recognise and discard them. 

				In this sense, to nullify the persuasive capacity of fraudulent information and to hamper its massive dissemination, it is necessary to promote (this is understood by almost all professionals and academics who have addressed this issue) the population’s media literacy. This is the only way to prevent fake news from continuing to taint public debate and degrade the scaffolding of our democracies, perhaps irreversibly.

				5. Acknowledgements

				Research carried out within the framework of the National R&D Project PID2019-106932RB-I00 “The informative use of social networks by young Spaniards: incidental news consumption, technological conditioning factors and credibility of journalistic content,” funded by the Ministry of Science and Innovation.

				6. Specific contributions from each author

				
					Name and Surnames

				

				
					Conception and design of the work

				

				
					Bernardo Gómez Calderón

				

				
					Methodology

				

				
					Alba Córdoba Cabús

				

				
					Data Collection and Analysis

				

				
					Alba Córdoba Cabús, and Álvaro López Martín

				

				
					Discussion and Conclusions

				

				
					Bernardo Gómez Calderón

				

				
					Drafting, formatting, version revision, and approval 

				

				
					Bernardo Gómez Calderón, and Álvaro López Martín

				

			

		

	
		
			[image: ]
		

		
			
				36 | nº 36, pp. 19-42 | doxa.comunicación

			

		

		
			
				January-June of 2023

			

		

		
			
				Fake news and its perception among Young Spaniards: the influence of socio-demographic factors

			

		

		
			
				ISSN: 1696-019X / e-ISSN: 2386-3978

			

		

		
			
				7. Bibliographical reference

				Alandete, D. (2019). Fake news: la nueva arma de destrucción masiva. Deusto.

				Allcott, H. & Gentzkow, M. (2017). Social media and fake news in the 2016 election. Journal of Economic Perspectives, 31(2), 211-236. https://doi.org/10.1257/jep.31.2.211

				Anderson, M. & Jiang, J. (2018). Teens, social Media & technology 2018. Pew Research Center. https://cutt.ly/0SiVdDR.

				Auberry, K. (2018). Increasing students’ ability to identify fake news through information literacy education and content management systems. The Reference Librarian, 59(4), 179-187. https://doi.org/10.1080/02763877.2018.1489935 

				Bakir, V. & McStay, A. (2018). Fake news and the economy of emotions: Problems, causes, solutions. Digital Journalism, 6(2), 154-175. https://doi.org/10.1080/21670811.2017.1345645 

				Bakshy, E., Messing, S. & Adamic, L. (2015). Exposure to ideologically diverse news and opinion on Facebook. Science, 348(6.239), 1.130-1.132. https://doi.org/10.1126/science.aaa1160 

				Baptista, J. P. & Gradim, A. (2022). A working definition of fake news. Encyclopedia, 2, 632-645. https://doi.org/10.3390/encyclopedia2010043 

				Baptista, J. P., Rodrigues, E., Gradim, A. & Piñeiro-Naval, V. (2021). Partidismo: ¿el verdadero aliado de las fake news? Un análisis comparativo del efecto sobre la creencia y la divulgación. Revista Latina de Comunicación Social, (79), 23-47. https://doi.org/10.4185/RLCS-2021-1509 

				Bärtl, M. (2018). YouTube channels, uploads and views. A statistical analysis of the past 10 years. Convergence, 24(1), 16-32. https://doi.org/10.1177/1354856517736979 

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

				Bastos, M. T. & Mercea, D. (2017). The Brexit botnet and user-generated hyperpartisan news. Social Science Computer Review, 37(1), 38-54. https://doi.org/10.1177/0894439317734157 

				Blanco, D., Amores, J. y Sánchez, P. (2021). Citizen perceptions of fake news in Spain: Socioeconomic, demographic, and ideological differences. Publications, 9(35), 87-100. https://doi.org/10.3390/publications9030035

				Blanco-Alfonso, I. (2020). Posverdad, percepción de la realidad y opinión pública. Una aproximación desde la fenomenología. Revista de Estudios Políticos, (187), 167-186. https://doi.org/10.18042/cepc/rep.187-06 

				Blanco-Alfonso, I., García-Galera, M. C. & Tejedor, S. (2019). El impacto de las fake news en la investigación en Ciencias Sociales. Revisión bibliográfica sistematizada. Historia y Comunicación Social, 24(2), 449-469. https://doi.org/10.5209/hics.66290 

				Bosworth, K. (2019). The people know best: Situating the counterexpertise of populist pipeline opposition movements. Annals of the American Association of Geographers, 109(2), 581-592. https://doi.org/10.1080/24694452.2018.1494538 

				Bovet, A. & Makse, H. (2019). Influence of fake news in Twitter during the 2016 U.S. presidential election. Nature Communications, 10(7). https://cutt.ly/ryiBxnH.

