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ABSTRACT

KEYWORDS

Fake news has trumped up attention across cultures from the United States Elections to the Arab
Spring. While political marketers have long used the language of fear and persuasion in their
messaging, social media has intensified its impact. The purpose of this study is to investigate the
influence of demographics and culture on the spread of fake news via social media. Based on
a quantitative study, it finds that culture has the most significant impact on the spread of fake
news. Results shows that age and not gender or education has a greater influence on the
acceptance of fake news in particular cultures.

Fake news; social media;
technology adoption;
culture; technology
acceptance model;
electronic word of mouth

Introduction
Social media has made access to and exchange of
news and information in written, verbal and visual
form, very convenient and easy. As a result, the
spread of fake news has been a growing phenomenon. Broadly, the term fake news has been
referred to as propaganda, deception, manipulation, fabrication, news satire and news parody
(Khaldarova & Pantti, 2016; Marchi, 2012;
Tandoc Jr, Lim, & Ling, 2017). More specifically,
we adopt the definition by Bakir and McStay
(2017, p. 1) as ‘either wholly false or containing
deliberately misleading elements incorporated
within its content or context’. It is usually circulated online and has a specific objective of using
emotion to generate attention and viewing time
toward aims such as messaging around populace
or divisive themes; image tarnishing; and intimidating the press, shutting down and silencing dissent. While political marketers have long used the
language of fear and persuasion in their messaging, the attention placed on fake news is increasing in intensity throughout the world, from the
Arab Spring to the 2016 United States Elections.
The country selected for this study is Saudi
Arabia as it has one of the highest rates of censorship internationally (Chaudhry, 2014) and also
the highest number of Internet users among
Arabic countries (Balfaqeeh, 2017). While it has
not experienced the violent public protests of
CONTACT Giselle Rampersad
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neighboring Gulf nations, the country’s educated
tech-savvy youth have begun to express more
vocal opposition (Chaudhry, 2014). The spread
of fake news has led to the government recognizing the detrimental effect that fake news can have
on the political stability of the country. The
Arab spring was a wake-up call for the Saudi
Arabian government to realize the impact that
social media can have on its citizens. Therefore,
the research question of this study is ‘What is
the influence of demographics and culture on
the acceptance of fake news through social
media in Saudi Arabia?’
In addressing this research question, the study
draws on various works of literature, specifically,
technology adoption and electronic-Word-ofMouth. It then involves an online quantitative survey
to provide insights into the factors which lead to the
spread of fake news through social media in Saudi
Arabia. Data is then analyzed using Structural
Equation Modeling (SEM) with AMOS to determine
the most significant factors impacting on the acceptance of fake news.
The study is important in providing empirical
evidence to improve understanding of the spread
of fake news via social media. Therefore, this study
is vital in increasing awareness and sensitivity
around the influence of demographic and cultural
factors on the acceptance of fake news through
social media in Saudi Arabia.
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Key factors influencing fake news acceptance
In attempting to understand key factors influencing
the acceptance of fake news, this study integrates the
works of literature on technology adoption and electronic Word-of-mouth (e-Wom).
Technology adoption is a series of theories that tell
us the characteristics of technology that make it more
or less likely to be adopted in a community or society.
It examines variables such as the attitude to technology by users and the usefulness of on its acceptability
(Davis, 1989). The technology adoption literature has
previously been investigated in a number of contexts
for instance in electronic education (Karim &
Rampersad, 2017), e-government (Alzharani, 2014),
workplaces (Glass & Li, 2010), consumer and online
social networks (Hartzel, Marley, & Spangler, 2016)
contexts, albeit not in the context of the spread of fake
news.
Additionally, within the electronic-Word-ofmouth (e-Wom) literature, researchers have
explored characteristics such as the comprehensibility of messages and the willingness of consumers to adopt various e-Wom messages (Cheung
& Lee, 2012; Cheung, Lee, & Rabjohn, 2008; Teng,
Khong, Chong, & Lin, 2017). With respect to this
study, the strength of the e-Wom model is that it
focuses on messages which have parallels with
news or fake news as studied in this research.
However, while the technology adoption literature
focuses on technology rather than messaging, it

provides additional value in offering approaches
to examine and measure acceptance and use.
Therefore, the integration of the works of literature on technology adoption and e-Wom would
help in better understanding the key factors influencing the spread of fake news as shown in Figure 1
which is discussed further throughout this section.

