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Abstract: Fake news swiftly spreads throughout social media platforms, influencing public opinion, decision-making, and 
even societal cohesion. Understanding the elements which drive the dissemination of fake news has become an important 
and pressing issue in the contemporary digital environment. Through a detailed examination of data obtained from 328 
young individuals, the research identifies para-social interaction, information seeking, information sharing, and status-
seeking as the main driving factors for the transmission of fake news in the digital era. Conversely, the factors of passing 
time and fear of missing out were found to have a negligible relationship with fake news sharing, indicating a lesser impact 
on the spread of fake news. Additionally, the model fit as evaluated by R-square, suggested that approximately 55% of 
the variance in fake news sharing was explained by the independent variables included in the study. The findings of the 
study will help devise effective strategies to counteract the phenomenon of fake news sharing and promote media literacy. 
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Introduction 

In today's modern age, the propagation of fake news 
has become a global concern for individuals, 
businesses, and governments. In general, "fake news" 
refers to any facts or popular stories published with the 
purpose of reaching people. Its proliferation has the 
ability to undermine democracy, upset social peace, 
and jeopardize national security (Pennycook & Rand, 
2021). Furthermore, with the proliferation of social 
and digital media platforms, false news has become 
more accessible, simple to distribute, and harder to 
identify, making it a tremendous issue to battle 
(Vosoughi, et al., 2018). Because of its potential to 
affect public opinion and decision-making, this 
problem has received a lot of attention. Governments, 
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businesses, and individuals are becoming increasingly 
aware of the need to counteract and avoid its 
detrimental effects. Consequently, recognizing the 
multiple factors involved in the development of false 
content that harms the democratic process, is a critical 
area of research right now.  

The quest for social status is a primary and potent 
driver of the spread of fake news. As individuals tend 
to share such postings and information in order to align 
their thoughts and beliefs, improve their social status, 
and demonstrate their social recognition, they do so in 
order to align their opinions and beliefs with those of 
others (Munson & Resnick, 2010). Moreover, the 
concept of "shareability" adds considerably to the 
circulation of misleading content. Bruns and Highfield, 
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(2015), discovered that it has the ability to incentivize 
new members of social networks to assist in the 
transmission of fake news. The need for social 
recognition that results from spreading such fake news 
eventually plays a crucial role in its spread.  

The fundamental necessity for information 
exchange also represents the pervasive feature of 
spreading fake news. People have easy access to a 
wealth of information in today's digital era, yet they 
frequently require assistance in distinguishing between 
reputable and misleading sources (Lazer, et al., 2018). 
Individuals with insufficient awareness of political 
matters are more prone to be persuaded by the 
disinformation that is frequently circulated online. This 
is especially true when it comes to the regulation of 
manufactured information, which may be confusing 
and misleading to individuals without specialized 
knowledge. In fact, research indicates that those with 
great political interest but inadequate expertise are 
exposed to the dissemination of false content to a 
higher extent (Guess, et al., 2018). As digital channels 
are becoming a generally acknowledged source of 
information for numerous sorts of entertainment and 
leisure activities in today's society. However, it is 
common for individuals to post sensational and 
captivating news without verifying its authenticity 
(Cheng & Schafer, 2020). According to Zubiaga, et al. 
(2018), false news reports on Twitter are more likely 
to feature emotive language and popular hashtags, 
hence increasing their exposure and potential effect. 
People frequently share fake news stories than real 
news without verifying their accuracy. In summary, it 
seems that a significant number of individuals rely on 
social media and other digital platforms as sources of 
information, which may not always be reliable. 

