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Abstract

The literature pays little attention to the impact of gratifications on fake news sharing
among Chinese social media users, and fuzzy-set qualitative comparative analysis (fsQCA)
is rarely used in fake news research. This study investigated the relationship between
gratifications and fake news sharing among Chinese users. Study 1 employed partial least
squares structural equation modeling (PLS-SEM) and fsQCA on the questionnaire data
from 315 participants. Study 2 analyzed predictions of self-reported sharing intentions in
task scenarios using data from 98 new participants. The PLS-SEM revealed that instant
news sharing was positively predicted by time-passing, entertainment, and socializing
gratifications; and negatively predicted by information seeking. Fake news sharing is
positively predicted by instant news sharing and negatively predicted by fact-checking.
The fsQCA revealed three distinct antecedent configurations leading to high sharing among
users, demonstrating that sharing is driven by diverse, equifinal pathways rather than a
single set of common characteristics. Study 2 confirmed that self-reported sharing intention
predicts sharing intention in task scenarios. Gratifications influence users’ fake news
sharing through instant sharing and fact-checking, and three configurations prompt users
to share fake news. These findings promote the cultural richness of the fake news-sharing
research and offer practical implications.

Keywords: fake news sharing; PLS-SEM; fsQCA; Uses and Gratifications theory; Stimulus—
Organism—-Response

1. Introduction

Fake news refers to false content that mimics the format of legitimate news
(Dutfty et al., 2020). Closely related terms also include disinformation and misinformation.
Specifically, misinformation refers to false information that is spread without malicious
intent (Wardle & Derakhshan, 2017), whereas disinformation refers to false information de-
liberately created to deceive or cause harm to a specific entity (Wardle & Derakhshan, 2017).
Fake news often intertwines the characteristics of misinformation and disinformation. With
the explosive growth of social media users, the spread of misinformation on social media
platforms has become alarmingly prevalent and can no longer be ignored. For instance,
Xiaohongshu (RedNote), one of China’s mainstream social media platforms, released its
2025 mid-year content moderation report. The platform removed 3.2 million deceptive
posts, banned 10,000 accounts with identity fraud, and deleted 600,000 low-quality posts
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with Al-generated content (AIGC) (China Daily, 2025). Users often struggle to identify false
information on social media platforms, leading to its rapid spread online (Sun & Xie, 2024).

Uses and Gratifications Theory (UGT) posits that individuals use media to satisfy their
needs, thereby obtaining gratifications (Ruggiero, 2000). Gratification refers to a sense of
psychological satisfaction or experience obtained by users through active participation
in media activities (Stafford et al., 2004). In recent years, Uses and Gratifications theory
has been widely applied to explain individuals” social media usage behaviors. Schol-
ars proposed diverse classification systems for gratifications based on specific contexts.
In the fields of information dissemination and social media research, gratifications are
categorized into three major dimensions—hedonic, social, and utilitarian gratifications
(Gan & Li, 2018; Gan & Wang, 2015; Nijjer & Raj, 2020; Sampat & Raj, 2022). When investi-
gating the impact of gratifications on the continuous usage intention of Chinese WeChat
users, Gan and Li (2018) classified gratifications into four categories: hedonic gratifica-
tion (perceived enjoyment, time-passing), social gratification (social interaction, social
presence), utilitarian gratification (self-presentation, information recording, information
sharing), and technological gratification (media appeal). To explore the relationship be-
tween gratifications and fake news-sharing behavior among Indian social media users,
Sampat and Raj (2022) divided user gratifications into three types: hedonic (entertain-
ment, time-passing), social (socializing), and utilitarian (information sharing, informa-
tion seeking). Drawing upon relevant studies on fake news sharing (Ajina et al., 2024;
Apuke & Omar, 2021a; Balakrishnan et al., 2021; Sampat & Raj, 2022), this study catego-
rizes gratifications into three types: hedonic gratification (relating to the fulfillment of
hedonic expectations, including time-passing and entertainment), social gratification (asso-
ciating with the fulfillment of social expectations), and utilitarian gratification (referring to
the practical satisfaction users gain from engaging with social media platforms, including
information sharing and information seeking). Consistent with previous research, this
study employed a structured questionnaire to measure gratification. As noted above, there
are three dimensions in total. Each dimension comprises three to five items, and all the
items are scored on a 5-point Likert scale.

Gratifications have been found to influence fake news sharing (Apuke & Omar, 2021a;
Balakrishnan et al., 2021; Wei et al., 2024). However, discrepancies exist among research
findings regarding how different dimensions of gratification may affect fake news-sharing
behavior. For instance, Balakrishnan et al. (2021) identified altruism (i.e., sharing with the
intent to help others) as the primary motivation driving the spread of fake news, whereas
time-passing exhibited no significant effect. In their investigation of the underlying motives
for sharing fake news online in Malaysia during the COVID-19 pandemic, the results
revealed that altruism, ignorance, and entertainment significantly and positively predicted
fake news-sharing behavior, with altruism exerting the strongest influence. Conversely,
usability, engagement, time-passing, and fear of missing out (FoMO) demonstrated no
significant impact. Collectively, this model accounted for 49.2% of the variance in fake
news-sharing behavior.

Adnan et al. (2021) also found that altruistic motivation was the primary predictor
of fake news sharing among Pakistani social media users; however, factors such as time-
passing, information sharing, socializing, and information seeking also exerted significant
effects on fake news-sharing behavior during the pandemic. Conversely, Wei et al. (2024)
found that time-passing was a key predictor of fake news sharing among Pakistani uni-
versity students. Information seeking showed a positive yet nonsignificant effect on fake
news sharing. Social networking, entertainment, and information sharing all displayed
nonsignificant negative trends. Similarly, Apuke and Omar (2021a) observed that time-
passing (along with information sharing, socializing, and information seeking) significantly
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predicted the sharing of COVID-19-related fake news among Nigerian social media users.
In contrast, entertainment showed no significant relationship with fake news sharing.

Concurrently, a limited number of studies have focused on the mechanisms through
which gratifications influence fake news sharing. Sampat and Raj (2022) explored how
gratifications impact fake news-sharing behavior among Indian social media users within
the Stimulus—Organism—Response (S-O-R) framework. Their results revealed that time-
passing, information seeking, information sharing, and socializing gratifications signifi-
cantly and positively predicted instant news sharing. The personality traits of extraversion,
neuroticism, and openness also significantly and positively predicted instant news shar-
ing, whereas agreeableness and conscientiousness promoted fact-checking. Furthermore,
instant news sharing significantly and positively predicted fake news sharing, while fact-
checking significantly and negatively predicted fake news sharing. These findings suggest
that the impulse for instant sharing, driven by specific gratifications (particularly infor-
mation sharing) and personality traits, is a critical mechanism underlying the spread of
fake news. Conversely, verification behaviors can effectively reduce its spread. Similarly,
Ajina et al. (2024) further used the S-O-R framework to validate how various gratifications
(Stimulus) significantly influence the fake news-sharing intentions (Response) of Pakistani
social media users through cognitive and affective attitudes (Organism).

Although existing studies have shown some evidence that gratifications affect informa-
tion sharing behavior, the limited research and inconsistent findings make the conclusion
uncertain. Cultural differences among participants may be the primary reason for these
inconsistencies. The detection and sharing of fake news can vary across cultures. For
instance, a cross-cultural study by Ahmed et al. (2024) encompassing eight countries
(e.g., China, the United States, the United Kingdom, and Singapore) revealed that although
the illusory truth effect of fake news appears to be universal, it also exhibits cultural dif-
ferences. Among these countries, Chinese participants demonstrated the highest baseline
trust in misinformation. Furthermore, Chan et al. (2026) found regional differences in how
analytical thinking and conspiracy thinking impact the ability to discern news accuracy on
social media. Analytical thinking only decreased the perceived accuracy of misinformation
among residents of the United Kingdom and Hong Kong (China). In contrast, conspiracy
thinking only increased the perceived accuracy of misinformation among residents of the
United States and the United Kingdom. Currently, research on fake news lacks cultural
diversity. Murphy et al. (2023) conducted a scoping review of misinformation-related
studies published between 2016 and 2022, revealing that 78.12% of these studies originated
from the United States (49.93%) or Europe (28.19%), with other regions contributing very
little (e.g., East Asia at 5.53% and Africa at 5.27%). Another scoping review focusing
on experimental studies regarding misinformation beliefs reached a similar conclusion
(Bryanov & Vziatysheva, 2021). In terms of the relationship between gratifications and fake
news sharing, the participants were mainly from Pakistan (Ajina et al., 2024), Malaysia
(Balakrishnan et al., 2021), and India (Sampat & Raj, 2022).

More importantly, existing research has paid little attention to the relationship be-
tween the questionnaire-based general willingness to share news and the willingness to share in
experimental task scenarios. The majority of findings and conclusions are derived from cross-
sectional survey data (Apuke & Omar, 2021a, 2021b; Sampat & Raj, 2022), which assess
individuals’ general willingness to share fake news. Few studies have investigated whether
self-reported general intentions can effectively predict fake news-sharing intentions in
specific task scenarios.

Furthermore, regarding data analysis methodology, the existing literature has mainly relied
on linear models such as structural equation modeling (SEM) (Apuke & Omar, 2021a, 2021b;
Sampat & Raj, 2022) or linear regression analysis (Adnan et al., 2021). SEM were used to
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examine the isolated effects of independent variables on fake news sharing. However, fake news
sharing is a highly complex psychological behavior driven by distinct, equifinal antecedent
configurations rather than simple linear relationships. Although SEM can effectively reveal
general linear relationships and the net effects among variables, it is limited in revealing the
asymmetric pathways and complex configurations of antecedents that lead to high sharing
behavior. Conversely, fuzzy-set qualitative comparative analysis (fsQCA) can compensate for
this limitation of SEM. Kaya et al. (2020) proposed that using fsQCA (an asymmetric method)
as a complement to partial least squares structural equation modeling (PLS-SEM, a symmetric
method) enables researchers to not only observe the overall trends among variables but also
examine the holistic interactions among various elements. Kang et al. (2024) also suggested
that combining fsQCA and PLS-SEM can provide a more comprehensive causal explanation,
thereby overcoming the limitations of employing a single method. Using a mixed-methods
approach combining PLS-SEM and fsQCA, Yan et al. (2023) explored the impact of information
technology empowerment on customer engagement. In a study on the continuous usage
intention of Chinese smart voice assistant users, Kang et al. (2024) initially employed SEM
and identified responsiveness as the strongest influencing factor. However, further analysis
using fsQCA revealed that the combination of responsiveness, subjective well-being, two-
way communication, and psychological ownership constituted the core configuration driving
users’ strong continuous usage intentions. Therefore, applying the combination of fsQCA and
PLS-SEM to study how gratifications influence fake news-sharing intentions is both feasible
and necessary.

