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Abstract-  This  dissertation, “An  Analysis  of
Misinformation Trends in Social Media News Posts,”
explores how misinformation is created, presented, and
spread across social media platforms and its impact on
user perception and behavior. As social media has
become a major source of news, the rapid spread of false
information has become a serious concern in digital
communication. The study focuses on misinformation in
areas such as politics, health, celebrity news, and finance,
and examines strategies used to increase engagement,
including clickbait headlines, emotional language,
sensational content, and manipulated visuals. It also
analyzes how user behavior, such as dependence on likes,
shares, and personal beliefs, contributes to the spread of
misinformation.  Using a  quantitative  research
methodology, data was collected through structured
questionnaires from social media users. The findings
reveal that political and health-related misinformation
spreads the fastest due to its emotional appeal and the
interactive nature of social media platforms. The study
concludes that misinformation is influenced by content
strategies, platform mechanisms, and user psychology,
emphasizing the importance of digital literacy, critical
thinking, and responsible content sharing to reduce its
impact.
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L INTRODUCTION

The rapid advancement of digital technology has
transformed the way information is created,
distributed, and consumed. With the widespread use
of the internet and smartphones, social media
platforms such as Facebook, Twitter, and Instagram
have become major sources of news and information.

Unlike traditional media, where content passes

through professional editorial processes, social media
allows anyone to create, publish, and share

IRE 1718547

information  instantly.  This has increased
accessibility, participation, and the speed of
communication, but it has also created serious
challenges, especially the rapid spread of
misinformation.

Misinformation refers to false or misleading
information shared without proper verification. On
social media, such content is often presented in
attractive and persuasive formats using clickbait
headlines, emotional language, sensational stories,
manipulated visuals, and short videos to gain
attention and engagement. Social media algorithms
further increase the visibility of such posts by
promoting content that receives more likes,
comments, and shares, regardless of its accuracy. As
a result, misleading news spreads quickly and reaches
a large audience.

The problem of misinformation has become more
significant in areas such as politics, public health, and
social issues. During elections, false information can
influence public opinion and voter decisions, while in
health-related matters it can create fear, confusion,
and harmful behaviors. Another major factor is the
existence of echo chambers, where users mostly
interact with content that matches their existing
beliefs, making it difficult to identify or challenge
false information.

In this context, studying misinformation trends in
social media news posts is important to understand
how misleading content is created, shared, and
accepted by users. The research highlights the role of
user behavior, engagement patterns, and platform
mechanisms in spreading misinformation. It also
emphasizes the importance of media literacy, critical
thinking, responsible content sharing, and stronger
fact-checking practices to reduce the impact of
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misinformation and promote a more informed digital
society.

IL. LITERATURE REVIEW

The study “Trends in the Diffusion of
Misinformation on Social Media” examines the
spread of fake news on Facebook and Twitter
between 2015 and 2018 by analysing user
engagement with fake news websites and stories. The
findings show that misinformation increased rapidly
on both platforms until the end of 2016.

However, after 2016, engagement with fake news
declined significantly on Facebook, while it
continued to rise on Twitter. The study suggests that
Facebook’s efforts such as algorithm changes,
factchecking, and content moderation helped reduce
the spread of misinformation, whereas similar
measures on Twitter were less effective. It also
highlights that user engagement with legitimate news
remained similar across both platforms, showing that
the difference was mainly related to fake news
content.

The research emphasizes the important role social
media platforms play in controlling misinformation
and shows that misinformation continues to remain a
major challenge in digital communication. (Hunt
Allcott, Matthew Gentzkow & Chuan Yu, 2019).

The study “Spread of Misinformation on Social
Media: What Contributes to It and How to Combat
It” examines the major factors responsible for the
spread of misinformation on social media platforms.
It explains that misinformation spreads due to
technological, psychological, and social factors.