			

		

	
		
			[image: ]
		

		
			
				doxa.comunicación | nº 36, pp. 19-42 | 37

			

		

		
			
				January-June of 2023

			

		

		
			
				Bernardo Gómez-Calderón, Alba Córdoba-Cabús and Álvaro López-Martín

			

		

		
			
				ISSN: 1696-019X / e-ISSN: 2386-3978

			

		

		
			
				Brennen, J., Simon, F., Howard, P. & Nielsen, R. (2020). Types, source, and claims of COVID-19 misinformation. Reuters Institute. https://cutt.ly/Nt7wNEX.

				Caldeiro, M. C. & Aguaded, I. (2015). Alfabetización comunicativa y competencia mediática en la sociedad hipercomunicada. RIDU. Revista Digital de Investigación en Docencia Universitaria, 9(1), 37-56.

				Canavilhas, J., Colussi, J. & Moura, Z. B. (2019). Desinformación en las elecciones presidenciales 2018 en Brasil: un análisis de los grupos familiares en WhatsApp. El Profesional de la Información, 28(5), e280503. https://doi.org/10.3145/epi.2019.sep03

				Carballo, W. & Marroquin, A. (2020). Salvadoreños en tiempos digitales Media literacy and news consumption among young Salvadorans in digital times. Revista Cubana de Información y Comunicación, (9), 22–33. 

				Casero-Ripollés, A. (2012). Más allá de los diarios: el consumo de noticias de los jóvenes en la era digital. Comunicar, (39), 151-158. https://doi.org/10.3916/C39-2012-0305

				Catalina, B., Sousa, J. P. & Cristina, L. C. (2019). Consumo de noticias y percepción de fake news entre estudiantes de Comunicación de Brasil, España y Portugal. Revista de Comunicación, 18(2), 93-115. https://doi.org/10.26441/RC18.2-2019-A5 

				Catalina, B., Vozmediano, M. M. & García, A. (2017). Los jóvenes universitarios y sus pautas de consumo y difusión de noticias según la tendencia ideológica. Fonseca, Journal of Communication, (15), 57-73. http://dx.doi.org/10.14201/fjc2017155773 

				Cebrián, D. (2019). Identificación de noticias falsas sobre ciencia y tecnología por estudiantes del grado de Primaria. Píxel-Bit. Revista de Medios y Educación, (55), 23-36. https://doi.org/10.12795/pixelbit.2019.i55.02 

				Center for Internet Studies and Digital Life (2022). Digital News Report.es. https://cutt.ly/a1NZLMI. 

				Children’s Commissioner (2017). Growing up digital. A report of the growing up digital taskforce. https://cutt.ly/0SiVRTx.

				Comisión Europea (2022). Eurobarómetro Standard 96. Opinión pública en la Unión Europea. https://cutt.ly/3GAkK5L.

				Cunningham, S. & Craig, D. (2017). Being ‘really real’ on YouTube: authenticity, community and brand culture in social media entertainment. Media International Australia, 164(1), 71-81. https://doi.org/10.1177/1329878X17709098 

				De Vicente, A. M., Bañares, A. B. & Sierra, J. (2021). Young Spanish adults and disinformation: Do they identify and spread fake news and are they literate in it? Publications, 9(1), 1-16. https://doi.org/10.3390/publications9010002 

				Del Fresno-García, M. (2019). Desórdenes informativos: Sobreexpuestos e infrainformados en la era de la posverdad. El Profesional de la Información, 28(3), 1-11. https://doi.org/10.3145/epi.2019.may.02 

				Dumitru, E.-A. (2020). Testing children and adolescents’ ability to identify fake news: a combined design of quasi-experiment and group discussions. Societies, 10(71). https://doi.org/10.3390/soc10030071 

				Férdeline, A. (2021). Youth and the news in five charts. Centre for International Media Assistance. https://n9.cl/ohili 