In summary, under the Stimulus-Organism—Response (5-O-R) framework, this re-
search recruited Chinese social media users as participants and combined two data analysis
methods: PLS-SEM and fsQCA. Study 1 aimed to examine the impact of gratifications
on the sharing of fake news and the underlying mechanisms. Subsequently, to verify the
ecological validity of the findings from Study 1, Study 2 further examined the predictive va-
lidity of self-reported fake news-sharing intentions for fake news-sharing behavior within
specific task contexts. This research would clarify the impact of gratifications on the sharing
of fake news among Chinese social media users. It would further identify the configura-
tions of antecedents that lead to high levels of fake news sharing. Moreover, by focusing on
Chinese social media users, the results would help to generate more universally applicable
conclusions about how gratifications influence fake news sharing and its mechanisms.

This study primarily addressed the following three research questions:

1. RQ1: How do gratifications influence fake news sharing among Chinese users?

2. RQ2: What configurations of gratifications drive fake news sharing among Chi-
nese users?

3. RQ3: Can self-reported fake news-sharing intentions predict fake news-sharing behav-
ior within specific task contexts?

2. The Stimulus-Organism-Response (S-O-R) Theoretical Framework

The Stimulus—Organism—Response (S5-O-R) theoretical framework was initially
proposed by Mehrabian and Russell within the field of environmental psychology
(Mehrabian & Russell, 1974). This framework comprises three core elements: Stimulus
(5), Organism (O), and Response (R). Its central premise is that external stimuli influence
an individual’s cognitive and affective evaluations, which in turn prompt the individual
to generate positive or negative behavioral responses. Specifically, Stimulus represents
environmental factors capable of eliciting an individual’s cognitive and affective evalua-
tions. Organism refers to the internal process of these cognitive and affective evaluations.
Response denotes the behavioral outcomes resulting from such evaluations, encompassing
both behavioral intentions and actual actions (Kang et al., 2024; Shang et al., 2023).
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The S-O-R framework has been widely applied to understand consumer behavior,
serving as a robust theoretical tool for explaining how gratifications influence individuals’
behavior. In recent years, the S-O-R framework has also begun to be applied to understand
how users’ gratifications, acting as Stimulus factors, influence their fake news-sharing
behavior through Organism factors (Ajina et al., 2024; Sampat & Raj, 2022). For example,
in their investigation of fake news-sharing behavior, Sampat and Raj (2022) used five
gratification dimensions (time-passing, information seeking, entertainment, information
sharing, and socializing) and five personality traits (agreeableness, conscientiousness,
extraversion, openness, and neuroticism) as Stimulus variables (S). They used instant news
sharing and fact-checking as Organism variables (O), and fake news sharing as the Response
variable (R). Building upon the research of Sampat and Raj (2022), Ajina et al. (2024) tested
and validated a modified Stimulus—Organism—Response (S-O-R) theoretical model. They
conceptualized three categories of gratifications (hedonic, social, and utilitarian) as Stimulus
variables (S), dual-dimensional attitudes (cognitive and affective) as Organism variables
(O), and fake news-sharing intentions as the Response variable (R).

Based on existing research, this study conceptualized gratifications as Stimulus factors,
encompassing three dimensions and five elements: utilitarian gratification (information
sharing and information seeking), hedonic gratification (time-passing and entertainment),
and social gratification (socializing). Furthermore, instant news sharing and fact-checking
were designated as Organism variables. Finally, fake news sharing served as the Re-
sponse variable.

3. Conceptual Model and Hypothesis Development
3.1. Stimulus and Organism Variables

Time-passing: The motivation underlying social media use during free time to relieve
boredom or simply fill time. Research indicates that excessive social media use driven by
the desire for time-passing is a core factor contributing to problematic use (i.e., social media
addiction) (Kircaburun et al., 2020). This aimless, goal-free browsing state can similarly ex-
tend to the domain of information dissemination. Laato et al. (2020) noted that when users
treat time-passing as their primary objective in social media use, it leads to purposeless,
excessive consumption of social media content. Consequently, under information overload,
individuals’ cognitive capacities are depleted, leading to a loss of motivation and energy
to verify the authenticity of information. Furthermore, research concerning information
dissemination has shown that browsing for time-passing is significantly associated with
the sharing of false news (Apuke & Omar, 2021a; Wei et al., 2024). To maintain a relaxed
browsing experience, users do not allocate additional cognitive resources to verify the
accuracy of information prior to sharing. Apuke and Omar (2021a) noted that when indi-
viduals use social media for time-passing, their willingness to adequately verify content
before forwarding it decreases. To avoid cognitive burden, they tend to skip the effortful
verification steps and forward the content directly.

Based on the preceding discussion, the following hypotheses are proposed:

H1la. Time-passing is positively associated with instant news sharing.
H1b. Time-passing is negatively associated with fact-checking.

Information seeking: The utilitarian gratification wherein news disseminated on social
media provides individuals with the latest and necessary information (Apuke & Omar, 2021a;
Sampat & Raj, 2022). In crisis contexts (e.g., during a pandemic), people’s desire for informa-
tion intensifies, thereby driving a greater pursuit of the timeliness of information. Individuals

https:/ /doi.org/10.3390/bs16071112


https://doi.org/10.3390/bs16071112

Behav. Sci. 2026, 16,1112

6 of 25

eager to be the first to share information on social networking platforms are more likely
to propagate misinformation, particularly within echo chambers that amplify and reinforce
pre-existing beliefs among like-minded users (Duffy et al., 2020). Multiple studies have
found an association between information seeking on social media and the dissemination of
misinformation (Khan & Idris, 2019; Sampat & Raj, 2022).

Based on the preceding discussion, the following hypotheses are proposed:

H2a. Information seeking is positively associated with instant news sharing.
H2b. Information seeking is negatively associated with fact-checking.

Entertainment: The gratification of entertainment fundamentally involves individ-
uals using social media for amusement and to relieve emotional tension and anxiety
(Lee & Ma, 2012). Multiple studies have found that entertainment is one of the primary
motivations for people’s social media use (Btichi et al., 2016; Theocharis & Quintelier, 2016).
Users who treat entertainment as their primary objective may have their attention diverted
from serious news content (Matthes et al., 2023), thereby reducing their willingness to
verify it. Furthermore, humorous posts, tweets, and messages shared on social media serve
as a coping mechanism in stressful situations (Islam et al., 2020). Many users utilize shared
news for entertainment purposes without verifying its authenticity. Consequently, driven
by the high-arousal emotions elicited by humorous or novel news, they engage in instant
sharing. The study by Islam et al. (2020) found an association between entertainment
usage gratification and fake news-sharing behavior, indicating that entertainment motives
significantly increase the likelihood of users sharing unverified information.

Based on the preceding discussion, the following hypotheses are proposed:

H3a. Entertainment is positively associated with instant news sharing.
H3b. Entertainment is negatively associated with fact-checking.

Information sharing: As a key utilitarian motivation, it encompasses users’ behavior
on social networks to distribute information to others (Kircaburun et al., 2020). This grati-
fication has been empirically confirmed as a primary driver propelling the adoption and
usage of social media (Gan & Li, 2018). Notably, while social media platforms facilitate the
efficient flow of information, they also provide a breeding ground for the rapid spreading
of misleading content (McGonagle, 2017). According to a study by Talwar et al. (2020)
based on the honeycomb model, users frequently pursue the timeliness of information to
position themselves as well-informed individuals within social networks. This motivation
to maintain a well-informed status drives them to engage in instant sharing to emphasize
speed. Furthermore, the findings of Khan and Idris (2019) indicate that when users perceive
themselves as possessing high “information sharing skills,” they are more susceptible to
blind overconfidence, resulting in sharing behaviors without verification.

Based on the preceding discussion, the following hypotheses are proposed:

H4a. Information sharing is positively associated with instant news sharing.
H4b. Information sharing is negatively associated with fact-checking.

Socializing: Gan and Li (2018) defined socializing as a form of social gratification, refer-
ring to users’ motivation to engage with social media to establish, maintain, or strengthen
interpersonal relationships. Cheung et al. (2015) emphasized that online social interaction
is central to sustaining the vitality of virtual communities. Through continuous interaction,
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users enhance their trust in others and their sense of belonging. Existing research has
confirmed that social interaction is a crucial factor in promoting continued use of social
media (Cheung et al., 2015; J. C. Wang & Chiang, 2009). The study by Lee and Ma (2012)
found a positive correlation between the gratification of social needs and news-sharing
behavior. Karnowski et al. (2018) further pointed out that when people share news driven
by social motives, their primary objective is to interact with others. Consequently, their
attention to the shared news content itself is often significantly reduced. Therefore, driven
by such objectives, users may exhibit rapid news-sharing behavior while reducing verifica-
tion behaviors.
Based on the preceding discussion, the following hypotheses are proposed:

H5a. Socializing is positively associated with instant news sharing.

H5b. Socializing is negatively associated with fact-checking.

3.2. Organism and Response Variables

Within the S-O-R framework of the present study, fake news-sharing intentions serve
as the final Response variable. It refers to users’ behavioral tendency to share unverified or
misleading information on social media. Prior research indicates that such behavior is not
necessarily malicious. It is often the consequence of specific cognitive states (i.e., Organism
variables) that lead to users’ failure to effectively discern the authenticity of information
during the decision-making process (Sampat & Raj, 2022; Talwar et al., 2019).