Platform algorithms often promote highly engaging
content regardless of accuracy, while users frequently
share information without proper verification. Factors
such as emotional appeal, confirmation bias, echo
chambers, and online communities further increase
the spread of misleading content. The study also
highlights how misinformation spreads rapidly
through interconnected social networks, creating a
viral effect. To reduce its impact, the research
suggests improving media literacy, strengthening
content moderation, increasing algorithm
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transparency, and encouraging cooperation between
governments, technology companies, and users.

The study is relevant because it provides important
insights into how user behavior and platform
mechanisms contribute to misinformation and offers
strategies to control its spread in digital
environments. (Chen, Xiao, and Kumar, 2023).

This paper examines how the rapid growth of the
internet and social media has transformed
communication while also increasing the spread of
misinformation. It explains that social media
platforms use algorithm-driven systems that prioritize
engagement and virality, which often amplifies
misleading information.

The ease of creating and sharing content without
proper verification further accelerates the spread of
false narratives. The paper also highlights challenges
faced by platforms in controlling misinformation due
to the large volume of content and the need to
balance content moderation with freedom of
expression.

Case studies such as the anti-vaccination movement
and the QAnon conspiracy theory show how
misinformation can influence public beliefs, create
confusion, and increase social and political
polarization. The study is relevant because it explains
how platform design, algorithms, and user behavior
contribute to the rapid spread of misinformation and
emphasizes the importance of developing effective
strategies to reduce its impact on society. (Anshul
Jain, 2023).

This research examines how the perceived
believability and harmfulness of misinformation
affect its spread on social media platforms such as
Twitter. Using data from Twitter’s Birdwatch
platform, the study analyzes how users rate
misleading posts based on how believable and
harmful they appear.

The findings show that misinformation perceived as
more believable and less harmful tends to spread
more widely and receive higher levels of resharing.
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This suggests that user perception plays an important
role in determining the virality of misleading content.
The study also highlights the value of crowd-based
evaluations in understanding misinformation trends
and user engagement patterns. It is relevant because it
provides insights into how misinformation spreads
and offers useful implications for developing
strategies to detect and reduce misleading
information on social media platforms. (Chiara
Drolsbach & Nicolas Prollochs, 2023).

The study explores the growing challenge of
misinformation on social media and focuses on user-
centered approaches to address it more effectively.

Based on focus group discussions, the research found
that many users struggle to identify false information,
especially when content appears emotionally
appealing or convincing. It highlights that the lack of
quick verification tools and strong emotional
reactions such as fear, confusion, or anger often led
users to unintentionally share misinformation.

The study suggests developing intelligent support
systems that help wusers think critically, verify
information, and manage emotional responses before
sharing content. Instead of relying only on content
moderation, the research emphasizes the importance
of 1improving users’ metacognitive skills and
responsible decision-making.

This study is relevant because it shows that
misinformation spreads not only due to platform
algorithms but also because of wuser behavior,
perception, and emotional engagement. It also
highlights the need for user-focused solutions to
reduce the spread of misinformation in digital
environments. (Jacqueline Urakami, Hiroki Oura,
Yeong Dae Kim, Katie Seaborn, 2022).

The objectives of the present study are:

¢ To examine which topics and categories are more
prone to misinformation.

* To analyze how misinformation is presented
through headlines, images, and content.

* Find out how user sharing habits fuel viral
misinformation trends.
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III. SCOPE OF THE RESEARCH

* The study focuses on misinformation found in
news posts shared on social media platforms such
as Facebook, Twitter, and Instagram, as these
platforms are widely used for accessing news and
information.

e It examines different forms of misinformation,
including fake news, clickbait or misleading
headlines, manipulated images and videos,
partially true information, and content shared
without proper context.

* The research studies how misinformation spreads
through user activities like sharing, reposting,
liking, and commenting, along with the role of
social media networks and engagement-based
algorithms in increasing visibility.

* The study also analyzes user behavior, including
how people believe, react to, and share
misleading content. It considers the influence of
peer groups, online communities, emotional
reactions, and social validation on the spread of
misinformation.