Age

The Arab Spring has been synonymous with the
social media savviness of young people as social
media use is concentrated disproportionally
among the youth (Xenos, Vromen, & Loader,
2014). As high as 83% of the adults using social
media is in the 18–29 age range (Hartzel et al.,
2016). Many studies have emerged that have
examined the impact of age on political engagement via social media (Bode, 2012; Conroy,
Feezell, & Guerrero, 2012; Gil de Zúñiga, Jung, &
Valenzuela, 2012; Vitak et al., 2011). These studies
have generally focused on the power of social
media to reduce political inequality based on age.
Additionally, Park (2015) argued that young people are more receptive and react more emotionally
to negative political news on twitter. Some studies
have focused on how social media has been
a leveler for age in political participation particularly in terms of the election results in the USA
(Barack Obama’s 2012 Election results), UK,
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Figure 1. Key factors influencing the acceptance of fake news.
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Australia and Sweden (Holt, Shehata, Strömbäck,
& Ljungberg, 2013; Xenos et al., 2014). Within the
Middle Eastern context, Tufekci and Wilson
(2012) examined the role of social media in political protests in Tahrir Square, Egypt. They surveyed 1,200 people in the 2-week period following
the protest. They found that the average age of
protesters was 28.5 years. Almost half of the protesters had a Facebook profile (52%) and most of
them used it for communicating about the protest.
As high as 16% of the protesters had a twitter
account and 13% used it for communicating
about the protest. They call for future research
for the spread of such news in authoritarian contexts. We therefore hypothesize:
Hypothesis 1: Age positively impacts on the acceptance of fake news.

Gender

Within the technology adoption literature, while
many studies have suggested that women are less
likely to adopt new technology (Allyn, 2003; Li,
Records, & Fougere, 2004; Shashaani & Khalili,
2001), others have suggested that gender gaps are
closing (Rainer Jr, Laosethakul, & Astone, 2003; Ray,
Sormunen, & Harris, 1999). Aman and Jayroe (2013)
argue that online anonymity has empowered Saudi
Arabians, with over half of the authors of Saudi blogs
being women, particularly pertaining to female social
issues. They give examples of popular women blogs
such as Farah’s Sowaleep, Saudi Eve and Thought in
the Kingdom of Lunacy, that challenge male domination. Online female activists have posted petitions to
give Saudi women permission to drive (Chaudhry,
2014), a right that has now been granted. Balfaqeeh
(2017) provides an analysis of how anonymity can
lead to negative behavior online, particularly against
women such as trolling, flaming, lurking and deception as perpetrators may be less accountable for the
consequences of their actions. He goes on to provide
a vivid investigation of how language used, degree of
hostility versus a facilitative approach varies among
genders in Saudi Arabia. However, more research is
needed on the role of gender on the spread of fake
news specifically. Consequently, we propose the following hypothesis:
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Hypothesis 2: Gender positively influences the acceptance of fake news.
Education

The literature provides mixed findings on the
impact of education on the spread of fake news
via social media. In the United States Election in
2016, the common sentiment was the uneducated
disenfranchised were responsible for the acceptance of fake news (Allcott & Gentzkow, 2017).
On the other hand, protesters in the Egyptian
Tahrir Square protests in 2011 were well educated
with 60.3% of them with a college or university
degree and 9.6% reported as having a postgraduate
degree (Tufekci & Wilson, 2012). We therefore
need additional research to address this contradiction on the impact of education on the spread of
fake news. Therefore, we include the hypothesis:
Hypothesis 3: Education positively impacts the acceptance of fake news.
Culture

Hofstede (1991, p. 5) defines culture as “the collective programming of the mind which distinguishes the members of one group or category of
people from another”. While there are many
approaches to culture, Hofstede’s (1991) conceptualization is used as it clear, and offers useful,
communicable and widely employed dimensions
of culture including power-distance (whether less
powerful members within a country accept that
unequal division of power); individualism versus
collectivism (whether there are loose ties within
a community with people looking after themselves
rather than each other cohesively); femininity versus masculinity (whether there are distinct emotional-gendered roles with men being assertive
with material success while women more tender
and focused on caring in the home); uncertainty
avoidance (some cultures being more anxious in
risky situations).
Saudi Arabia has a culture with high levels of
power distance (authoritarian), masculinity (high
gender distinction), collectivism (high importance
on families and groups) and uncertainty avoidance
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(given rigid codes of belief) (Al-Sukkar, 2005;
Karim, 2017).
While prior studies have begun to explore the role
of culture on social media adoption, more research is
needed to examine this in a Middle Eastern context
and also to empirically measure the various dimensions of culture in further depth. For instance,
Hartzel et al. (2016) investigated social media use
among graduate students in India, China, and the
United States. However, they argue that future
research should further investigate various aspects
of culture as defined by Hofstede (1991). Other
studies examined the use of social media for online
volunteerism such as responding to natural disasters
(Gao, Barbier, & Goolsby, 2011) and environmental
causes (Mankoff, Matthews, Fussell, & Johnson,
2007). While some have looked at political engagement, for instance, the uprisings in Egypt (Attia,
Aziz, Friedman, & Elhusseiny, 2011; Iskander,
2011) and Tunisia (Marzouki, Skandrani-Marzouki,
Béjaoui, Hammoudi, & Bellaj, 2012), further
research is needed to more specifically examine the
spread of fake news. Similarly, within the e-WOM
literature, Cheung and Lee (Cheung & Lee, 2012)
argued that culture, particularly the degree of collectivism, influences consumers to spread e-WOM in
online consumer-online platforms, albeit not in the
context of fake news. Therefore, we hypothesize:

are without factual basis” (Tandoc Jr et al., 2017,
p. 11). Communication that is less tacit and implicit and more explicit and factual is easier to understand (Moenaert, Caeldries, Lievens, & Wauters,
2000). Sullivan (1999) argues that the more
detailed the message, the greater the likelihood of
user adoption. We therefore hypothesize:

Hypothesis 4: Culture positively influences the
acceptance of fake news.