Instant news sharing and fake news-sharing intentions: The Social Identity Theory
proposed by Tajfel and Turner (2004) can explain why individuals engage in instant news
sharing to spread their knowledge to others. This theory posits that belonging to a specific
group can enhance individuals’ self-esteem. Such groups endow individuals with a social
identity, thereby fostering a sense of social belonging. The desire to be situated within a
timely and well-informed social network is a primary motivation driving people’s urgency
to share information. However, instant news sharing entails potential risks, as it may
unintentionally lead to the spread of misinformation. Furthermore, instant news sharing
on social media platforms is associated with users’ instinctive emotion-driven behaviors
(Lee & Ma, 2012; C. Wang et al., 2015). Within groups composed mainly of acquaintances,
social media users may share news immediately upon receiving it. This is because individ-
uals tend to express their opinions cautiously on social media only in unfamiliar contexts
(Talwar et al., 2020). Sharing behavior can significantly affect users’ ability to verify news ac-
curacy, thereby reducing their capacity to discern true from fake news (Epstein et al., 2023).
Additionally, Apuke and Omar (2021b) identified an association between fake news-sharing
behavior and the gratification of instant information sharing. Their further research re-
vealed that users often share information instantly on their preferred social networking
platforms without verifying its accuracy. Users subjectively presume that the information
received on social media is accurate and thus spread it without prior verification. Based on
the preceding discussion, we posit that when users experience the impulse to share news
instantly, it becomes difficult for them to verify the accuracy of the news, thereby increasing
the likelihood of sharing fake news.

H6. Instant news sharing is positively associated with fake news-sharing intentions.

Fact-checking and fake news-sharing intentions: Fake news misleads the public into
believing it is accurate through content that mimics the format of legitimate news. The
primary reason social media users unintentionally spread rumors is their limited awareness
of fact-checking (Talwar et al., 2019). When users assess the accuracy of information before

https:/ /doi.org/10.3390/bs16071112


https://doi.org/10.3390/bs16071112

Behav. Sci. 2026, 16,1112

8 of 25

making sharing decisions, the likelihood of sharing fake news decreases. Furthermore,
drawing on the honeycomb model, Talwar et al. (2020) proposed that reputation is a
core element of social media interactions. Spreading fake news can severely damage an
individual’s reputation in social networks. To avoid this risk, individuals consciously
filter the content they share, thereby reducing the sharing of fake news. This conscious
filtering behavior also aligns with the core tenets of the Social Exchange Theory proposed
by Malinowski (2013). When making behavioral decisions, individuals tend to evaluate the
potential rewards and costs associated with that behavior. Therefore, to yield more positive
outcomes, individuals need to authenticate the news before sharing it.
Based on the preceding discussion, the following hypothesis is proposed:

H?7. Fact-checking is negatively associated with fake news-sharing intentions.

The relations mentioned above are presented in the following conceptual diagram
depicted in Figure 1.

Stimulus Organism Response

/
! Time-passing
: Instant news
Information Sharing
seeking

Fake news-

. sharing
Entertainment

Fact- checking
Information

Sharing

Socializing

_______________________

Control Variables
Age | Gender

Figure 1. Proposed conceptual model.

3.3. Self-Reported Fake News-Sharing Intentions and Sharing Behavior in Task Scenarios

Through questionnaire surveys (self-reports), this study measured users’ general fake
news-sharing intentions. It reflects stable, automated behavioral tendencies during their
daily social media use. However, the results are somewhat subjective. In contrast, the fake
news-sharing intentions assessed in the behavioral experiment constitute a direct observation of
individuals” dissemination willingness in certain task scenarios. To validate the predictive
validity of self-reported data concerning data from the experiment, the present study
explores the relationship between these two variables.

Prior research indicates that past habits are among the most robust predictors of future
behavior (Ouellette & Wood, 1998). Although everyday social media environments differ
from behavioral experimental settings, behaviors performed frequently and acquired in
stable contexts can predict future behavior through habits, demonstrating cross-situational
consistency. In other words, users with a stronger tendency to share fake news may
exhibit higher sharing intentions in experimental tasks. Consequently, the sharing tendency
measured via self-reports can positively predict fake news-sharing intentions in certain
task scenarios.

Based on the preceding discussion, the following hypothesis is proposed:

HS. Self-reported fake news-sharing intentions are positively associated with fake news-sharing
behavior within the task context.

https:/ /doi.org/10.3390/bs16071112


https://doi.org/10.3390/bs16071112

Behav. Sci. 2026, 16,1112

9 of 25

4. Study 1

Drawing on UGT and the S-O-R framework, Study 1 employed PLS-SEM to examine
the impact of gratifications on fake news-sharing intentions. Gender and age were included
as control variables. Furthermore, the fsQCA was employed to investigate the specific
configurations of antecedents that drive fake news-sharing intentions.

4.1. Study 1 Materials and Methods
4.1.1. Data Collection

This study employed a survey methodology, using paper-based questionnaires to
collect data. Prior to completing the survey, all participants read an informed consent form
that outlined the study’s purpose, the principle of anonymity, and their right to withdraw
voluntarily. Attention-check questions were embedded in the questionnaire to ensure data
quality. A total of 405 questionnaires were distributed and subsequently collected. Ninety
questionnaires were excluded because participants failed the attention checks or exhibited
abnormal response patterns (e.g., straight-lining). A total of 315 valid questionnaires were
retained (78.02%). The final sample comprised 62 males and 253 females, with ages ranging
from 17 to 26 years (M = 19.45, SD = 1.66). All participants were current students enrolled
at a university in China.

4.1.2. Measurement Instruments

All measurement instruments employed in this study consist of well-established ques-
tionnaires widely utilized in relevant research, with demonstrated reliability and validity.
Specifically, the measurement framework was primarily adapted from the questionnaire
used by Sampat and Raj (2022) in their study on fake news sharing on social media. To
ensure the semantic accuracy and applicability of the original English scales within the
Chinese context, a rigorous translation and back-translation procedure was conducted for
all English items, supplemented by a small-sample pilot test.

The specific measurement indicators for the variables are detailed as follows:

(1) Stimulus Variables

Uses and Gratifications (UGT): Adapted from the research of Sampat and Raj (2022)
and Apuke and Omar (2021a), this construct measures users’ motivations for using social
media across five dimensions, comprising a total of 23 items: Time-passing captures the
extent to which users use social media to pass the time and alleviate boredom (e.g., “Because
it is a habit, just something to do”). Information seeking measures the extent to which users
use social media to understand current events and acquire valuable information (e.g., “To
keep abreast of current news and events”). Entertainment measures users’ motivations
to seek interesting, exciting, or enjoyable content. Information sharing assesses users’
willingness to share opinions, express themselves, or provide useful information to others.
Socializing reflects users’ motivations to maintain interpersonal relationships and interact
with others through sharing behaviors.

(2) Organism Variables

Instant news sharing: Adapted from the scales by Talwar et al. (2019) and
Sampat and Raj (2022), this construct comprises four items designed to measure users’
psychological and behavioral tendencies to immediately forward news information upon
exposure, without prior thought or verification (e.g., “I share the news on social networks
instantly because I do not have time”).

Fact-checking: Also derived from Talwar et al. (2019) and Sampat and Raj (2022), this
variable comprises three items measuring users” habits of confirming the authenticity of
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information prior to sharing, such as consulting friends or verifying the source (e.g., “I
verify news before sharing it to avoid damaging my social image”).

(3) Response Variable

Fake news-sharing intentions: Adapted from Sampat and Raj (2022), this construct
comprises six items measuring users’ intentions to share information in hypothetical
scenarios. These scenarios involve news that was later discovered to be a hoax, appeared
accurate initially but was later found to be fake, or concerns unverified political, health, or
current affairs information.

4.1.3. Study 1 Data Analysis Methods

Data preprocessing was initially conducted, followed by validation of the hypoth-
esized relationships within the structural equation model. Finally, fuzzy-set qualitative
comparative analysis (fsQCA) was employed as a supplementary analysis to the SEM
results, aiming to identify the configurations of antecedents that lead to high fake news-
sharing intentions.

Data Preprocessing: This stage encompassed (1) outlier detection, (2) multicollinearity
testing, and (3) common method bias testing.

Structural Equation Model Validation: Following data preprocessing, we used Smart-
PLS to validate and analyze the PLS-SEM model, adhering to the two-step approach to
structural equation modeling proposed by Gerbing (1988) and the model validation com-
ponent of the six-stage linear framework proposed by Urbach and Ahlemann (2010). First,
the measurement model was evaluated by observing the factor loadings of individual
items to determine whether they adequately reflect their respective constructs. Reliability
analyses were conducted to assess whether the model possesses robust internal consistency
reliability, and validity tests were performed to determine whether it exhibits satisfac-
tory discriminant validity. Second, the structural model was evaluated by testing the
significance of the paths to ascertain the associations among the constructs.

Fuzzy-set Qualitative Comparative Analysis (fsQCA): This method typically comprises
three core steps, data calibration, necessity analysis, and sufficiency analysis, with the first
two laying the foundation for the latter.

(1) Data Calibration: To maintain consistency with the PLS-SEM measurement model,
this study utilized the latent variable scores generated by SmartPLS 4 as the input
data for the fsQCA. The data were subjected to fuzzy-set calibration, transforming
the input data into membership scores ranging from 0.0 (full non-membership) to
1.0 (full membership), with 0.5 serving as the crossover point. Furthermore, refer-
encing the percentile thresholds employed in the relevant literature within the same
field (Li et al., 2023), namely the 95th, 50th, and 5th percentiles, were established as
three qualitative anchors corresponding to full membership, the crossover point, and
full non-membership.

(2) Necessity Analysis: In this study, a consistency value exceeding 0.90 was adopted as
the criterion for determining necessary conditions (Rihoux & Ragin, 2009). Fake news-
sharing intentions were treated as the outcome variable. Seven antecedent conditions
(time-passing, information seeking, entertainment, information sharing, socializing,
instant news sharing, and fact-checking) were examined to determine whether they
constitute necessary conditions for fake news-sharing intentions.

(3) Sufficiency Analysis: Sufficiency analysis employs the truth table algorithm to deter-
mine the sufficiency between the configurations formed by the antecedent conditions
and the outcome. Given that the sample size exceeded 150, following Fiss’s (2011)
recommendation, truth table rows with frequencies below 4 were excluded. Simul-
taneously, in accordance with the approach of Li et al. (2023), within the truth table
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algorithm, raw consistency was required to remain above 0.9, and Proportional Reduc-
tion in Inconsistency (PRI) consistency was required to remain above 0.7. Ultimately,
three solutions were derived: the intermediate, complex, and parsimonious solu-
tions. As the intermediate solution strikes an optimal balance between completeness
and interpretability (Rihoux & Ragin, 2009), this study selected it as the core result
for interpretation.