				Figueira, J. & Santos, S. (2019). Percepción de las noticias falsas en universitarios de Portugal: análisis de su consumo y actitudes. El Profesional de La Información, 28(3), 1-17. https://doi.org/10.3145/epi.2019.may.15 

				Fletcher, R., Schifferes, S. & Thurman, N. (2020). Building the ‘Truth-meter’: Training algorithms to help journalists assess the credibility of social media sources. Convergence, 26(1), 19-34. https://doi.org/10.1177/1354856517714955 

			

		

	
		
			[image: ]
		

		
			
				38 | nº 36, pp. 19-42 | doxa.comunicación

			

		

		
			
				January-June of 2023

			

		

		
			
				Fake news and its perception among Young Spaniards: the influence of socio-demographic factors

			

		

		
			
				ISSN: 1696-019X / e-ISSN: 2386-3978

			

		

		
			
				Franceschi, J. & Pareschi, L. (2022). Spreading of fake news, competence, and learning: kinetic modeling and numerical approximation. Philosophical Transactions of the Royal Society A, 380. https://doi.org/10.1098/rsta.2021.0159 

				García, N., Sanjuán, Y. & Maza, F. J. (2021). Actitud frente a las fake news entre jóvenes universitarios. Revista de Jóvenes Investigadores Ad Valorem, 4(2), 82-102. https://doi.org/10.32997/RJIA-vol.4-num.2-2021-3702 

				García-Galera, M. C., Del-Hoyo-Hurtado, M. & Blanco-Alfonso, I. (2022). Desinformación e intención comunicativa: una propuesta de clasificación de fake news producidas en entornos periodísticos profesionales. Revista Mediterránea de Comunicación, 11(2), 105-118. https://doi.org/10.14198/MEDCOM2020.11.2.16 

				García-Marín, D. & Salvet-Martinrey, G. (2022). Tendencias en la producción científica sobre desinformación en España. Revisión sistematizada de la literatura (2016-2021). AdComunica, (23), 23-50. https://doi.org/10.6035/adcomunica.6045 

				Gómez-Calderón, B.; Córdoba-Cabús, A. & Méndez-Nieto. A. (2020). Jóvenes y fake news. Un análisis sociodemográfico aplicado al caso andaluz. I/C. Revista Científica de Comunicación e Información, (17), 481-504. https://n9.cl/4fod9.

				Gorman, S. E. & Gorman, J. M. (2016). Denying to the grave: Why we ignore the facts that will save us. Oxford University Press.

				Gottfried, J. & Shearer, E. (2017). News use across social media platforms. Pew Research Center. https://pewrsr.ch/2A2orUT.

				Grice, A. (2017). Fake news handed Brexiteers the referendum –and now they have no idea what they’re doing. Independent (18-02-2017). https://ind.pn/2OJoVpU.

				Guess, A., Nagler, J. & Tucker, J. (2019). Less than you think: Prevalence and predictors of fake news dissemination on Facebook. Science Advances, 5(1), eaau4586. https://doi.org/10.1126/sciadv.aau4586

				Hargittai, E., Fullerton, L., Menchen-Trevino, E. & Thomas, K.-Y. (2010). Trust online: Young adults’ evaluation of web content. International Journal of Communication, (4), 468-494. 

				Herrero, P., Conde, J. & Reyes, S. (2020). Teens’ motivations to spread fake news on WhatsApp. Social Media + Society, julio-septiembre, 1-14. https://doi.org/10.1177/2056305120942879

				Herrero, P., Conde, J., Tapia, A. & Varona, D. (2019). The credibility of online news: an evaluation of the information by university students. Cultura y Educación, 31(2), 407-435. https://doi.org/10.1080/11356405.2019.1601937 

				Himma-Kadakas, M., Rajavee, A., Orgmets, M. L., Eensaar, L. & Kõuts-Klemm, R. (2018). The food chain of YouTubers: engaging audiences with formats and genres. Observatorio (OBS*), special issue, 54-75. https://doi.org/10.15847/obsOBS0001385 

				Ho, S., Goh, T. J. & Leung, Y. W. (2022). Let’s nab fake science news: Predicting scientists’ support for interventions using the influence of presumed media influence model. Journalism, 23(4), 910-928. https://doi.org/10.1177/1464884920937488 

				Imaduwage, S., Kumara, P. N. & Samaraweera, J. (2022). Importance of user representation in propagation network-based fake news detection: A critical review and potential improvements. 2022 2nd International Conference on Advanced Research in Computing (ICARC), 90-95. https://doi.org/10.1109/ICARC54489.2022.9754103 

				Incibe (2019). Protección del menor ante las fake news [Protection of minors against fake news]. Mundo Digital. https://cutt.ly/GSiMy3d.