Hypothesis 7: Comprehensibility mediates the
relationship between gender and the acceptance
of fake news.

Comprehensibility

Comprehensibility has emerged as an important
factor in the e-Wom literature. Broadly it refers
to the completeness of information. More specifically it is defined as “information that is understandable and informative with breadth and
depth” (Teng et al., 2017, p. 78) and pertains to
the degree of difficulty that communication receivers report in attempting to understand a message
(Kang, 2010). Comprehensibility also refers to the
facticity or the “degree to which fake news relies
on facts. For example, satire relies on facts but
presents it in a diverting format, while parodies
and fabricated news take a broad social context
upon which it fashions fictitious accounts. Native
advertising uses one-sided facts, while fabrications

Hypothesis 5: Comprehensibility positively influences the acceptance of fake news
Furthermore, comprehensibility may be an important mediator in the relationship between demographic and cultural factors and the acceptance of
fake news. For instance, some authors have proposed
the persuasiveness or perceptions of comprehensibility of messages may be affected by culture and in
turn this affects the adoption of e-WOM (Laroche,
Toffoli, Zhang, & Pons, 2001). Similarly, in a socalled post-truth world, the comprehensibility of
messages may mediate how gullible people of different genders, ages, and educational backgrounds are
in being prone to adopt fake news. Consequently, we
propose the following hypotheses:
Hypothesis 6: Comprehensibility mediates the
relationship between age and the acceptance of
fake news.

Hypothesis 8: Comprehensibility mediates the
relationship between education and the acceptance of fake news.
Hypothesis 9: Comprehensibility mediates the
relationship between culture and the acceptance
of fake news.
Acceptance and intention to use

Within the technology adoption literature, specifically, the technology acceptance model (TAM),
which is a model that shows how users decide to
use a particular technology, a distinction is made
between adoption and intention to use (Davis,
1989). The latter is seen as more behavioral while
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the former is more attitudinal. TAM includes both
variables: acceptance and intention to use.
Similarly, within the e-Wom literature, Teng
et al. (2014) also incorporate both with intention
to use moving beyond acceptance toward intention to follow, share and recommend stories
received online. Therefore, we propose the following hypothesis:
Hypothesis 10: Acceptance positively influences
intention to use

Method
A quantitative approach was deemed suitable for this
study to investigate the influence of demographics
and culture on the spread of fake news via social
media. A group of Saudi Arabian students studying
overseas, on a social media platform, WhatsApp were
asked to complete an online questionnaire on their
demographics and culture and their views on fake
news. Saudi Arabia was chosen for this study as it
represents the highest number of internet users in the
Gulf Countries and WhatsApp was chosen to distribute the survey as it is the most used social media
channel in Saudi Arabia (Balfaqeeh, 2017). WhatsApp
was banned in Saudi Arabia but this ban was lifted in
2017. The questionnaire was administered from July
to August 2017, to Saudi Arabian students outside of
Saudi Arabia. Therefore, this study provided a unique
opportunity to gain insights into the population.
Measurement items for the questionnaire were
based upon and adapted from literature. Items for
culture were derived from Hofstede (1980), comprehensibility from Teng et al. (2017) and acceptance and intention to use from Davis (1989).
Constructs in the questionnaire were operationalized using multi-item, 5-point Likert scales, which
are straightforward and easy to administer
(Kinnear, Taylor, Johnson, & Armstrong, 1993).
A multi-item scale is also justified over singleitem measures as it is more reliable and has less
measurement error, distinctions can be made
among respondents and it combines specific single
measures, and thus, reflects more attributes of
a construct (Churchill Jr, 1979).
A total of 107 respondents completed the questionnaire out of the 250 persons invited, representing
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a relatively strong 43% response rate. Table 1 provides further descriptive data on respondents.
The majority of respondents fell within the age
range 21–30 years (58%) with the second highest
group in the range 31–40 years (42%). This sample
reflects the younger age of the majority of social
media users and is therefore reflective of the general
social media population but also the broad population under investigation as 51% of the population in
Saudi Arabia is under the age of 25 years (Hartzel
et al., 2016). Most of the respondents were also male,
which mirrors the Saudi Arabian society as women
are less likely to provide their opinions in public.
Saudi culture is based on the Islamic tradition and
the country is one of the most gender segregated in
the world (Al-Zarah, 2008). Van Deursen, van Dijk,
and Peter (2015, p. 259) argue that “what people do
online increasingly reflects traditional media in
society and known economic, social and cultural
relationships that exist offline, including inequalities”. They go on to suggest that online activities
may also mirror socio-demographic factors such as
gender, age, and education. The respondents were
generally well educated with most having Bachelor
and Master Degree qualifications. While this does
reflect the nature of the WhatsApp student group, it
is also synonymous with the drastic opening up and
reforms to the educational system in Saudi Arabia.
Karim (2017) discusses how the Saudi Arabian government has started to dramatically reform the education system to bring it to a standard of advanced