4.2. Study 1 Results
4.2.1. Data Preprocessing and Descriptive Statistics

Data preprocessing revealed no outliers. Therefore, all data were retained for subse-
quent analyses. Collinearity diagnostics indicated that all variance inflation factors (VIFs)
were below the recommended threshold of 5 proposed by Kock (2015), indicating the
absence of multicollinearity in the dataset. Harman'’s single-factor test was employed to
assess common method bias. A principal component analysis (PCA) extracted eight factors
with eigenvalues greater than 1 without rotation. The first factor accounted for 25.74%
of the total variance, which fell well below the critical threshold of 40%, indicating that
common method bias is not a severe concern in the present study. The descriptive statistics
for the data are presented in Table 1.

Table 1. Descriptive statistics of Study 1.

Min Max M SD

Age 17.00 26.00 19.46 1.66
TP 1.00 5.00 3.14 0.72

ISE 1.67 5.00 4.09 0.64
ENT 1.00 5.00 3.28 0.86
ISH 1.00 5.00 3.48 0.83
SOC 1.00 5.00 3.40 0.89
INS 1.00 5.00 2.21 0.90
FC 1.00 5.00 2.62 0.95

ENS 1.00 5.00 2.59 0.93

Note. TP: time-passing; ISE: information seeking; ENT: entertainment; ISH: information sharing; SOC: socializing;
INS: instant news sharing; FC: fact-checking; FNS: fake news-sharing intentions.

4.2.2. Measurement Model Validation

In assessing the measurement model, certain items exhibited standardized fac-
tor loadings ranging from 0.400 to 0.708. Following the methodological guidelines of
Hair et al. (2021), these items were deliberately retained to preserve the content validity
and theoretical breadth of the constructs, as their removal would compromise the con-
ceptual integrity of the measurement scales. Reliability was evaluated using composite
reliability (CR) and Cronbach’s alpha (CA). As presented in Table 2, the CA coefficients for
the latent variables ranged from 0.690 to 0.870. Although the « value for the time-passing
construct was 0.690 (slightly below the conventional threshold of 0.70), its CR reached 0.800,
a level considered acceptable in exploratory research. Consequently, the measurement
model can be deemed to possess robust internal consistency reliability.

Construct validity was assessed via convergent and discriminant validity. The CR for
all constructs was above 0.700, with average variance extracted (AVE) values ranging from
0.446 to 0.718. Although the AVE for time-passing (0.446) was slightly below the conven-
tional 0.500 threshold, the convergent validity for this construct was deemed sufficient due
to its strong CR value. Regarding discriminant validity, the Fornell-Larcker criterion was
employed. Table 2 shows that the square root of the AVE for each construct exceeded its
correlations with other constructs. Furthermore, the heterotrait-monotrait (HTMT) ratio (a
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more sensitive metric than traditional approaches) served as the primary indicator for dis-
criminant validity. As indicated in Table 3, with the exception of the HTMT value between
information seeking and socializing (0.859, which is close to the 0.85 cutoff), all construct
pairs remained below the rigorous threshold of 0.85. These results suggest that the latent
variables in the model are distinct from one another, indicating robust discriminant validity.

Table 2. Cronbach’s alpha (CA), composite reliability (CR), AVE, and correlations.

Construct CA CR AVE P ISE ENT ISH SOC INS FC FNS
TP 0.690 0.800 0.446 0.668
ISE 0.707 0.761 0.531 0.274 0.729
ENT 0.799 0.869 0.626 0.373 0.313 0.791
ISH 0.859 0.895 0.588 0.291 0.303 0.534 0.767
S0OC 0.870 0.906 0.659 0.276 0.226 0.486 0.740 0.812
INS 0.814 0.878 0.645 0.389 0.090 0.419 0.414 0.465 0.803
FC 0.803 0.884 0.717 0.059 0.171 0.263 0.251 0.208 0.205 0.847
FNS 0.830 0.876 0.543 0.348 0.066 0.166 0.180 0.193 0.433 -0.127  0.737
Note. TP: time-passing; ISE: information seeking; ENT: entertainment; ISH: information sharing; SOC: socializing;
INS: instant news sharing; FC: fact-checking; FNS: fake news-sharing intentions. Diagonal elements represent the
square root of the average variance extracted (AVE).
Table 3. Heterotrait-monotrait ratio.
TP ISE ENT ISH SOC INS FC FNS
TP
ISE 0.418
ENT 0.489 0.434
ISH 0.353 0.434 0.631
50C 0.344 0.325 0.569 0.859
INS 0.508 0.118 0.515 0.485 0.549
FC 0.159 0.164 0.314 0.300 0.25 0.321
FNS 0.451 0.135 0.206 0.205 0.226 0.524 0.219

Note. TP: time-passing; ISE: information seeking; ENT: entertainment; ISH: information sharing; SOC: socializing;
INS: instant news sharing; ANS: fact-checking; FNS: fake news-sharing intentions.

4.2.3. Structural Model Validation

In this study, the PLS-SEM algorithm was employed to calculate the path coefficients,
and the bootstrapping resampling technique (5000 subsamples, 95% confidence intervals) was
utilized to test the significance of the paths. The path testing results are presented in Table 4.

Table 4. Path significance results.

Path B Value t Value p_Value Result
Hla: TP — INS 0.254 4.952 *** <0.001 Supported
Hi1b: TP — FC —0.079 1.083 0.279 Not Supported
H2a: ISE — INS —0.123 2.075* 0.038 Supported
H2b: ISE — FC 0.091 0.741 0.459 Not Supported
H3a: ENT — INS 0.191 3.106 ** 0.002 Supported
H3b: ENT — FC 0.182 2.42* 0.016 Supported
H4a: ISH — INS 0.070 0.813 0.416 Not Supported
H4b: ISH — FC 0.131 1.389 0.165 Not Supported
Hb5a: SOC — INS 0.279 3.187 ** 0.001 Supported
H5b: SOC — FC 0.025 0.291 0.771 Not Supported
He: INS — ENS 0.471 8.461 *** <0.001 Supported
H7: FC — ENS —0.212 3.248 ** 0.001 Supported

Note. TP: time-passing; ISE: information seeking; ENT: entertainment; ISH: information sharing; SOC: socializing;
INS: instant news sharing; FC: fact-checking; FNS: fake news-sharing intentions. * p <0.05, ** p < 0.01, *** p < 0.001.
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Effect of Gratifications: The results indicated that among the five motivations, time-
passing (3 = 0.254, t = 4.952, p < 0.001), entertainment (3 = 0.191, t = 3.106, p = 0.002), and
socializing (3 = 0.279, t = 3.187, p = 0.001) exerted significant positive predictive effects on
instant news sharing. Conversely, information seeking (3 = —0.123, t = 2.075, p = 0.038)
significantly and negatively predicted instant news sharing. Furthermore, entertainment
significantly and positively predicted fact-checking (5 = 0.182, t = 2.420, p = 0.016).

Impact of Organism Factors: The core paths of the structural model demonstrated
strong robustness. Instant news sharing demonstrated an exceptionally strong positive
predictive effect on fake news-sharing intentions (3 = 0.479, t = 8.685, p < 0.001). In contrast,
fact-checking exerted a significant negative inhibitory effect on fake news-sharing intentions
(B =—0.225,t = 3.563, p < 0.001).

Analysis of the control variables revealed that the effects of gender (3 = 0.016, p > 0.05)
and age (3 = 0.051, p > 0.05) on fake news-sharing intentions were not significant.

Regarding the model’s explanatory power, the R? values were 0.326 for instant news
sharing, 0.097 for fact-checking, and 0.239 for fake news-sharing intentions. R? values
were contingent upon the specific research domain. Although the values in this study
are relatively low, they are comparable to those reported in the field of fake news-sharing
(Talwar et al., 2019). In terms of the model’s predictive relevance, the Q? values were
0.295 for instant news sharing, 0.058 for fact-checking, and 0.090 for fake news-sharing
intentions. Hair et al. (2019) asserted that the primary objective of PLS-SEM is prediction
rather than explanation. Consequently, even with insufficient R? values indicating relatively
weak explanatory power, a Q? > 0 demonstrated that the model successfully captured the
underlying causal relationships among the constructs, confirming its persuasiveness at the
predictive level.

To assess the model’s goodness-of-fit, the Standardized Root Mean Square Residual
(SRMR) was calculated. In this study, the SRMR value was 0.078, indicating that the model
meets the criteria for an acceptable fit.

4.2.4. fsQCA Results

To complement the findings of PLS-SEM, this study employed fuzzy-set qualitative
comparative analysis (fsQCA) to identify the configurations of antecedent conditions for
fake news sharing. As shown in Table 5, the results of the necessary condition analysis
indicated that no single antecedent condition met the requirement for necessity (i.e., none
exceeded 0.9) (Fiss, 2011). It demonstrated that no single dimension of gratification, in-
stant news sharing, or fact-checking acted as a necessary condition for fake news sharing.
Therefore, it is imperative to further explore the configurations of antecedent variables that
contribute to the sharing of fake news.

Table 5. Necessity analysis of individual antecedent conditions.

High FNS Low FNS
Conditions ) 3
Consistency Coverage Consistency Coverage

TP 0.742 0.720 0.597 0.609
~TP 0.597 0.585 0.725 0.747
ISE 0.700 0.656 0.673 0.663
~ISE 0.641 0.651 0.651 0.695
ENT 0.700 0.671 0.641 0.645
~ENT 0.629 0.625 0.673 0.702
ISH 0.706 0.678 0.650 0.655
~ISH 0.640 0.635 0.680 0.709
SOC 0.661 0.669 0.617 0.656
~S0C 0.660 0.621 0.689 0.681
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Table 5. Cont.
High FNS Low FNS
Conditions 5 3
Consistency Coverage Consistency Coverage
INS 0.720 0.749 0.522 0.571
~INS 0.588 0.540 0.771 0.743
FC 0.617 0.621 0.667 0.706
~FC 0.708 0.669 0.642 0.637

Note: ~ represents logical “NOT”, indicating the opposite condition. For instance, “~TP” denotes the absence or
low level of time-passing.

As presented in Table 6, the intermediate solution from the truth table analysis identi-
fied three configurations that prompted users to share fake news. The overall consistency
was 0.893, fully exceeding the acceptable threshold, which indicated that these three config-
urations were reliable pathways leading to fake news sharing.

Table 6. Configurations for the presence and absence of high fake news sharing.