				INE (2022). Demografía y población. https://cutt.ly/myi1sWu.

			

		

	
		
			[image: ]
		

		
			
				doxa.comunicación | nº 36, pp. 19-42 | 39

			

		

		
			
				January-June of 2023

			

		

		
			
				Bernardo Gómez-Calderón, Alba Córdoba-Cabús and Álvaro López-Martín

			

		

		
			
				ISSN: 1696-019X / e-ISSN: 2386-3978

			

		

		
			
				Kahne, J. & Bowyer, B. (2017). Educating for democracy in a partisan age: Confronting the challenges of motivated reasoning and misinformation. American Educational Research Journal, 54(1), 3-34. https://doi.org/10.3102/0002831216679817

				Kapantai, E., Christopoulou, A., Berberidis, C. & Peristeras, V. (2021). A systematic literature review on disinformation: Toward a unified taxonomical frameword. New Media & Society, 23(5), 1.301-1.326. https://doi.org/10.1177/1461444820959296 

				Kappes, A., Harvey, A. H., Lohrenz, T., Montague, P. & Sharot, T. (2020). Confirmation bias in the utilisation of others’ opinion strength. Nature Neuroscience, 23(11), 130-137. https://doi.org/10.1038/s41593-019-0549-2 

				Kaufman, C. (2021): Civil education in a fake news era: Lessons for the methods classroom. Journal of Political Science Education, 17(2), 326-331. https://doi.org/10.1080/15512169.2020.1764366 

				Lazer, D. M., Baum, M. A., Benkler, Y., Berinsky, A., Greenhill, K. M., Menczer, F. & Zittrain, J. L. (2018). The science of fake news. Science, 359(6.380), 1.094-1.096.

				Leeder, C. (2019). How college students evaluate and share “fake news” stories. Library and Information Science Research, (41), 100967. https://doi.org/10.1016/j.lisr.2019.100967 

				Leu, D. J., Reinking, D., Carter, A., Castek, J., Coiro, J., Henry, L.A. & Zawilinski, L. (2007). Defining online reading comprehension: Using think aloud verbal protocols to refine a preliminary model of Internet reading comprehension processes. American Educational Research Association. http://docs.google.com/Doc?id=dcbjhrtq_10djqrhz. 

				Loos, E., Ivan, L. & Leu, D. (2018). “Save the Pacific Northwest tree octopus”: A hoax revisited. Or: How vulnerable are school children to fake news? Information and Learning Sciences, (119), 514–528.

				López-Martín, Á. & Córdoba-Cabús, A. (2021). Fake news y desinformación como herramientas desacreditadoras: Estructura y difusión de los bulos sobre feminismo. En L. Vega Caro y A. Vico Bosch (Coords.), Igualdad y calidad educativa: Oportunidades y desafíos de la enseñanza (pp. 461-481). Madrid: Dykinson.

				López-Martín, Á., Gómez-Calderón, B. & Córdoba-Cabús, A. (2021). Desinformación y verificación de datos. El caso de los bulos sobre la vacunación contra la Covid-19 en España. RISTI-Revista Ibérica de Sistemas e Tecnologias de Informaçao, (E45), 431-443. https://cutt.ly/iGAlQyO.

				Magallón, R. (2018). Nuevos formatos de verificación. El caso de Maldito Bulo en Twitter. Sphera Publica, 1(18), 41-65. 

				Magallón, R. (2019a). Unfaking news. Pirámide. 

				Magallón, R. (2019b). Desinformación en campaña electoral. Telos (15-05-2019). https://cutt.ly/byi1M5v.

				Marchi, R (2012). With Facebook, blogs, and fake news, teens reject journalistic “objectivity.” Journal of Communication Inquiry, 36(3), 246-262. https://doi.org/10.1177/0196859912458700 

				Martín-Herrera, I. & Micaletto, J. P. (2021). Opiniones y actitudes de los estudiantes universitarios de Comunicación ante las fake news. Diagnóstico en un ecosistema docente. Comunicación y Hombre, (17), 193–206. 