* The research mainly focuses on areas such as
politics, public health, and social issues, while
excluding traditional media like newspapers,
television, and radio. It is limited to selected
platforms, case studies, time periods, and user
groups, which may affect the generalization of the
findings.

IV.THEORETICAL FRAMEWORK WORK

4.1 Framing Theory

Framing Theory explains how the presentation of
information influences audience perception. In social
media news posts, misinformation is often framed
using clickbait headlines, emotional language,
sensational stories, and manipulated visuals to attract
attention and increase engagement.

These framing techniques make misleading content
appear more believable and encourage users to like,
share, and comment on it. The theory is relevant to
this study because it helps analyse how
misinformation is strategically designed and
presented to influence user perception and behaviour
on social media platforms.
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4.2 Uses and Gratifications Theory

Uses and Gratifications Theory explains that users
are active participants who choose media content
based on their needs, such as information,
entertainment, social interaction, or emotional
satisfaction. In the context of misinformation, users
may engage with or share false content because it is
entertaining, emotionally appealing, or supports their
personal beliefs and opinions.

The theory helps explain user behaviour, including
why people interact with, believe, and spread
misinformation on social media platforms.

V. RESEARCH GAP
Although  many  studies  have examined
misinformation on social media, several research
gaps still exist. Most studies focus on single
platforms instead of comparing misinformation

trends across multiple platforms such as Facebook,
Twitter, and Instagram.

There is also limited analysis of how elements like
headlines, images, captions, tone, and formatting
influence  the credibility and spread of
misinformation. Many studies separately examine
either user behavior or content features, but do not
combine both perspectives to understand how
misinformation spreads and how users respond to it.

Additionally, much of the existing research is based
on outdated datasets and Western contexts, which
limits its relevance to current and diverse digital
environments. Therefore, this study aims to provide a
more integrated and wupdated analysis of
misinformation trends by combining content analysis,
user behavior, and cross-platform comparisons in
social media news posts.

VL METHODOLOGY

This study focuses on understanding misinformation
trends in social media news posts by using a
quantitative, descriptive survey-based approach. Data
was collected through an online questionnaire
designed wusing Google Forms, which made
participation easy and accessible for respondents.
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The survey was divided into two sections: the first
gathered demographic information, while the second
examined users’ perceptions, engagement, and
interaction with misinformation on social media
platforms.

Research Design

The study used a quantitative, descriptive survey-
based research design to examine misinformation
trends in social media news posts; this method
focuses on collecting numerical data about user
behaviour, perceptions, and engagement with
misleading content; it helps in identifying patterns
and trends in how misinformation is presented and
shared online; it was chosen because it is simple,
structured, and effective for studying social media
engagement.

Target Population

The target population included active social media
users from different age groups, genders, and
educational backgrounds; it focused on individuals
who regularly use digital platforms and consume or
interact with news-related content online; the
population represents general online users exposed to
misinformation in social media environments.

Sample Size

A total of 102 respondents participated in the study;
most participants completed the survey properly;
however, a few responses may not have been fully
accurate or complete; still, the sample size was
sufficient to observe misinformation trends and user
engagement behaviour.

Sampling Technique

The sampling was done through an online voluntary
sampling method; the survey link was shared through
social media platforms; participants responded based
on their willingness to take part; this method allowed
quick and wide reach among active digital users.

Data Collection Methods

Data was collected using Google Forms; the
questionnaire  was divided into two parts
demographic questions and questions related to
misinformation trends and user engagement; it was
easy for respondents to answer; Google Forms
automatically organized responses and generated
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charts and distributions; percentages, frequency
distribution, and pie charts were used to analyse
misinformation patterns and user behaviour; the
method ensured efficient data collection and clear
presentation of trends.

VII. DATA ANALYSIS

Table 1. Demographics Characterization

'VARIABLE|CATEGOR |[PERECENTAG
Y E
Age 18-25 75%
Gender female 70%
Qualificatio| Bachelor’s 51%
n Degree
Social Instagram 75%
Media
platform

According to the demographic data, most respondents
(75%) are between the ages of 18 and 25, suggesting
that young adult social media users make up the
majority of the study's participants. Gender-wise, the
slightly larger portion of the sample consisted of 70%
female participants.