Solution 1 2 3
P . °
ISE ° °
ENT . . ®
ISH . . ®
SOC . . ®
INS ° ° ®
FC & ° ®
Raw coverage 0.286 0.326 0.239
Unique coverage 0.056 0.105 0.082
Consistency 0.946 0.907 0.942
Solution coverage 0.472
Solution consistency 0.893

Notes: o, ®, ®, X indicate the presence of peripheral conditions, the presence of core conditions, the absence of
peripheral conditions, and the absence of core conditions, respectively. Blank space indicates “do not care”.

Configuration 1 was characterized by high levels of information seeking, entertain-
ment, information sharing, socialization, and instant news sharing, alongside the absence
of news authentication (coverage = 0.286, consistency = 0.946). This configuration indicated
that when users were highly active on social media, they were strongly aroused by multiple
motives. Notably, the presence of instant news sharing and the absence of fact-checking
acted as the core conditions, while the other interaction motives served as peripheral con-
ditions. Those results suggest that under the complexity of multiple interactive motives,
the strong impulse for instant sharing overwhelmed users’ cognitive defenses, prompting
them to engage in fake news sharing based on instinct without fact-checking.

Configuration 2 consisted of the presence of high levels of time-passing, enter-
tainment, information sharing, socialization, instant news sharing, and fact-checking
(coverage = 0.326, consistency = 0.907). Users in this configuration exhibited strong hedonic
and social orientations, accompanied by a certain degree of authentication before sharing.
However, the results revealed that within this interplay of motives, the presence of instant
news sharing acted as the sole core condition, playing a highly dominant role. Those
results indicate that when users were guided by hedonism and social maintenance, their
fact-checking was often merely a formality. Due to the strong inertia of instant sharing,
even when users performed verification actions, these actions failed to reduce the spread of
fake news effectively.
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Configuration 3 was characterized by the presence of high levels of time-passing and
information seeking, combined with low levels of entertainment, information sharing, so-
cialization, instant news sharing, and fact-checking (coverage = 0.240, consistency = 0.942).
In this pathway, the presence of time-passing and information seeking, coupled with the
absence of fact-checking, emerged as the core conditions. Users in this configuration lacked
the impulse for social interaction and instant sharing, exhibiting significant self-directed
characteristics. These results indicate that users whose sole purpose was to pass the time
and passively seek information severely lacked awareness of authentication when fac-
ing online information. Consequently, such users were equally prone to inadvertently
becoming transmission nodes for fake news.

In summary, the overall solution coverage was 0.472, and the solution consistency was
0.893. Both exceeded the thresholds established by Fiss (2011), demonstrating that these
configurations possessed robust explanatory power for fake news sharing.

In summary, Study 1 examined the impact of gratifications on fake news-sharing in-
tentions by employing PLS-SEM. The findings reveal that time-passing, entertainment, and
socializing gratifications are significantly and positively associated with instant news sharing;
information seeking gratification is significantly and negatively associated with instant news
sharing; and entertainment gratification is significantly and positively associated with fact-
checking. Furthermore, instant news sharing demonstrates a significant positive association
with fake news-sharing intentions. In contrast, fact-checking exhibits a significant negative
association with fake news-sharing intentions. Additionally, by employing fsQCA to exam-
ine the configurations of antecedent conditions for fake news-sharing intentions, this study
identified three configurations that effectively explain fake news-sharing intentions.

5. Study 2

Study 2 collected participants’ fake news-sharing behavior within a simulated social
media scenario, alongside their self-reported fake news-sharing intentions in a non-task-
specific context. The objective of Study 2 is to validate the external and ecological validity of
self-reported general fake news-sharing intentions by analyzing the correlation between these
variables, thereby providing an empirical basis for the generalizability of Study 1's findings.

5.1. Study 2 Materials and Methods
5.1.1. Participants

A total of 98 university students volunteered to participate in the experiment, compris-
ing 31 males and 67 females. The participants” ages ranged from 17 to 29 years (M = 20.29,
SD =1.95). All participants had normal or corrected-to-normal vision and provided written
informed consent prior to the experiment.

5.1.2. Experimental Materials and Design

The experimental stimuli consisted of 40 news items, comprising 20 real news items
and 20 fake news items. The real news items were sourced from reports published by
authoritative media outlets, such as Xinhuanet and People’s Daily Online. Conversely,
the fake news items were selected from news explicitly verified as false and fabricated by
the China Joint Fact-Checking Platform, the Xinhua News Agency App, and the Tencent
Jiaozhen fact-checking platform.

During the formal experiment, each participant first completed two practice trials to famil-
iarize themselves with the experimental procedure. Following the practice phase, participants
were presented with 20 news items, comprising 10 real and 10 fake items. To counterbalance
order effects, the presentation sequence of these 20 items was pseudo-randomized. After
reading each item, participants were asked to rate the likelihood of sharing it on social media.
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The mean score for each participant’s likelihood of sharing fake news items was calculated
and used as the behavioral index of fake news sharing within the task context.

5.1.3. Experimental Procedure

The experimental stimuli were presented using E-Prime 2.0 software. Each trial
commenced with a fixation cross (“+”) displayed in the center of the screen for 1000 ms,
alerting participants that the trial was about to begin. Subsequently, a simulated social
media screenshot was presented, and participants were instructed to rate their intention
to share the information on a 6-point scale (1 = extremely unlikely to share, 6 = extremely
likely to share). Upon a keypress response, the program automatically advanced to the next
fixation cross and the subsequent stimulus. The entire experimental task took 10 to 15 min
to complete, and all responses were automatically recorded by the computer. Following
the behavioral experiment, participants were given a 5 min break for rest and distraction.
Then, participants were instructed to complete the questionnaire assessing self-reported
fake news-sharing intentions. There were two practice trials to familiarize participants with
the experimental procedure. The specific procedure is illustrated in Figure 2.
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Figure 2. (a) Experimental procedure flowchart; (b) Example of experimental materials. The three icons
are ordered as reposting, commenting, sharing.
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5.1.4. Study 2 Data Analysis Methods

The statistical analysis for Study 2 aims to determine whether fake news-sharing
intentions can predict fake news-sharing behavior within the task context. Given that
the behavioral experiment used a single behavioral index, hierarchical linear regression
analysis was employed for validation.

First, descriptive statistics and Pearson correlation coefficients were calculated. Sub-
sequently, a two-step hierarchical regression analysis was conducted to introduce the
predictor variables incrementally: (1) In Step 1, the control variables were entered (e.g., age
and gender). (2) In Step 2, the fake news-sharing intentions variable was incorporated. It
was significantly correlated with the fake news-sharing behavior within the task context.
Model improvement was evaluated using ARZ, F-tests, and standardized regression coeffi-
cients (f3), with 95% confidence intervals (Cls) reported. All analyses were performed using
JASP (version 0.96.0), employing two-tailed tests with a significance level of & = 0.05.

5.2. Study 2 Results
5.2.1. Descriptive Statistics and Correlation Analysis

The score of fake news sharing was 3.65 (0.83), and the score of fake news-sharing
intentions was 3.36 (0.91). As shown in Table 7, the correlation analysis results revealed a
significant correlation between self-reported fake news-sharing intentions and the mean of
fake news-sharing behavior within the task context (p = 0.03). No significant correlations
were observed among other indicators.

Table 7. Correlation analysis of Study 2.

Age Sex FNB FNS
Age -
Sex 0.182 -
FNB 0.026 —0.153 -
FNS 0.087 —0.050 0.219 * -

Note. FNB: Fake news-sharing behavior in task scenarios; FNS: self-report fake news-sharing intentions.
*p <0.05.

5.2.2. Regression Analysis and Hypothesis Testing

Due to the relatively small sample size in Study 2 and the unsuitability of the behav-
ioral data for latent variable modeling, hierarchical regression analysis was employed to
validate the predictive role of various variables on the fake news-sharing behavior within
the task context. The dependent variable was fake news-sharing behavior within the task
context. In the first step, control variables (gender and age) were entered, followed by the
inclusion of fake news-sharing intentions in the second step. The results are summarized
in Table 8.

Table 8. Hierarchical regression analysis of fake news-sharing behavior [B (SE)].

Step 1 Step 2
Age 0.024 (0.886) 0.015 (0.043)
Sex —0.291 (0.044) —0.266 (0.181)
FNS 0.190 (0.091)
RZ =0.027 ARZ =0.043 *

Note: * p < 0.05.
Model 1 included only the control variables. The results indicated that demographic

variables did not possess significant explanatory power for sharing behavior (R? = 0.027,
p =0.279).
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Model 2 incorporated fake news-sharing intentions into the initial model. The results
showed a significant improvement in the model’s explanatory power (R? = 0.069, p = 0.04).
This demonstrates that self-reported sharing intention significantly and positively predicts
fake news-sharing behavior in the task context. The above results confirm H8.

In summary, Study 2 confirmed, through hierarchical regression analysis, that par-
ticipants’ self-reported intentions to share fake news can significantly predict their fake
news-sharing behavior in the task context. Although traditional questionnaire surveys offer
the scaling advantage of large sample sizes, they are inevitably constrained by self-report
bias and subjective limitations. In contrast, situational task experiments can offer more rig-
orous internal validity, yet they are frequently bottlenecked by high implementation costs
and insufficient sample sizes. By cross-validating self-reported and situational behavioral
data from the same participant cohort, this study effectively circumvented the limitations
of a single method, thereby achieving methodological triangulation. This result confirms
the significant predictive validity of users’ self-reported intentions to share fake news for
fake news-sharing behavior in experimental task contexts. It also strongly substantiates
the robustness, ecological validity, and external validity of the core conclusions drawn in
Study 1.

6. Conclusions and Discussion

Using PLS-SEM and fsQCA analytical methods, this study systematically uncov-
ered the decision-making processes and configurations of antecedents through which
gratifications influence fake news sharing. Furthermore, it investigated the relationship
between self-reported fake news-sharing intentions and fake news-sharing behavior within
experimental task contexts. The findings of Study 1 revealed that time-passing, entertain-
ment, and socializing gratifications positively influence instant news sharing, whereas
information seeking exerts a negative effect. Simultaneously, entertainment gratification
positively affects the fact-checking. Regarding the behavioral decision-making process,
instant news sharing significantly promotes self-reported fake news-sharing intentions,
whereas fact-checking effectively inhibits this tendency. Additionally, the fsQCA analysis
revealed three configurations of antecedents that lead to high levels of fake news sharing,
confirming the existence of multiple concurrent driving pathways for this behavior. More
importantly, the behavioral experiment verified the predictive validity of self-reported fake
news-sharing intentions for fake news-sharing behavior within specific task contexts for
the first time. Thus, the results in Study 2 provided robust support for the generalizability
of the findings from Study 1. Overall, this study not only elucidates the decision-making
mechanisms by which gratifications impact fake news-sharing. It also demonstrates that
users’ self-reported scale data can effectively predict their sharing decisions in experimental
scenarios. In doing so, this study helps bridge the disconnect between “self-reports” and
“actual behavior” that has been prevalent in prior research.