It is common for people to develop an emotional 
connection with media personalities, celebrities, or 
influencers, which can cause them to trust and believe 
in the views and opinions of their favourite media 
figures, even if they lack credibility or expertise (Kim & 
Dennis, 2019). Similarly, certain people have the 
mindset of believing in the conspiracy theories of 
media celebrities. This mindset favours the interest in 
fabricated information or inaccurate news stories. As a 
result, the inclination tends to be mediated by 
analytical as well as intuitive thinking, however, both 
relate in an alternative manner (Pennycook & Rand, 
2019). Overall, researchers present the concept of 
fake news as an intentional outspread of disseminated 
content in the shape of factual news, such as false 
information appearing to be appropriate and usually 

circulated on online platforms (Lewandowsky, et al., 
2020). This type of news information is mainly 
contributed to or circulated by authorities to misinform 
and direct the public on specific topics. It is the primary 
source of confusion and the need for more people's 
reliance on the media. There exist various additional 
factors that play a vital role in the propagation of 
incorrect news. Some of the most crucial factors 
involve motivated reasoning and biased confirmation. 
These are majorly involved in the person's 
susceptibility to accept and reject information 
(Pennycook & Rand, 2019). Other than the human 
personal need to seek information and status, 
advancements in technology and the upgradation of 
digital platforms also contributed to this concept to a 
great extent (Vosoughi, et al., 2018). From the 
perspective of antecedence, political motivation 
among the communities and societal polarization are 
also contributors which accelerate the outbreak 
process of fabricated content (Guess, et al., 2020).  

As misleading news information travels rapidly 
and reaches more individuals than reliable news, 
Vosoughi, et al. (2018), emphasize the seriousness of 
the situation and the necessity for effective 
interventions to counteract fake news. Overall, the 
rapid increase in social platforms along with the easy 
accessibility in news creation and dissemination has 
made it challenging to identify true and false news 
stories. To narrate the roots of the issue of the 
transmission of fabricated content, it is crucial to 
comprehend the variables that lead to its propagation. 
By understanding these variables, effective solutions 
may be created to assist individuals in recognizing and 
avoiding the regulation of fake news. In addition, it will 
aid in the development of techniques for verifying data 
and the veracity of information. As a result, this study 
investigates factors such as para-social interaction, 
status-seeking, information seeking, information 
sharing, time passing, and fear of missing out (FoMO), 
as possible precursors to the disseminating of wrong 
information. 

 
 Literature Review 

No doubt, the spread of fake news is a pressing global 
issue, even in Pakistan. Social media platforms have 
created an easiness for the spread and circulation of 
misinformation, resulting in various negative 
consequences. These include the spread of inaccurate 
information, further reinforcement of biases and 
prejudices, and decreased trust in reliable news 
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sources (Bode & Vraga, 2015; Tandoc, et al., 2018). 
The term gained popularity in 2016 during the United 
States presidential election. These elections have been 
known to influence the audience and public greatly in 
terms of their mind perceptions and social beliefs. The 
research explored that this was the fake news 
circulation that becomes a leading reason for support 
of Donald Trump among voters who were already 
inclined to support him while also decreasing support 
for Hillary Clinton among decided voters (Allcott & 
Gentzkow, 2017). It is possible that the primary term 
"Fake News" is a relatively new word to the digital 
community, however, the concept of circulation of 
false information is not that new. It has a complete 
history in concepts of propaganda that contributed to 
playing a remarkable role in manipulating the public's 
opinion and influencing different political agendas 
(Wardle & Derakhshan, 2017). At the same time, 
technological advancements and versatile digital 
platforms have created an amplification for the fake 
news spread in today's community. 

 
Social Influence Theory 

Social influence theory is one theoretical framework 
that explains the leading causes of the outspread of 
fabricated news content. This theory posits the 
mindset that people are greatly influenced by their 
social environment and surroundings. If any news is 
getting prevalent in the social surrounding, there is an 
excellent chance that the audience will start shaping 
their beliefs and behaviours according to their social 
impact (Cialdini & Goldstein, 2004). As per the 
understanding of the concept of false 
information, society more rigorously believes and 
relies on the information if they perceive that others in 
their social networks are doing so. Several other 
studies and research have supported the impact and 
influence of social influence in spreading false news. 
For example, one outstanding supportive study by Del 
Vicario, et al. (2016) clears the stance that false news 
stories are more actively shared on digital platforms 
rather than any true story, and this is primarily the 
effect was driven by social influence. Similarly, a study 
by Larson et al. (2019) found that vaccine hesitancy 
was associated with the perception that others in one's 
social network were also hesitant about vaccines. 

