
EFFECTS OF
DIGITAL
TECHNOLOGIES
ON FAKE
NEWS 

MISINFORMATION
E f f e c t

INFORMATION
DISSEMINATION LACKOF CONTENT

CONTROL
The digital age via use of the internet has
allowed all people of society to contribute to the
current news of the day; information is no longer
distributed by only those with writing powers,
such as a large newspapers or tabloid. “Control
of content accessible via the internet is difficult”
to maintain (Burkhardt, 2017, p. 11).
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INFORMATION
OVERLOAD

Digital technologies have contributed to the
information overload (also described in the

literature as “infoflux” (Kapoor, 2018),
“infobesity”, “infoxication”, “post-truth era”
(Cooke, 2018). Kapoor describes this reality

as being “constantly bombarded with
continually changing information through

social media, smartphones, and the internet
more generally” (p. 1), thus contributing for
lack of attention, time, and selective use of

information.
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MASS SCALE
NEWS DELIVERY03
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Computer mediated communication such as
Blogs, Twitter, Facebook, and other social media
allow for mass scale news delivery (Conroy,
Ruben, & Chen, 2015; Mcgrew, Ortega,
Breakstone, & Wineburg, 2017). It has not gone
unnoticed that this may lend to the potential
creation of misinformation. Conroy, Ruben, and
Chen (2015) further describe that deception
detection technologies, technologies able to
assign truth value, can be produced in order to
combat misinformation.

DIGITAL
TECHNOLOGIES

 

SHARING BIASES
In this current digital age, spreadable

media: referring to the “potential— both
technical and cultural—for audiences to

share content for their own purpose”
(Jenkins, Green, & Ford, 2013) has created,

as Mihailidis and Viotty (2017) argue, “a
spectacle that separates the consumer from

reality” (p. 443).
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SPREADING FASTER &
DEEPER (DALEY, 2018)
Tandoc et al. (2018) stated “fake news
stories have been going viral around the
world, misleading thousands of readers and,
in some instances, even political leaders” (p.
2746). Silverman (2016) corroborates this in
reference to the Presidential campaign
stating, “Trump’s supporters cheered when
a fake story that Pope Francis, the leader of
the Roman Catholic Church, had endorsed
Trump’s candidacy went viral.”
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ROLE OF SOCIAL
MEDIA AND "AUDIENCE

AVAILABILITY"
Social media is a huge player in fake news.

For instance, Nelson and Taneja’s (2018)
findings “suggest that consistent with the
current discourse surrounding the role of
social media in the spread of fake news, a
heavy Facebook user is far more likely to

encounter fake news than a lighter
Facebook user” (p. 3733).
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IMPACT ON
SOCIETY

INFORMATION
CONSUMER

Information consumers are primarily agents of the
fake news reception and expansion, therefore
focusing on increasing their critical approach to
information is essential. According to Marin
&Halpern (2010), “the proliferation of information
via the Internet will only be managed effectively
by individuals with well-developed thinking skills”
(p. 3). Thus different types of literacies, such as
information literacy, media literacy, digital
literacy, and visual literacy, among others (Cooke,
2018), constitute indispensable opportunity and
fundamental necessity in the current educational
ecosystem.
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IMPACT ON
SOCIETY

According to Vosoughi, Roy, and Aral
(2018), the impact of fake news has a

“worldwide concern … and the possibility
that it can influence political, economic, and

social well-being”.
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STUDIES
 RESULTS
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50-70% information is true (65.31%)

80-100% information is true (22.78%)

0-40% information is true (11.91%)

According to the Gibson and Tranter study 
(2000) on students' critical view of digital

information, only 11.9% of the respondents
considered that 0-40% of information on

the Internet is true 

According Al-Harrasi and Al-Badi (2014) in their
study on information overload found that "64% of
college students are selecting the first source in their
search list, 35% use authentic or well-known sites,
and only 1% use other techniques to filter the
information they receive” (p. 131).
 
 
  Selecting the first search Use authentic sites

Use other evaluative techni..

Critical view of
information

Searching
behaviours  

 

15.5
HOURS

spent by typical American per day

Digital 
information 

consumption
  According to Short (2013) a typical

person in North America consumes about
15.5 hours of information daily, which is

equivalent to 74 Gb of data per day. 
  
 
 
 

While the impact of digital technologies and social media on critical
consumption of information has been continuously increasing, a big question
remains: how these digital technologies will shape the future of learning and
what skills educational institutions need to cultivate in their students to make
them critical consumers of information. Focusing on different forms of
literacies as well as evaluative techniques for information sources might
benefit students’ critical thinking, however, it is also important to cultivate
students’ higher-level judgment and foster a contextual approach to
information sources (Meola, 2004).

FAKE NEWS &
THE FUTURE
OF LEARNING
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