6.1. Relationships Between Gratifications and Fake News-Sharing Behavior

Regarding the relationship between the Stimulus variables (gratifications) and the Or-
ganism variable (instant news sharing), the present results partially support the hypotheses.
Specifically, information seeking gratification significantly and negatively predicted instant
news sharing, whereas information sharing gratification exhibited no significant association
with instant news sharing. Overall, these findings align with existing literature, suggesting
that gratifications can influence the behavioral decision-making processes involved in
fake news sharing. However, concerning the specific relationships between the various
dimensions of gratifications and fake news sharing, the present findings are not entirely
consistent with the prior literature. Similarly, within the S-O-R theoretical framework,
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Sampat and Raj (2022) found that time-passing and socializing gratifications positively
predicted instant news sharing among Indian social media users, which aligns with our
results. They also discovered that information seeking and information sharing gratifi-
cations significantly and positively predicted instant news sharing, while entertainment
gratification did not significantly predict INS. Those findings diverged from our results.

Additionally, given that instant news sharing can predict fake news sharing
(Apuke & Omar, 2021b; Talwar et al., 2020), it is reasonable to infer that gratifications that
influence fake news sharing may also influence instant news sharing. Therefore, the litera-
ture examining the relationship between gratifications and fake news sharing provides valu-
able reference points. However, discrepancies also exist among the findings within those
studies. Some findings are consistent with the results of the present study. The relationship
between specific gratifications and fake news sharing is well documented, though empirical
findings remain highly inconsistent. In alignment with our results, previous research has fre-
quently identified hedonic and social motives (such as entertainment, time-passing, and so-
cializing) as significant positive predictors of fake news dissemination across various demo-
graphic groups (Ajina et al., 2024; Apuke & Omar, 2021a, 2021b; Balakrishnan et al., 2021;
Wei et al., 2024). Conversely, by highlighting the complexity of this behavior, our find-
ings diverge from certain studies that reported nonsignificant effects for time-passing,
entertainment, or socializing gratifications (Ajina et al., 2024; Balakrishnan et al., 2021;
Wei et al., 2024). A further divergence concerns information-oriented gratifications. Pre-
vious studies have observed that information seeking and information sharing actively
promote the spread of fake news (Ajina et al., 2024; Apuke & Omar, 2021a). However, our
results align with Wei et al. (2024) regarding information sharing and do not reflect this
positive pattern.

Regarding the relationship between the Stimulus variables (gratifications) and the
Organism variable (fact-checking), the present results did not support the hypotheses. Hlb
to H5b examined the negative predictive effects of time-passing, entertainment, information
seeking, information sharing, and socializing gratifications on the fact-checking, respec-
tively. Time-passing, information seeking, information sharing, and socializing showed
no significant association with news authentication, whereas entertainment significantly
and positively predicted it. These results diverge from the existing literature. For instance,
Sampat and Raj (2022) discovered that information seeking and entertainment gratifications
significantly and negatively predicted fact-checking among Indian social media users.

The results indicate that the impact of gratifications on instant news sharing, fake news
sharing, and fact-checking exhibits both cultural universality and cultural differences. The
universal pattern lies in the general influence of gratifications on fake news-sharing and
verification behavior. At the same time, the cultural specificity is reflected in the differential
effects of distinct gratification dimensions on these behaviors. However, as noted in the
introduction, empirical evidence remains limited both across and within cultural contexts.
Consequently, it is difficult to derive more definitive and directional conclusions regarding
how gratifications influence fake news sharing.

Regarding the relationship between the Organism variables and the Response vari-
able (fake news-sharing intentions), the results supported hypotheses H6 and H7. In-
stant news sharing positively predicted fake news sharing, while fact-checking signifi-
cantly and negatively predicted fake news sharing. This is consistent with the results of
Sampat and Raj (2022), who also discovered that instant news sharing significantly and
positively predicted fake news sharing, whereas fact-checking significantly and negatively
predicted it. Furthermore, these results support the findings of Talwar et al. (2020) and
Apuke and Omar (2021b). Talwar et al. (2020) integrated qualitative and quantitative
research methods to explore the specific behavioral manifestations and motivational path-
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ways that lead social media users to share fake news. Their findings revealed that instant
sharing behavior driven by the motivation to attract others” attention had a significant
positive impact on fake news sharing. In exploring the motivational factors behind social
media users sharing fake news during the COVID-19 pandemic, Apuke and Omar (2021b)
similarly found a positive predictive effect of instant news sharing on the sharing of
COVID-19 fake news among Nigerian adults. Evidently, research across different cultural
backgrounds has yielded similar results, suggesting that the impact of Organism variables
on the Response variable may possess cultural universality. However, Talwar et al. (2020)
also found that the habit or willingness to authenticate the news before sharing under the
influence of time pressure and a sense of moral obligation failed to produce any significant
inhibitory effect on reducing fake news sharing. This also indicates that the relationship
between the fact-checking and fake news sharing may be partially influenced by temporal
contexts or environmental variables.

6.2. Complex Antecedent Configurations of Fake News Sharing

PLS-SEM in Study 1 effectively reveals how a single gratification variable linearly
influences sharing fake news. However, in real-world contexts, users” sharing behaviors
are rarely triggered by a single form of gratification. Instead, they come from the complex
concurrence of multiple motives and organismic factors. Therefore, this study employed
fsQCA to conduct a configurational analysis, identifying three sufficient configurations
that lead to sharing fake news. Meanwhile, these results are consistent with the conclusions
of hypotheses Hla, H2a, H6, and H7 validated by PLS-SEM. These analyses not only
achieve cross-method validation but also profoundly reveal the synergistic effects and the
“equifinality” mechanism among various factors, substantially extending Study 1.

An in-depth analysis of these three configurations reveals two core psychological
evolution pathways. Configurations 1 and 2 share a commonality: both highlight the
dominant role of high instant news sharing. However, in terms of their micro-mechanisms,
they exhibit fundamentally different cognitive patterns.

Configuration 1 illustrates a sharing logic under “cognitive overload.” When users
are highly aroused by multiple motives such as information seeking, entertainment, and
socialization, the complex motivational load easily triggers heuristic information processing.
In this state, the strong impulse for instant news sharing dominates and bypasses cognitive
verification, which is manifested as the concurrent absence of fact-checking. Consequently,
individuals rapidly spread false content relying on intuition and instinct.

In contrast, Configuration 2 uncovers a more covert pathway of “confirmation bias.”
In this configuration, multiple interactive motives are superimposed with a high-intensity
intention to pass time. Although users exhibit a certain degree of fact-checking, the
outcome still led to the sharing of fake news. This indicates that under the strong inertia
of instant news sharing, such superficial authentication is merely a formality. Driven by
strong hedonic and social orientations, users’ cognitive authentication processes are highly
susceptible to self-serving bias. The ineffective authentication fails to block the spread of
fake news.

Furthermore, Configuration 3 independently reveals a “self-directed” mechanism for
SEN. In this configuration, a high level of time-passing and information seeking, with
a low level of fact-checking, collectively constitute the core conditions. These results
suggest that even if individuals lack the gratifications from interpersonal communication
(e.g., low information sharing and low socialization), the transmission of fake news may
still be facilitated. As long as there are strong motives of time-passing and information
seeking, the sharing behavior could occur. Those findings imply that for users exhibiting
“low-involvement” and “lurking” characteristics, aimless browsing and unidirectional
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information consumption are the norms. Once lacking critical authentication awareness,
they could be prone to inadvertently becoming implicit nodes in the spread of fake news.

In conclusion, the fsQCA results not only corroborated the core findings of the PLS-
SEM but also deeply elucidated the synergistic interactions and substitution relationships
among different gratifications in eliciting aberrant sharing behaviors, thereby providing a
robust extension and complement to the linear analysis.

6.3. Implications
6.3.1. Theoretical Implications

First, by integrating the Stimulus-Organism—Response (S-O-R) framework and UGT,
this study focused on how Chinese social media users engage in fake news sharing. Despite
the vast scale of internet and social media use in China, empirical research examining fake
news-sharing behaviors remains insufficient. The findings of this study contribute to a
more comprehensive understanding of the relationship between gratifications and fake
news sharing, shedding light on both cultural universality and cultural specificity within
the domain of fake news sharing.

Second, building on conventional PLS-SEM, this study further applied fsQCA to
uncover the complex configurations of antecedents driving fake news sharing. The results
provide a more comprehensive framework for understanding fake news-sharing behaviors
in the real world, marking a novel contribution to the field.

Third, departing from prior research that relies solely on surveys, this study extended
beyond questionnaire surveys by designing a behavioral experiment to validate the predic-
tive validity of self-reported fake news-sharing intentions in fake news-sharing behavior
within experimental task contexts. Although existing questionnaires have established
validity, the findings of this study remain innovative, particularly within the context of
fake news sharing. The results provide robust evidence for the generalizability of fake
news-sharing questionnaires grounded in the S-O-R framework, contributing to their wider
application and the continued accumulation of empirical data on fake news sharing.

6.3.2. Practical Implications

The findings of this study offer the following important practical implications.

First, this study confirmed that time-passing, entertainment, and socializing gratifica-
tions drive users to engage in instant news sharing on social media. The tendency to share
instant news is positively associated with fake news-sharing behavior. In contrast, the
tendency toward fact-checking is negatively associated with fake news-sharing behavior.
This study suggests that prior to sharing news driven by hedonic (including time-passing
and entertainment) and social motives, social media users should verify the authenticity
of information through multiple channels, such as fact-checking platforms. In addition,
users should rationally infer the authenticity of the news by synthesizing various cues
(e.g., the credibility and professionalism of the news source). Policymakers should launch
campaigns promoting news literacy and media awareness to enhance users’ ability to
discern the authenticity of information and their discernment in sharing. For users driven
by specific gratifications, educational initiatives should cultivate rapid cognitive heuris-
tics, enabling them to develop conditioned, intuitive truth-discernment reflexes during
momentary browsing.