Table 1. Descriptive data on respondents.
Respondents
Category
Age

Group/Sub-Group
less than 20 years
21–30 years
31–40 years
41–50 years
51 and above
Gender
Female
Male
Education
High School
Diploma Degree
Bachelor Degree
Masters Degree
Doctorate or above
Most frequently used application Facebook
Instagram
WhatsApp
Snapchat
Twitter

n
2
58
42
4
0
17
89
2
10
49
39
6
13
7
40
17
29

%
1.9
54.7
39.6
3.8
0
16.0
84.0
1.9
9.4
46.2
36.8
5.7
12.2
6.6
37.8
16.0
27.4
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countries. Education expenditure is 25% of the government’s total spending and university students are
paid allowances by the government (Alamri, 2011).
Following descriptive analysis, statistical analysis was conducted using the software packages
SPSS and AMOS, employing types of analysis
such as structural equation modeling (SEM).
Various steps were taken in the analysis following
Blunch (2012). First, data were screened using
checks for normality. Second, constructs were
assessed for reliability and validity. Third, confirmatory factor analysis and hypothesis testing were
undertaken to evaluate the significance of each
factor. The results of these steps will be explained
next.
Results
Data preparation and screening

First data preparation and screening were carried out
to ensure that the data were suitable for analysis.
There was no missing data as respondents were
required to complete all questions. Checks for normality were conducted based on the “kurtosis” value.
This value refers to the skewness of the distribution
around the mean. For example, gender’s kurtosis
value is 2.27. Age has a negative value. Acceptance
of fake news’s value is 0.627. These have to be less
than the upper absolute limit of 7 to show that it
exhibits acceptable normality (West, Finch, &
Curran, 1995). Therefore, the kurtosis value of all
constructs is within the range of −7 and 7, thereby
indicating that the data is normal (See Table 2).
Validity of measures

All constructs showed high internal consistency
and reliability with Cronbach alpha values of 0.92
for culture, 0.86 for acceptance of fake news, 0.79
for comprehensibility, 0.81 and for intention of
Table 2. Normality of data.
Constructs
Gender
Age
Education
Culture
Comprehensibility
Acceptance of Fake News
Use

Mean
1.14
2.44
3.33
2.71
2.50
2.96
2.86

Kurtosis Value
2.27
−0.293
0.44
−0.543
−0.627
0.645
−0.614

Std. Deviation
0.353
0.588
0.806
0.485
0.666
0.645
1.016

use, 0.80, all greater than the recommended value
of 0.7 (Nunnally, 1978). Regarding, construct reliability, item loadings exceeded the threshold of 0.5
(Steenkamp & Van Trijp, 1991) (See Table 3). All
items have good factor loading, the minimum
loading was 0.562 and the maximum was 0.814.
Model fit and hypothesis support