In terms of educational background, many
respondents (51%) had earned a bachelor's degree,
indicating that people with higher levels of education
made up most of the sample. With 75% of
respondents citing Instagram as their primary
platform, it was found to be the most popular social
media platform.

7.1 Most of the fake news I see is about politics and
government.
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The pie chart shows that a significant proportion of
respondents believe that most fake news is related to
politics and government. A majority either agree
(41%) or strongly agree (25%) with the statement,
indicating a strong perception that political content
dominates misinformation. Meanwhile, 29% of
respondents remain neutral, suggesting some
uncertainty or mixed experiences. Only a small
percentage disagree (4%) or strongly disagree (1%),
showing limited opposition to this view. Overall, the
findings suggest that political and governmental
topics are widely perceived as the primary sources of
fake news among respondents.

7.2 1 often see false information about medicine,
doctors, and health.

The pie chart indicates that a majority of respondents
frequently encounter false information related to
medicine, doctors, and health. Most participants
either agree (39%) or strongly agree (27%),
highlighting a widespread perception of health-
related misinformation. Additionally, 29% remain
neutral, suggesting some uncertainty or varied
experiences. Only a small proportion disagree (4%)
or strongly disagree (1%). Overall, the findings
suggest that misinformation in the health domain is
commonly experienced by respondents.

7.3 Posts about making money fast are usually not
true.
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The pie chart indicates that a majority of respondents
believe posts about making money fast are usually
not true. Most participants either strongly agree
(51%) or agree (38%), highlighting a widespread
skepticism toward get-rich-quick content.
Additionally, 9% remain neutral, suggesting some
uncertainty or limited exposure to such posts. Only a
small proportion disagree (1%) or strongly disagree
(1%). Opverall, the findings suggest that distrust of
fast-money claims is commonly held among
respondents.

7.4 It is very common to see fake stories about
famous people.

The pie chart indicates that a majority of respondents
find it common to encounter fake stories about
famous people. Most participants either agree (48%)
or strongly agree (42%), highlighting a widespread
perception of celebrity-related misinformation.
Additionally, 8% remain neutral, suggesting some
uncertainty or varied exposure to such content. Only
a small proportion disagree (1%) or strongly disagree
(1%). Overall, the findings suggest that fake stories
about famous people are commonly observed by
respondents.
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7.5 Fake news uses shocking headlines to trick
people into clicking.

The pie chart indicates that a majority of respondents
believe fake news uses shocking headlines to trick
people into clicking. Most participants either strongly
agree (59%) or agree (35%), highlighting a
widespread awareness of clickbait tactics in
misinformation. Additionally, 4% remain neutral,
suggesting some uncertainty or lack of exposure to
such headlines. Only a small proportion disagree
(1%) or strongly disagree (1%). Overall, the findings
suggest that respondents commonly recognize the use
of sensational headlines as a strategy in fake news.

7.6. Edited photos or videos are used to make fake
news look real.

The pie chart indicates that a majority of respondents
believe edited photos or videos are used to make fake
news look real. Most participants either strongly
agree (56%) or agree (38%), highlighting a
widespread awareness of visual manipulation in
misinformation. Additionally, 6% remain neutral,
suggesting some uncertainty or limited exposure to
manipulated media.

No notable proportion of respondents disagreed with
the statement. Overall, the findings suggest that
respondents commonly recognize the role of edited
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visual content in enhancing the perceived credibility
of fake news.

7.7. News that uses angry or scary words is usually
misinformation.

The pie chart indicates that respondents hold mixed
views on whether news using angry or scary words is
usually misinformation. A combined 55% of
participants either agree (37%) or strongly agree
(18%), highlighting a notable perception that
emotionally charged language is linked to
misinformation. However, 39% remain neutral,
suggesting  significant uncertainty or varied
experiences with such content.