				Masip, P., Almenar, E., Ramspot, S. A. & Capilla, P. (2020). El consumo de información durante el confinamiento por el coronavirus: medios, desinformación y memes. Digilab. https://cutt.ly/jyi0w0q.

			

		

	
		
			[image: ]
		

		
			
				40 | nº 36, pp. 19-42 | doxa.comunicación

			

		

		
			
				January-June of 2023

			

		

		
			
				Fake news and its perception among Young Spaniards: the influence of socio-demographic factors

			

		

		
			
				ISSN: 1696-019X / e-ISSN: 2386-3978

			

		

		
			
				McGrew, S., Breakstone, J., Ortega, T., Smith, M. D. & Wineburg, S. (2018). Can students evaluate online sources? Learning from assessments of civic online reasoning. Theory & Research in Social Education, 46(2), 165-193. https://doi.org/10.1080/00933104.2017.1416320 

				McGrew, S., Ortega, T., Breakstone, J. & Wineburg, S. (2017). The challenge that’s bigger than fake news: Civic reasoning in a social media environment. American Educator, 4(3), 4-9. 

				Mendiguren, T., Pérez, J. & Meso, K. (2020). Actitudes ante las fake news: Estudio del caso de los estudiantes de la Universidad del País Vasco. Revista de Comunicación, 19(1), 171-184. https://doi.org/10.26441/RC19.1-2020-A10

				Mihailidis, P. & Samantha, V. (2017). Spreadable spectacle in digital culture: Civic expression, fake news, and the role of media literacies in “post-fact” society. American Behavioral Scientist, 61(4), 441-454. https://doi.org/10.1177/0002764217701217

				Musgrove, A., Powers, J., Rebar, L. & Musgrove, G. (2018). Real or fake? Resources for teaching college students how to identify fake news. College & Undergraduate Libraries, 25 (3), 243-260. https://doi.org/10.1080/10691316.2018.1480444 

				Newman, N., Dutton, W.H. & Blank, G. (2012). Social media in the changing ecology of news: The fourth and fifth estate in Britain. International Journal of Internet Science, 7(1). https://bit.ly/1FmAafU.

				Newman, E. & Zhang, L. (2021). Truthiness: How non-probative photos shape belief. En R. Greinfeneder, M. Jaffé, E. Newman & N. Schwarz (Eds.), The psychology of fake news. Accepting, sharing and correcting misinformation (pp. 90-114). Routledge.

				Nielsen, R. K. & Schrøder, K. C. (2014). The relative importance of social Media for accessing, finding, and engaging with news. Digital Journalism, 2(4), 472-489. https://doi.org/10.1080/21670811.2013.872420 

				Oliveira, J. & Rossi, M. (2018). WhatsApp, el elemento distorsionador de la campaña en Brasil. El País (07-10-2018). https://bit.ly/2QxPleA.

				Paniagua, F., Seoane, F. & Magallón, R. (2020). Anatomía del bulo electoral: la desinformación política durante la campaña del 28-A en España. Revista CIDOB d’Afers Internacionals, (124), 123-145. https://doi.org/10.24241/rcai.2020.124.1.123 

				Paskin, D. (2018). Real or fake news: Who knows? The Journal of Social Media in Society, 7(2), 252-273.

				Pérez, A., Barón, G. & Rubio, J. (2021). Mapeo del consumo de medios en los jóvenes: redes sociales, fake news y confianza en tiempos de pandemia. index.comunicación, 11(2), 187-208.

				Pérez, A., Pedrero, L. M., Rubio, J. & Jiménez, C. (2021). Fake news reaching young people on social networks: Distrust challenging media literacy. Publications, 9(2), 24. https://doi.org/10.3390/publications9020024 

				Pérez, A. & Pedrero, L. M. (2021). Retos del periodismo frente a las redes sociales, las fake news y la desconfianza de la generación Z. Revista Latina de Comunicación Social, (79), 67-85. https://www.doi.org/10.4185/RLCS-2021-1519 

				Pérez-Curiel, C. & Velasco, A. M. (2020). Impacto del discurso político en la difusión de bulos sobre Covid-19. Influencia de la desinformación en públicos y medios. Revista Latina de Comunicación Social, (78), 86-119. https://doi.org/10.4185/RLCS-2020-1469 

				Pilgrim, J., Vasinda, S., Bledsoe, C. & Martinez, E (2019). Critical thinking is critical: Octopuses, online sources, and reliability reasoning. The Reading Teacher, 73(1), 85-93.