After reliability and validity were evaluated, the
model was assessed for fit, using several measures
of fit which reflects whether the hypothesized model
is supported by the data. The model demonstrated
good absolute fit as reflected in an acceptable
normed Chi-square value which should exceed the
minimum threshold of 2 (Hair, Black, Babin,
Anderson, & Tatham, 1998). The Root-MeanSquare Error of Approximation (RMSEA) also fell
under the maximum of 0.1 (Blunch, 2012). Table 4
provides further details on the model fit.
As the model exhibited good fit, hypothesis testing was then deemed appropriate. Table 5 shows the
direct and indirect impacts of the culture and demographic factors on the acceptance of fake news.
Discussion
While there is some evidence to suggest that demographic factors may influence the acceptance of fake
news, it is weak. Out of three demographic categories, age has the greatest effect on the acceptance
of fake news, compared to the other two, education
and gender. Age’s direct effect on the acceptance of
fake new is 0.102. The indirect effect of age on the
acceptance of fake news through comprehensibility
(mediator) is negative (−0.001). Second, the indirect
effect of gender is 0.009 which is positive but weak.
Third, education showed a negative effect and therefore we infer that education negatively influences
the acceptance of fake news. This means that as
education increases, the acceptance of fake news
will be reduced.
In terms of the impact of culture on the acceptance of fake news, our results showed that culture has a strong and significant indirect effect,
although not a direct determinant of fake news
acceptance. Based on the results, we may conclude that culture plays a significant effect of
0.587 on the spread of fake news on social
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Table 3. List of measures.
Measures
Culture
Masculinity/Femininity
Given the separation of males and females in society, social media provides a useful platform to facilitate non-face-to-face
communication.
It is preferable to have a man in high level position rather than a woman
Men usually solve problems with logical analysis; women usually solve problems with intuition
Solving problems usually requires an active forcible approach which is typical of men
Individualism/Collectivism
Individual views are not as important as community beliefs
Community success is more important than individual success
Power distance
Political leaders should be careful not to ask the opinions of citizens too frequently, otherwise the leader might appear to be
weak and incompetent
Leaders should make most decisions without consulting the masses
In general, the leaders, not the citizens should have the last word.
Citizens should not question their leader’s decisions
Leaders should not ask subordinates for advice, because they might appear less powerful
Decision making power should stay with leaders and not be delegated to others
Uncertainty Avoidance
It is important to have rules spelled out in detail so that people always know what they are expected to do
Rules and regulation are important because they inform citizens what the society expects of them
Living in a structured environment is better than living (rules and regulations) in an unstructured environment
People should avoid making changes when their outcomes are uncertain
Order and structure are very important in a society
It is better to live in a society with specific rules and regulations as opposed to a more flexible society
Comprehensibility
News that I receive through social media has sufficient breadth and depth.
News received through social media covers my needs
People perceive positively about political figure if presented in optimistic way
Acceptance of Fake News
I am likely to accept news that I receive on social media
I am influenced by views, videos and comments made on social media.
I believe whatever is presented on social media is true
I believe most of the content presented on social media is fake
Social media guides or misguides people about political entities
My personal beliefs are shaped by social media
Use
I share news of interest that I receive on social media
I recommend news stories, videos and links that I receive on social media to others
I follow views and comments that are made on social media

Standardized
Loadings

.688
.562
.734
.732
.814
.705
.721
.763
.696
.648
.684
.670
.653
.693
.756
.794
.707
.645
.626
.697
.676
.686
.714
.730
.760
.636
.717
.731
.749
.692

Table 4. Fit indices used to evaluate fit of structural model.
Type of Index
Model Fit

Absolute Fit

Name of Index

Acceptable Level

Chi-square
degrees of freedom (df)
P Value
Normed Chi-square (Chi-square/df)
Root Mean-Square Error or Approximation (RMSEA)

>0.05
<2
<.1

media, mediated by the comprehensibility of the
news item. There is no direct effect of culture on
the acceptance of fake news. However, indirect
effects of culture on both variables, acceptance of
fake news and intentions to use are 0.316 and

Actual
Level
914.619
551
1.660
0.08

0.178, respectively (See Table 5), which are significant and positive. Thus, we may argue that
culture has a positive influence on both variables.
Comprehensibility has a direct effect on the
acceptance of fake news (0.545). Finally, the

-

Acceptance of Fake
news

0.545

0.024

-

−0.001

-

0.102

Direct Effects
0.587

Comprehensibility

Education

Gender

Age

Independent Variable
Culture

Direct
Effects
-

Comprehensibility

Mediator

-

-

0.545

−0.066

−0.066
-

0.009

0.135

Total
Effects
0.316

0.009

0.033

Indirect
Effects
0.316

-

No Mediation

No Mediation

Partial
Mediation
No Mediation

Remarks
Full Mediation

Acceptance of Fake News

Table 5. Direct and indirect effects of independent and dependent variables.

0%

0%

0%

24%

Proportion
mediation
100%

0.564

-

-

-

-

Direct
Effects
-

Dependent Variables

-

0.226

0.564

0.226

−0.034

−0.001

−0.001
−0.034

0.083

Total
Effects
0.178

Remarks
Full
Mediation
Full
Mediation
No
Mediation
No
Mediation
Full
Mediation
No
Mediation

Intention to Use

0.083

Indirect
Effects
0.178

0%

100%

0%

0%

100%

Proportion
mediation
100%
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acceptance of fake news has a significant positive
direct effect (0.564) on intentions to use.
Conclusion
While there has been much attention placed on
the role of demographics on the spread of fake
news, particularly in the West following the US
elections, empirical research on fake news acceptance as it relates to culture is scarce. The study
contributes by providing an evidence-based examination of the impact of culture and demographics
on the adoption of fake news in Saudi Arabia. It
does so by first integrating the technology adoption and electronic Word-of-Mouth literature. We
learn that the combination of these models is useful in providing a robust assessment of the acceptance of fake news and key drivers. It extends
technology adoption models in investigating messages or news via social media channels and also
integrated new factors from e-Wom such as comprehensibility. It then conducted a quantitative
approach to investigate the relationships between
potential factors and the acceptance of fake news,
using an online quantitative survey via social
media and then confirmatory factor analysis via
structural equation modeling with AMOS.
The factors under consideration in this research
included culture, education, age, and gender. The
results indicated that age possesses a strong influence on the acceptance of fake news compared to
the other two factors, education, and gender.
However, education is also an important factor
that can decrease dissemination of fake news to
a great extent since by increasing education an
individual will be less likely to follow or spread
fake news without any confirmation regarding the
source of the news. The statistical analysis showed
that the other important factor, i.e., culture plays
a pivotal role in spreading fake news through
social media.
The study offers important implications within
Arabic societies. For individuals, it raises sensitivity
that age and education may lead to increased critique
of news story online. Within families and communities, more educated members have a greater
responsibility in curtailing the gullibility of others
toward fake news. For governments such as those
in Saudi Arabia with rigid website filtering systems