Second, the fsQCA identified three configurations that drive users to share misinfor-
mation, indicating the complexity of the impact of gratifications on fake news sharing.
However, users across all configurations commonly exhibit frequent Instant news sharing
or a low willingness for presharing authentication as a core condition. Policymakers should
optimize social media algorithmic recommendations, design targeted interventions for
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instant sharing, and reduce the operational barriers to information verification. These
improvements may increase the likelihood of users authenticating the news before sharing
and reduce their impulses for instant sharing at the structural and interface levels. Social
media platforms can implement ‘friction” mechanisms in their interface design. For in-
stance, whenever a user clicks ‘share,” the platform could trigger a confirmation prompt,
such as: “You have not read the full article. Are you sure you want to share?” or “This
information contains controversial content; verification is recommended.’

Finally, government agencies should continuously improve online detection tech-
nologies and fact-checking systems for fake news. By promptly correcting fake news
on mainstream social media and fact-checking platforms, they may minimize its expo-
sure and ensure that corrective information reaches a wider audience. At the regulatory
level, relevant government authorities could establish a standardized, official fact-checking
API and mandate its integration across mainstream media platforms. Once high-traffic
content is verified as fake news on one platform, this system would immediately trigger
cross-platform coordination to proactively restrict its dissemination.

6.4. Limitations and Future Research Directions

The present study is subject to several limitations. First, regarding sample representa-
tiveness and external validity, data collection primarily relied on convenience sampling,
focusing on enrolled university students. Although this demographic represents a high-
frequency transmission group for fake news (Zhang et al., 2026), their homogeneous
educational and economic backgrounds limit the generalizability of our findings to other
age groups (e.g., middle-aged and older adults) or broader social strata. Furthermore,
females constituted a larger share of the sample in Study 1, although the current data
did not indicate severe gender bias. Future research should employ stratified random
sampling to balance gender ratios and incorporate diverse age cohorts to validate the
robust applicability of the current findings across different populations.

Second, the current measurement design did not explicitly differentiate users’ truth-
discernment capabilities prior to sharing information. Consequently, this study could not
strictly distinguish between different behavioral subtypes, such as “blind sharing” (un-
aware of the falsehood), “warning-oriented sharing” (sharing to alert others), or “hedonic-
driven sharing” (knowingly sharing for amusement). Future studies should incorporate
truth-discernment assessments in the survey design to untangle the distinct psychological
mechanisms and antecedent configurations underlying these three behavioral types.

Third, this study incorporated a behavioral experiment to observe users’ sharing
decisions, addressing the limitations of relying solely on self-reported questionnaires. How-
ever, the cross-sectional nature of the survey data in Study 1 still restricts rigorous causal
inferences regarding the mechanisms linking various gratifications to fake news-sharing
behavior. Future research could further validate their dynamic associations through longi-
tudinal designs. Additionally, the current experiment employed static images as stimuli.
Compared with the short-video content that currently dominates mainstream platforms,
their ecological validity may be constrained. Subsequent experimental designs should
focus on investigating the dissemination characteristics of multimodal misinformation in
online network environments.

Author Contributions: Conceptualization, H.J., Y.L. and Y.S.; Formal analysis, Y.S.; Investigation,
Y.L, Y.S. and Z.]J.; Methodology, Y.L., Y.S.; Writing—original draft, H.]J., Y.S.; Writing—review and
editing, H.J., XxW.,, Y.L., Y.S. and Z.J. All authors have read and agreed to the published version of
the manuscript.

Funding: This research received no external funding.

https:/ /doi.org/10.3390/bs16071112


https://doi.org/10.3390/bs16071112

Behav. Sci. 2026, 16, 1112 23 of 25

Institutional Review Board Statement: The study was conducted in accordance with the Declaration
of Helsinki, and the protocol was approved by the Ethics Committee of Tianjin Normal University
(2025101431) on 15 October 2025.

Informed Consent Statement: Informed consent was obtained from all subjects involved in the study.

Data Availability Statement: The data presented in this study are available on request from the
corresponding author due to restrictions (privacy, legal or ethical reasons).

Acknowledgments: The authors would like to express their gratitude to Shuo Tang and Xiaokang
Jin for their invaluable assistance with data collection, and to Yifan Yu for her constructive feedback
on the logical structure of this manuscript. Furthermore, the authors have reviewed and edited the
output and take full responsibility for the content of this publication.

Conflicts of Interest: The authors declare no conflicts of interest.

References

Adnan, M., Nawaz, M. B., & Khan, R. S. M. (2021). Predictors of fake news sharing on social media during COVID-19 in South Asia:
Evidence from Pakistan. South Asian Studies, 36(01), 153-164.

Ahmed, S., Bee, A. W. T, Ng, S. W. T., & Masood, M. (2024). Social media news use amplifies the illusory truth effects of viral deepfakes:
A cross-national study of eight countries. Journal of Broadcasting & Electronic Media, 68(5), 778-805. [CrossRef]

Ajina, A. S., Javed, H. M. U,, Alj, S., & Zamil, A. M. (2024). Fake or fact news? Investigating users’ online fake news sharing behavior:
The moderating role of social networking sites (SNS) dependency. International Journal of Human—Computer Interaction, 40(14),
3607-3621.

Apuke, O. D., & Omar, B. (2021a). Fake news and COVID-19: Modelling the predictors of fake news sharing among social media users.
Telematics and Informatics, 56, 101475. [CrossRef]

Apuke, O. D., & Omar, B. (2021b). User motivation in fake news sharing during the COVID-19 pandemic: An application of the uses
and gratification theory. Online Information Review, 45(1), 220-239.

Balakrishnan, V., Ng, K. S., & Rahim, H. A. (2021). To share or not to share—The underlying motives of sharing fake news amidst the
COVID-19 pandemic in Malaysia. Technology in Society, 66, 101676. [CrossRef] [PubMed]

Bryanov, K., & Vziatysheva, V. (2021). Determinants of individuals’ belief in fake news: A scoping review determinants of belief in fake
news. PLoS ONE, 16(6), €0253717. [CrossRef] [PubMed]

Biichi, M., Just, N., & Latzer, M. (2016). Modeling the second-level digital divide: A five-country study of social differences in Internet
use. New Media & Society, 18(11), 2703-2722. [CrossRef]

Chan, M., Vaccari, C., & Yamamoto, M. (2026). Cognitive drivers of misinformation belief and sharing on social media: A cross-national
comparison. Mass Communication and Society, 29(1), 142-160.

Cheung, C. M., Liu, I. L., & Lee, M. K. (2015). How online social interactions influence customer information contribution behavior in
online social shopping communities: A social learning theory perspective. Journal of the Association for Information Science and
Technology, 66(12), 2511-2521. [CrossRef]

China Daily. (2025, June 13). Xiaohongshu gongbu 2025 nian shangbannian xujia neirong zhili baogao: Fengjin heihuichan zhanghao
chao 1000 wan [Xiaohongshu releases H1 2025 fake content governance report: Over 10 million black-gray industry accounts
banned]. Available online: https://ex.chinadaily.com.cn/exchange/partners/114/rss/channel/cn/columns/07pz5d /stories /
WS684bd0£8a310205377037ef3.html (accessed on 28 April 2026).

Duffy, A., Tandoc, E., & Ling, R. (2020). Too good to be true, too good not to share: The social utility of fake news. Information,
Communication & Society, 23(13), 1965-1979. [CrossRef]

Epstein, Z., Sirlin, N., Arechar, A., Pennycook, G., & Rand, D. (2023). The social media context interferes with discerning the truth.
Science Advances, 9(9), eabo6169. [CrossRef] [PubMed]

Fiss, P. C. (2011). Building better causal theories: A fuzzy set approach to typologies in organization research. Academy of Management
Journal, 54(2), 393-420. [CrossRef]

Gan, C., & Li, H. (2018). Understanding the effects of gratifications on the continuance intention to use WeChat in China: A perspective
on uses and gratifications. Computers in Human Behavior, 78, 306-315. [CrossRef]

Gan, C., & Wang, W. (2015). Uses and gratifications of social media: A comparison of microblog and WeChat. Journal of Systems and
Information Technology, 17(4), 351-363. [CrossRef]

Gerbing, D. W. (1988). Structural equation modeling in practice: A review and recommended two-step approach. Psychological Bulletin,
103(3), 411-423. [CrossRef]

Hair, J. F, Hult, G. T. M., Ringle, C. M., Sarstedt, M., Danks, N. P, & Ray, S. (2021). Partial least squares structural equation modeling
(PLS-SEM) using R: A workbook. Springer International Publishing.

https:/ /doi.org/10.3390/bs16071112


https://doi.org/10.1080/08838151.2024.2410783
https://doi.org/10.1016/j.tele.2020.101475
https://doi.org/10.1016/j.techsoc.2021.101676
https://www.ncbi.nlm.nih.gov/pubmed/36540782
https://doi.org/10.1371/journal.pone.0253717
https://www.ncbi.nlm.nih.gov/pubmed/34166478
https://doi.org/10.1177/1461444815604154
https://doi.org/10.1002/asi.23340
https://ex.chinadaily.com.cn/exchange/partners/114/rss/channel/cn/columns/07pz5d/stories/WS684bd0f8a310205377037ef3.html
https://ex.chinadaily.com.cn/exchange/partners/114/rss/channel/cn/columns/07pz5d/stories/WS684bd0f8a310205377037ef3.html
https://doi.org/10.1177/1461444820931017
https://doi.org/10.1126/sciadv.abo6169
https://www.ncbi.nlm.nih.gov/pubmed/36867704
https://doi.org/10.5465/amj.2011.60263120
https://doi.org/10.1016/j.chb.2017.10.003
https://doi.org/10.1108/jsit-06-2015-0052
https://doi.org/10.1037//0033-2909.103.3.411
https://doi.org/10.3390/bs16071112

Behav. Sci. 2026, 16, 1112 24 of 25

Hair, J. F, Risher, ]. J., Sarstedt, M., & Ringle, C. M. (2019). When to use and how to report the results of PLS-SEM. European Business
Review, 31(1), 2-24. [CrossRef]

Islam, A. N., Laato, S., Talukder, S., & Sutinen, E. (2020). Misinformation sharing and social media fatigue during COVID-19: An
affordance and cognitive load perspective. Technological Forecasting and Social Change, 159, 120201. [CrossRef] [PubMed]

Kang, W., Shao, B., & Zhang, Y. (2024). How does interactivity shape users’ continuance intention of intelligent voice assistants?
Evidence from SEM and fsQCA. Psychology Research and Behavior Management, 17, 867-889. [CrossRef] [PubMed]

Karnowski, V., Leonhard, L., & Kiimpel, A. S. (2018). Why users share the news: A theory of reasoned action-based study on the
antecedents of news-sharing behavior. Communication Research Reports, 35(2), 91-100.