			

		

	
		
			[image: ]
		

		
			
				doxa.comunicación | nº 36, pp. 19-42 | 41

			

		

		
			
				January-June of 2023

			

		

		
			
				Bernardo Gómez-Calderón, Alba Córdoba-Cabús and Álvaro López-Martín

			

		

		
			
				ISSN: 1696-019X / e-ISSN: 2386-3978

			

		

		
			
				Ranieri, M., Di Stasio, M. & Bruni, I. (2018). Insegnare e apprendere sulle fake news. Uno studio esplorativo in contesto universitario. Media Education, (9), 94-111.

				Raponi, S., Khalifa, Z., Oligeri, G. & Di Pietro, R. (2022). Fake news propagation: a review of epidemic models, datasets and insights. ACM Transactions on the Web. https://doi.org/10.1145/3522756 (En prensa).

				Resende, G., Melo, P., Sousa, H., Messias, J., Vasconcelos, M., Almeida, J. & Benvenuto, F. (2019). (Mis)Information dissemination in WhatsApp: Gathering, analysing and countermeasures. En V.V. AA., The World Wide Web Conference (pp. 818-828). ACM. 

				Salaverría, R., Buslón, N., López-Pan, F., León, B., López-Goñi, I. & Erviti, M. C. (2020). Desinformación en tiempos de pandemia: tipología de los bulos sobre la Covid-19. El Profesional de la Información, 29(3), e290315. https://doi.org/10.3145/epi.2020.may.15 

				Sánchez-García, F. J. (2021). Educar la mirada. El discurso informativo de las fake news en el currículo de Secundaria y Bachillerato. Contextos Educativos, (27), 153-167. https://doi.org/10.18172/con.4865 

				Schwarz, N. & Jalbert, M. (2021). When (fake) news feels true: Intuitions of truth and the acceptance and correction of misinformation. En R. Greinfeneder, M. Jaffé, E. Newman & N. Schwarz (Eds.), The psychology of fake news. Accepting, sharing and correcting misinformation (pp. 73-89). Routledge.

				Smith, A. & Anderson, M. (2018). Social media use in 2018. Pew Research Center. https://cutt.ly/LSiBi4V.

				Sobral, F. & De Morais, N. (2020). La cultura de la información falsa en la red: la perspectiva de un grupo de estudiantes en Portugal. Revista Prisma Social, (29), 172-194.

				Sveningsson, M. (2015). ‘It’s only a pastime, really’: Young people’s experiences of social Media as a source of news about public affairs. Social Media + Society, 1(2), 1-11.

				Tandoc, E. C., Jenkins, J. & Craft, S. (2019). Fake news as a critical incident in journalism. Journalism Practice, 13(6), 673-689. https://doi.org/10.1080/17512786.2018.1562958

				Tandoc, E. C., Thomas, R. J. & Bishop, L. (2021). What is (fake) news? Analysing news values (and more) in fake stories. Media and Communication, 9(1), 110-119. https://doi.org/10.17645/mac.v9i1.3331 

				Tejedor, S., Portalés, M., Carniel, R., & Cervi, L. (2021). Journalism students and information consumption in the era of fake news. Media and Communication, 9(1), 338-350. https://doi.org/10.17645/MAC.V9I1.3516 

				Thurman, N. & Fletcher, R. (2017). Has digital distribution rejuvenated readership? Journalism Studies, 20(4), 542-562. https://doi.org/10.1080/1461670X.2017.1397532 

				Valverde, J., González, A. & Acevedo, J. (2022). Disinformation and multiliteracy: A systematic review of the literature. Comunicar, 70(XXX), 93-105. https://doi.org/10.3916/C70-2022-08 

				Van-der-Linden, S. & Roozenbeek, J. (2021). Psychological inoculation against fake news. En R. Greinfeneder, M. Jaffé, E. Newman & N. Schwarz (Eds.), The psychology of fake news. Accepting, sharing and correcting misinformation (pp. 147-169). Routledge.

			

		

	
		
			[image: ]
		

		
			
				42 | nº 36, pp. 19-42 | doxa.comunicación

			

		

		
			
				January-June of 2023

			

		

		
			
				Fake news and its perception among Young Spaniards: the influence of socio-demographic factors

			

		

		
			
				ISSN: 1696-019X / e-ISSN: 2386-3978
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