9

(Chaudhry, 2014), the study sheds light that such
systems are not applicable to various demographics
within the country and can alienate the rising techsavvy population. There needs to be a strengthened
discourse around freedom of speech while taking
into account various cultural sensitivities, to maximize the harmony and potential of its citizens.
While the study offers key findings in a Saudi
Arabian context, there are limitations. The survey
was undertaken with Saudi Arabian students studying outside of Saudi Arabia. Therefore, results may
be influenced by students’ own media consumption
habits. Additionally, students’ views on news literacy
may be actually a reflection of their own educational
experience that was fashioned to critique media coverage, suspect its motives and attribute agendas to
media proprietors. Their critique may be legitimate
areas of concern but it also potentially develops
a universal view of the product (news) that ignores
nuance and exception and excellence.
Nevertheless, given the censorship and monitoring of messaging apps in Saudi Arabia, the study
does offer unique insights into this society.
Future research would be helpful in examining the
impact of sociocultural factors in other societies.
Nevertheless, the paper has provided an important
contribution in raising awareness that popular
stereotypes based on education and gender of those
being susceptible to fake news may not always be
true in all societies, as age and culture can have
a stronger influence in particular contexts. It contributes by showing that a nuanced approach needs to
be taken globally rather than attempting to generalize cross-culturally as each society has a different
context for fake news engagement.

Notes on contributors
Giselle Rampersad is an Associate Professor in Innovation
with in the College of Science and Engineering at Flinders
University. She holds a PhD from the University of Adelaide
Business School (Australia), an MSc in Internet Systems and
E-Business from Durham University (UK) and a BSc in
Management Studies from the University of the West Indies
(Trinidad and Tobago). Her current research interests
include technology adoption and innovation management.
Dr Rampersad's work has been published in leading journals
such as the Journal of Computer Information Systems and
the Journal of Engineering and Technology Management.

10

G. RAMPERSAD AND T. ALTHIYABI

Turki Althiyabi researchers in the field of information systems and technology adoption. He has completed a Masters
of Science (Computer Science) Degree from the College of
Science and Engineering at Flinders University in Australia.
Specifically, his research interests pertain to the spread of
fake news and the impact of demographics and national
culture on this process, particularly in Arabic societies. He
undertakes quantitative research and analysis. His work has
been published in leading journals such as Information
Technology & Politics.

References
Alamri, M. (2011). Higher education in Saudi Arabia. Journal
of Higher Education Theory and Practice, 11(4), 88.
Retrieved from http://di gitalcommons.www.nabusinesspress.com/JHETP/AlamriWeb11-4.pdf
Allcott, H., & Gentzkow, M. (2017). Social media and fake
news in the 2016 election. Journal of Economic Perspectives,
31(2), 211–236. doi:10.1257/jep.31.2.211
Allyn, M. R. (2003). Computers, gender and pay. Journal of
Business Economic Studies, 9, 33–44.
Al-Sukkar, A. S. (2005). The application of information systems in the Jordanian banking sector: a study of the
acceptance of the Internet. Wollongong,Australia:
University of Wollongong Thesis Collection.
Al-Zarah, L. N. (2008). An investigative study of the female initial
teacher preparation programme in Saudi Arabia in an Islamic
context: Perceptions of the key participants. Durham, United
Kingdom:Durham University. Available online http://ethesis.
dur.ac.uk/1893/1/1893.pdf Accessed 31/10/2019.
Alzharani, M. E. (2014). An acceptance model for citizen
adoption of web-based e-government services in developing
countries: A case study of Saudi Arabia (Doctorate).
Flinders University.
Aman, M. M., & Jayroe, T. J. (2013). ICT, social media, and
the Arab transition to democracy: From venting to acting.
Digest of Middle East Studies, 22(2), 317–347. doi:10.1111/
dome.12024
Attia, A. M., Aziz, N., Friedman, B., & Elhusseiny, M. F.
(2011). Commentary: The impact of social networking
tools on political change in Egypt’s “Revolution 2.0”.
Electronic Commerce Research and Applications, 10(4),
369–374. doi:10.1016/j.elerap.2011.05.003
Bakir, V., & McStay, A. (2017). Fake news and the economy
of emotions: Problems, causes, solutions. Digital
Journalism, 1–22. doi:10.1080/21670811.2017.1345645
Balfaqeeh, M. (2017). The twitter age: Communication across
genders in the Arabian Gulf. Globe: A Journal of Language,
Culture and Communication, 5. doi:10.5278/ojs.globe.
v5i0.1942
Blunch, N. (2012). Introduction to structural equation modeling using IBM SPSS statistics and AMOS. London, United
Kingdom: Sage.