Kaya, B., Abubakar, A. M., Behravesh, E., Yildiz, H., & Mert, I. S. (2020). Antecedents of innovative performance: Findings from
PLS-SEM and fuzzy sets (fsQCA). Journal of Business Research, 114, 278-289. [CrossRef]

Khan, M. L., & Idris, I. K. (2019). Recognise misinformation and verify before sharing: A reasoned action and information literacy
perspective. Behaviour & Information Technology, 38(12), 1194-1212. [CrossRef]

Kircaburun, K., Alhabash, S., Tosuntas, $. B., & Griffiths, M. D. (2020). Uses and gratifications of problematic social media use among
university students: A simultaneous examination of the Big Five of personality traits, social media platforms, and social media
use motives. International Journal of Mental Health and Addiction, 18(3), 525-547.

Kock, N. (2015). Common method bias in PLS-SEM: A full collinearity assessment approach. International Journal of e-Collaboration
(IJeC), 11(4), 1-10. [CrossRef]

Laato, S., Islam, A. N., Islam, M. N., & Whelan, E. (2020). What drives unverified information sharing and cyberchondria during the
COVID-19 pandemic? European Journal of Information Systems, 29(3), 288-305. [CrossRef]

Lee, C.S., & Ma, L. (2012). News sharing in social media: The effect of gratifications and prior experience. Computers in Human Behavior,
28(2), 331-339. [CrossRef]

Li, Z., Zhao, Y., Duan, T., & Dai, J. (2023). Configurational patterns for COVID-19 related social media rumor refutation effectiveness
enhancement based on machine learning and fsQCA. Information Processing & Management, 60(3), 103303. [CrossRef]

Malinowski, B. (2013). Argonauts of the western Pacific: An account of native enterprise and adventure in the archipelagoes of Melanesian New
Guinea [1922/1994]. Routledge.

Matthes, J., Heiss, R., & van Scharrel, H. (2023). The distraction effect. Political and entertainment-oriented content on social media,
political participation, interest, and knowledge. Computers in Human Behavior, 142, 107644. [CrossRef]

McGonagle, T. (2017). “Fake news” False fears or real concerns? Netherlands Quarterly of Human Rights, 35(4), 203-209. [CrossRef]

Mehrabian, A., & Russell, J. A. (1974). An approach to environmental psychology. The MIT Press.

Murphy, G., de Saint Laurent, C., Reynolds, M., Aftab, O., Hegarty, K., Sun, Y., & Greene, C. M. (2023). What do we study when we
study misinformation? A scoping review of experimental research (2016-2022). Harvard Kennedy School Misinformation Review,
4(6), 1-57.

Nijjer, S., & Raj, S. (2020). Social media use in academia: Towards topology development and investigation of dominant use motive.
Journal of Information, Communication and Ethics in Society, 18(2), 255-280.

Ouellette, J. A., & Wood, W. (1998). Habit and intention in everyday life: The multiple processes by which past behavior predicts future
behavior. Psychological Bulletin, 124(1), 54. [CrossRef]

Rihoux, B., & Ragin, C. C. (Eds.). (2009). Configurational comparative methods: Qualitative comparative analysis (QCA) and related techniques
(Vol. 51). Sage.

Ruggiero, T. E. (2000). Uses and gratifications theory in the 21st century. Mass Communication & Society, 3(1), 3-37. [CrossRef]

Sampat, B., & Raj, S. (2022). Fake or real news? Understanding the gratifications and personality traits of individuals sharing fake news
on social media platforms. Aslib Journal of Information Management, 74(5), 840-876. [CrossRef]

Shang, Q., Ma, H., Wang, C., & Gao, L. (2023). Effects of background fitting of e-commerce live streaming on consumers’ purchase
intentions: A cognitive-affective perspective. Psychology Research and Behavior Management, 16, 149-168. [PubMed]

Stafford, T. F, Stafford, M. R., & Schkade, L. L. (2004). Determining uses and gratifications for the Internet. Decision Sciences, 35(2),
259-288. [CrossRef]

Sun, Y., & Xie, ]. (2024). Who shares misinformation on social media? A meta-analysis of individual traits related to misinformation
sharing. Computers in Human Behavior, 158, 108271. [CrossRef]

Tajfel, H., & Turner, J. C. (2004). The social identity theory of intergroup behavior. In J. T. Jost, & ]. Sidanius (Eds.), Political psychology
(pp. 276-293). Psychology Press.

Talwar, S., Dhir, A., Kaur, P, Zafar, N., & Alrasheedy, M. (2019). Why do people share fake news? Associations between the dark side
of social media use and fake news sharing behavior. Journal of Retailing and Consumer Services, 51, 72-82. [CrossRef]

Talwar, S., Dhir, A., Singh, D., Virk, G. S., & Salo, J. (2020). Sharing of fake news on social media: Application of the honeycomb
framework and the third-person effect hypothesis. Journal of Retailing and Consumer Services, 57, 102197. [CrossRef]

Theocharis, Y., & Quintelier, E. (2016). Stimulating citizenship or expanding entertainment? The effect of Facebook on adolescent
participation. New Media & Society, 18(5), 817-836.

https:/ /doi.org/10.3390/bs16071112


https://doi.org/10.1108/ebr-11-2018-0203
https://doi.org/10.1016/j.techfore.2020.120201
https://www.ncbi.nlm.nih.gov/pubmed/32834137
https://doi.org/10.2147/prbm.s438465
https://www.ncbi.nlm.nih.gov/pubmed/38481599
https://doi.org/10.1016/j.jbusres.2020.04.016
https://doi.org/10.1080/0144929x.2019.1578828
https://doi.org/10.4018/ijec.2015100101
https://doi.org/10.1080/0960085x.2020.1770632
https://doi.org/10.1016/j.chb.2011.10.002
https://doi.org/10.1016/j.ipm.2023.103303
https://doi.org/10.1016/j.chb.2022.107644
https://doi.org/10.1177/0924051917738685
https://doi.org/10.1037/0033-2909.124.1.54
https://doi.org/10.1207/s15327825mcs0301_02
https://doi.org/10.1108/ajim-08-2021-0232
https://www.ncbi.nlm.nih.gov/pubmed/36699986
https://doi.org/10.1111/j.00117315.2004.02524.x
https://doi.org/10.1016/j.chb.2024.108271
https://doi.org/10.1016/j.jretconser.2019.05.026
https://doi.org/10.1016/j.jretconser.2020.102197
https://doi.org/10.3390/bs16071112

Behav. Sci. 2026, 16, 1112 25 of 25

Urbach, N., & Ahlemann, F. (2010). Structural equation modeling in information systems research using partial least squares. Journal of
Information Technology Theory and Application (JITTA), 11(2), 2.

Wang, C., Jin, X. L., Zhou, Z., Fang, Y., Lee, M. K., & Hua, Z. (2015). Effect of perceived media capability on status updates in microblogs.
Electronic Commerce Research and Applications, 14(3), 181-191. [CrossRef]

Wang, J. C., & Chiang, M. J. (2009). Social interaction and continuance intention in online auctions: A social capital perspective. Decision
Support Systems, 47(4), 466—476. [CrossRef]

Wardle, C., & Derakhshan, H. (2017). Information disorder: Toward an interdisciplinary framework for research and policymaking (Vol. 27,
pp. 1-107). Council of Europe.

Wei, C., Nawi, H. M., & Naeem, S. B. (2024). The uses and gratifications (U&G) model for understanding fake news sharing behavior
on social media. The Journal of Academic Librarianship, 50(5), 102938. [CrossRef]

Yan, Y., Chen, H., Shao, B., & Lei, Y. (2023). How IT affordances influence customer engagement in live streaming commerce?
A dual-stage analysis of PLS-SEM and fsQCA. Journal of Retailing and Consumer Services, 74, 103390. [CrossRef]

Zhang, V. N., Vlachokyriakos, V., Johnson, I., & Durrant, A. (2026). Understanding and responding to complex online harms:
Misinformation, fake news, and young adults. Frontiers in Computer Science, 8, 1655186. [CrossRef]

Disclaimer/Publisher’s Note: The statements, opinions and data contained in all publications are solely those of the individual
author(s) and contributor(s) and not of MDPI and/or the editor(s). MDPI and/or the editor(s) disclaim responsibility for any injury to
people or property resulting from any ideas, methods, instructions or products referred to in the content.

https:/ /doi.org/10.3390/bs16071112


https://doi.org/10.1016/j.elerap.2014.11.006
https://doi.org/10.1016/j.dss.2009.04.013
https://doi.org/10.1016/j.acalib.2024.102938
https://doi.org/10.1016/j.jretconser.2023.103390
https://doi.org/10.3389/fcomp.2026.1655186
https://doi.org/10.3390/bs16071112

	Introduction 
	The Stimulus–Organism–Response (S-O-R) Theoretical Framework 
	Conceptual Model and Hypothesis Development 
	Stimulus and Organism Variables 
	Organism and Response Variables 
	Self-Reported Fake News-Sharing Intentions and Sharing Behavior in Task Scenarios 

	Study 1 
	Study 1 Materials and Methods 
	Data Collection 
	Measurement Instruments 
	Study 1 Data Analysis Methods 

	Study 1 Results 
	Data Preprocessing and Descriptive Statistics 
	Measurement Model Validation 
	Structural Model Validation 
	fsQCA Results 


	Study 2 
	Study 2 Materials and Methods 
	Participants 
	Experimental Materials and Design 
	Experimental Procedure 
	Study 2 Data Analysis Methods 

	Study 2 Results 
	Descriptive Statistics and Correlation Analysis 
	Regression Analysis and Hypothesis Testing 


	Conclusions and Discussion 
	Relationships Between Gratifications and Fake News-Sharing Behavior 
	Complex Antecedent Configurations of Fake News Sharing 
	Implications 
	Theoretical Implications 
	Practical Implications 

	Limitations and Future Research Directions 

	References

