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40% of US adults get news online
(Pew, 2016)

19M Likes 26M Likes 5M Likes3M Likes

ELM, PI
(Fogg, 2003;

Petty & Cacioppo, 1986)

# Gr. N Topic Likes Z, 
Effect
Size

1 5 91 Sleeping
Diet

2/16,000
2/11,000

Z=0.3
Z=2.3*

r=0.24

2 6 90 Mosquito 2/7,000 Z=4.2*

r=0.45

3 7 91 Blood 
System

2/10,000 Z=4.3*

r=0.45

4 10 90 Camel 2/10,000 Z=1.8

Study 2: Popularity
(School Kids)
More Likes = more credible,
but only for non-familiar content

Study 1: Peripheral Route
(University Students)
More “positive” peripheral cues =
more credible (controlled for interest, 
expertise). Eye tracking data shows 
different heuristics used.

Variable Status Value Z,
Effect 
Size

Feelings 
Towards
Status

Wine 4.3 Z=2.2*

r=0.5
Mole 3.6

Credibility 
Assessment

Wine 4.1 Z=2.1*

r=0.5
Mole 3.1

Study 3: Popularity Heterogeneity 
(University Students)
More heterogeneous sharing = more credible

Group Credibility 
Assessment

Z, Effect 
Size

Homogeneous 3.4 Z=1.3**

r=0.14
Heterogeneous 3.7

Study 4: Tie Strength
(University Students)
Tie strength (to information sharer) is a positive predictor 
of recipient’s credibility assessment

Variable Step 1 Step 2

β t β t

Age -0.04 -0.75 -0.05 -1.18

Gender -0.05 -0.96 -0.09 -0.79

Facebook Use 0.13 2.44* 0.04 0.87

Facebook Activity -0.18 -3.24** -0.03 -0.08

Need for Cognition -0.06 -1.03 -0.05 -1.07

Tie-Strength 0.65 14.84***

Adjusted R2 0.06 0.44

F 4.74*** 43.36***