Bode, L. (2012). Facebooking it to the polls: A study in online
social networking and political behavior. Journal of
Information Technology & Politics, 9(4), 352–369.
doi:10.1080/19331681.2012.709045
Chaudhry, I. (2014). Arab revolutions: Breaking fear|# hashtags for change: Can Twitter generate social progress in
Saudi Arabia. International Journal of Communication, 8,
19. http://ijoc.org/index.php/ijoc/article/view/2362
Cheung, C. M., & Lee, M. K. (2012). What drives consumers
to spread electronic word of mouth in online
consumer-opinion platforms. Decision Support Systems,
53(1), 218–225. doi:10.1016/j.dss.2012.01.015
Cheung, C. M., Lee, M. K., & Rabjohn, N. (2008). The impact
of electronic word-of-mouth: The adoption of online opinions in online customer communities. Internet Research,
18(3), 229–247. doi:10.1108/10662240810883290
Churchill Jr, G. A. (1979). A paradigm for developing better
measures of marketing constructs. Journal of Marketing
Research, 64–73. doi:10.2307/3150876
Conroy, M., Feezell, J. T., & Guerrero, M. (2012). Facebook
and political engagement: A study of online political group
membership and offline political engagement. Computers
in Human Behavior, 28(5), 1535–1546. doi:10.1016/j.
chb.2012.03.012
Davis, F. D. (1989). Perceived usefulness, perceived ease of
use, and user acceptance of information technology. MIS
Quarterly, 13, 319–340. doi:10.2307/249008
Gao, H., Barbier, G., & Goolsby, R. (2011). Harnessing the
crowdsourcing power of social media for disaster relief.
IEEE Intelligent Systems, 26(3), 10–14. doi:10.1109/
MIS.2011.52
Gil de Zúñiga, H., Jung, N., & Valenzuela, S. (2012). Social
media use for news and individuals’ social capital, civic
engagement and political participation. Journal of
Computer-Mediated Communication, 17(3), 319–336.
doi:10.1111/j.1083-6101.2012.01574.x
Glass, R., & Li, S. (2010). Social influence and instant messaging adoption. Journal of Computer Information Systems,
51(2), 24–30. doi:10.1080/08874417.2010.11645465
Hair, J. F., Black, W. C., Babin, B. J., Anderson, R. E., &
Tatham, R. L. (1998). Multivariate data analysis (Vol. 5).
Upper Saddle River, NJ: Prentice hall.
Hartzel, K. S., Marley, K. A., & Spangler, W. E. (2016).
Online social network adoption: A cross-cultural study.
Journal of Computer Information Systems, 56(2), 87–96.
doi:10.1080/08874417.2016.1117367
Hofstede, G. (1980). Culture and organizations. International
Studies of Management & Organization, 10(4), 15–41.
doi:10.1080/00208825.1980.11656300
Hofstede, G. (1991). Cultures and organizations: Software of
the mind. London, UK: McGraw-Hill.
Holt, K., Shehata, A., Strömbäck, J., & Ljungberg, E. (2013). Age
and the effects of news media attention and social media use
on political interest and participation: Do social media function as leveller? European Journal of Communication, 28(1),
19–34. doi:10.1177/0267323112465369