Only a small proportion disagree (6%), with no
respondents selecting strongly disagree. Overall, the
findings suggest that while a majority associate
sensational language with misinformation, a
substantial portion of respondents remain undecided.

7.8. If a post looks fancy and professional, people
believe it more.

The pie chart indicates that many respondents believe
that posts appearing fancy and professional are more
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likely to be believed. Most participants either agree
(58%) or strongly agree (33%), highlighting a
widespread perception that visual presentation
influences credibility. Additionally, 6% remain
neutral, suggesting some uncertainty or belief that
other factors matter more. Only a small proportion
disagree (1%) or strongly disagree (1.8%). Overall,
the findings suggest that respondents commonly
recognize the impact of professional aesthetics on the
perceived believability of online content.

7.9 1 see at least one fake news story every single
day.

The pie chart indicates that respondents report varied
frequency of exposure to fake news on a daily basis.
A combined 47% of participants either agree (31%)
or strongly agree (16%), highlighting that nearly half
of respondents perceive daily encounters with fake
news stories.

However, 36% remain neutral, suggesting uncertainty
about frequency or inconsistent daily exposure. A
notable proportion disagree (9%) or strongly disagree
(8%, indicating that 17% of respondents do not see
fake news every single day. Overall, the findings
suggest that while daily exposure to fake news is
common for many respondents, experiences vary
considerably across the sample. This one stands out
because neutral is the highest single response at 36%,
unlike your other charts where agreement dominated.

VIII.  MAJOR FINDINGS

* The study found that misinformation is commonly
spread on social media, and many users encounter
misleading content regularly during their online
activities.
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» Political and health-related misinformation were
the most common, followed by celebrity and
financial fake news.

¢ Misinformation often uses clickbait headlines,
emotional language, sensational stories, and
edited visuals to attract attention and increase
engagement.

* Social media platforms such as Instagram,
YouTube, and WhatsApp help misinformation
spread quickly through sharing features,
algorithms, and user interactions.

* The study concludes that misinformation spreads
because of content strategies, platform features,
and user behaviour, highlighting the need for
digital literacy, fact-checking, and responsible
content sharing.

IX. LIMITATIONS AND FUTURE
RESEARCH

This study has certain limitations that may affect the
findings. The research was conducted using a limited
sample size and self-reported questionnaire
responses, which may include personal bias or
inaccurate information. The study mainly focused on
platforms such as Instagram, YouTube, and
WhatsApp, and did not cover all social media
platforms. Since the research was conducted at a
single point in time, it may not fully reflect changing
misinformation trends and user behavior over time.

The study also focused more on user perceptions and
engagement rather than technical factors such as
algorithms, artificial intelligence, and platform
moderation systems.

Despite these limitations, the research provides useful
insights into misinformation trends in social media
news posts. Future research should use larger and
more diverse samples, conduct long-term studies, and
include real-time data analysis, big data tools, and
machine learning techniques for more accurate
results. Comparative studies across platforms such as
Facebook, Instagram, YouTube, and WhatsApp can
help identify platform-specific misinformation trends.
More research is also needed on digital literacy, fact-
checking systems, psychological factors, and

CONCLUSION

This research examines the growing issue of
misinformation in social media news posts and shows
how it has become a regular part of digital
communication. The study found that misinformation
is most common in political and health-related
content, along with celebrity and financial news. It
often spreads through clickbait headlines, emotional
language, sensational claims, and manipulated visuals
designed to attract attention and increase
engagement.

Social media platforms such as Instagram, YouTube,
and WhatsApp play a major role in spreading false
information quickly through sharing features and
algorithm-based recommendations. The study also
highlights that user behavior, emotional reactions,
and belief-based sharing contribute to the spread of
misinformation. Although many users are aware of
fake news tactics, identifying misleading content
remains difficult, showing the need for stronger
digital literacy, fact-checking systems, responsible
sharing practices, and greater platform accountability
to create a more informed digital environment.
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