JOURNAL OF INFORMATION TECHNOLOGY & POLITICS

Iskander, E. (2011). Connecting the national and the virtual: Can
Facebook activism remain relevant after Egypt’s January 25
uprising? International Journal of Communication, 5, 13–15.
http://ijoc.org/ojs/index.php/ijoc/index
Kang, O. (2010). Relative salience of suprasegmental features
on judgments of L2 comprehensibility and accentedness.
System, 38(2), 301–315. doi:10.1016/j.system.2010.01.005
Karim, F. (2017). Factors affecting the adoption of cloud
computing in Saudi Arabian Universities (Doctorate).
South Australia, Australia: Flinders University, Australia.
Karim, F., & Rampersad, G. (2017). Factors affecting the
adoption of cloud computing in Saudi Arabian
Universities. Computer and Information Science, 10(2),
109. doi:10.5539/cis.v10n2p109
Khaldarova, I., & Pantti, M. (2016). Fake news: The narrative
battle over the Ukrainian conflict. Journalism Practice, 10
(7), 891–901. doi:10.1080/17512786.2016.1163237
Kinnear, T. C., Taylor, J. R., Johnson, L., & Armstrong, R.
(1993). Australian marketing research. Roseville, Sydney,
Australia: McGraw-Hill.
Laroche, M., Toffoli, R., Zhang, Q., & Pons, F. (2001). A
cross-cultural study of the persuasive effect of fear appeal
messages in cigarette advertising: China and Canada.
International Journal of Advertising, 20(3), 297–317.
doi:10.1080/02650487.2001.11104895
Li, S., Records, H., & Fougere, K. (2004). An exploratory
investigation of gender difference in student selection of
a CIS minor. Issues in Information Systems, 5(2), 598.
http://iacis.org/iis/2004/LiRecordsFougere.pdf
Mankoff, J., Matthews, D., Fussell, S. R., & Johnson, M.
(2007). Leveraging social networks to motivate individuals
to reduce their ecological footprints. Paper presented at the
system sciences, 2007. HICSS 2007. 40th annual Hawaii
international conference on systems science. Waikoloa,
Hawaii, USA.
Marchi, R. (2012). With Facebook, blogs, and fake news,
teens reject journalistic “objectivity”. Journal of
Communication Inquiry, 36(3), 246–262. doi:10.1177/
0196859912458700
Marzouki, Y., Skandrani-Marzouki, I., Béjaoui, M.,
Hammoudi, H., & Bellaj, T. (2012). The contribution of
Facebook
to
the
2011
Tunisian
revolution:
A cyberpsychological insight. Cyberpsychology, Behavior,
and Social Networking, 15(5), 237–244. doi:10.1089/
cyber.2011.0177
Moenaert, R. K., Caeldries, F., Lievens, A., & Wauters, E. (2000).
Communication flows in international product innovation
teams. Journal of Product Innovation Management, 17(5),
360–377. doi:10.1111/1540-5885.1750360
Nunnally, J. (1978). Psychometric methods. New York, NY:
McGraw-Hill.
Park, C. S. (2015). Applying “negativity bias” to Twitter:
Negative news on Twitter, emotions, and political learning.
Journal of Information Technology & Politics, 12(4),
342–359. doi:10.1080/19331681.2015.1100225

11

Rainer Jr, R. K., Laosethakul, K., & Astone, M. K. (2003). Are
gender perceptions of computing changing over time?
Journal of Computer Information Systems, 43(4), 108–114.
doi:10.1080/08874417.2003.11647540
Ray, C. M., Sormunen, C., & Harris, T. M. (1999). Men’s and
women’s attitudes toward computer technology:
A comparison. Information Technology, Learning, and
Performance Journal, 17(1), 1. https://search.proquest.
com/docview/219817009?pq-origsite=gscholar
Shashaani, L., & Khalili, A. (2001). Gender and computers:
Similarities and differences in Iranian college students’
attitudes toward computers. Computers & Education, 37
(3), 363–375. doi:10.1016/S0360-1315(01)00059-8
Steenkamp, J.-B. E., & Van Trijp, H. C. (1991). The use of
LISREL in validating marketing constructs. International
Journal of Research in Marketing, 8(4), 283–299.
doi:10.1016/0167-8116(91)90027-5
Sullivan, C. (1999). Marketing the web in other media. Editor
& Publisher, 132(9), 30.
Tandoc Jr, E. C., Lim, Z. W., & Ling, R. (2017). Defining
“Fake News” A typology of scholarly definitions. Digital
Journalism, 1–17. doi:10.1080/21670811.2017.1360143
Teng, S., Khong, K. W., Chong, A. Y. L., & Lin, B. (2017).
Persuasive electronic word-of-mouth messages in social
media. Journal of Computer Information Systems, 57(1),
76–88. doi:10.1080/08874417.2016.1181501
Teng, S., Wei Khong, K., & Wei Goh, W. & Yee Loong
Chong, A. (2014) Examining the antecedent of persuasive
eWOM messages in social media. Online Information
Review, 38(6), 746–768
Tufekci, Z., & Wilson, C. (2012). Social media and the decision to participate in political protest: Observations from
Tahrir Square. Journal of Communication, 62(2), 363–379.
doi:10.1111/j.1460-2466.2012.01629.x
Van Deursen, A. J., van Dijk, J. A., & Peter, M. (2015).
Increasing inequalities in what we do online:
A longitudinal cross sectional analysis of Internet activities
among the Dutch population (2010 to 2013) over gender,
age, education, and income. Telematics and Informatics, 32
(2), 259–272. doi:10.1016/j.tele.2014.09.003
Vitak, J., Zube, P., Smock, A., Carr, C. T., Ellison, N., &
Lampe, C. (2011). It’s complicated: Facebook users’ political participation in the 2008 election. Cyberpsychology,
Behavior, and Social Networking, 14(3), 107–114.
doi:10.1089/cyber.2009.0226
West, S., Finch, J., & Curran, P. (1995). Structural equation
models with non-normal variables. In Structural equation
modeling, concepts, issues, and applications edited by Rick
H. Hoyle and Susan McElroy (pp. 56–75). Thousand Oaks,
CA: Sage.
Xenos, M., Vromen, A., & Loader, B. D. (2014). The great
equalizer? Patterns of social media use and youth political
engagement in three advanced democracies. Information,
Communication & Society, 17(2), 151–167. doi:10.1080/
1369118X.2013.871318