Cialdini, (2001), argues that people are up to all 
the information regulated by a highly authorized 
informational source without any discrimination of 

right or wrong if the informational source has a well-
reputed social influence on the audience. In other 
words, it can be stated that such trusted and credible 
information resources have the authority which would 
be used for trading information because people will 
believe all that news merely on the perception that the 
source is highly reliable and doesn't counter another 
side of the story that it might promote misleading 
information. Further supporting the studies, Cialdin, 
(2001), relates the ideas with the principle of social 
proofs. It has proven that people will accept all that 
content and information being carried on a 
widespread level by the public. When a person sees 
that everyone around is accepting certain information 
or news, he will start thinking or taking it right because 
most society reflects acceptance behaviour. This social 
acceptance behaviour became the ultimate source of 
the outspreading of inappropriate information. 
Similarly, Lewandowsky et al., (2017), reveal that 
people have nothing to do with the truth and falseness 
of the news or information when information is bound 
with certain pre-existing mindsets and approaches. 
This can be termed confirmation bias, which had a 
remarkable impact on the circulation of 
misinformation. This social influence of a pre-existing 
mindset among the community causes people to 
accept the ideas as it appears worldwide without 
considering their veracity. 

 
Selective Exposure Theory 

The selective exposure theory is another theoretical 
framework that has relevance to the current study. 
This very prevalent theory depicts the overall 
comprehensive analysis of all those attempting to find 
out the primary factors involved in the layout of false 
information. The theory implies that the public tends 
to follow all the information that stands by any 
previously existing ideas or mindset. They hesitate and 
avoid information contradicting those beliefs and 
values (Knobloch-Westerwick et al., 2015). Concisely 
stating the summation of theory, the public and the 
audience are attracted to all the information and 
stories that have previously aligned biases to support 
the outspread of news. Selective exposure theory is 
related to the basic factors of misleading information. 
It can be supportive of the outspread of fake data in 
various ways. In this term, the public will ignore or 
avoid information that contradicts the already existing 
mindset of society. They tend to follow conventional 
beliefs, and anything out of the box will be considered 
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inappropriate and unauthentic regardless of its factual 
statistics (Iyengar & Hahn, 2009). Information seeking 
might implicate and pose serious threats that lead to 
information dissemination. This selective exposure 
theory mainly works by creating different sorts of filter 
bubbles. If not, then the Echo Chambers, where 
people are not ready to seek information out of 
specific boundaries. They only accept and convince 
the ideas with previous biases or approaches. Notions 
that are preconceived may sometimes be fabricated or 
belongs to misleading aspects (Guess et al., 2020). 
This behaviour is ubiquitous in specified communities 
with ideological or influential societal approaches. Such 
behaviour of the community became the crucial aspect 
that reinforced disinformation. Further, this theory is 
also considered supportive in perspective because it 
supports cognitive biases. In the analysis of cognitive 
biases, people only interpret information related to 
their pre-existing beliefs. If they get on fake news, but 
it corresponds to something prior information, they 
would readily accept it and consider it accurate 
without checking its reliability and evaluating its critical 
statistics (Nyhan & Reifler, 2010). In this way, they 
became an unknown asset for outspreading misleading 
and inaccurate information. 

In addition to all this, the algorithm of digital media 
platforms, along with a content recommendation, is 
also very amplifying in all these circumstances of 
selective audience exposure. These algorithms are 
responsible for showing only the content or news to 
the public based on their preference. Per their 
feedback, the audience needs more exposure and 
restricts this exposure to a diversified perspective 
(Bakshy, Messing, & Adamic, 2015). It signifies different 
consequences in which people willingly or unwillingly 
are exposed to information dissemination. Through 
this selective exposure, the public will discover 
valuable mechanisms explaining the dissemination 
activities and spread of false news. It expresses the 
fundamental approach of how people expose 
themselves to certain biased information and do not 
allow them to accept any other dynamics apart from 
their pre-existing ideas. However, such issues of 
selective exposure magnify the importance of media 
literacy, understanding, and promoting diversified 
information resources for authenticity and credibility. 
Various researchers have used this theory as a 
reference to support their points of thought. Likewise, 
Guess et al.’s (2019), analysis on the outspread of fake 
information. His research mainly confines the activities 

U.S. presidential election in 2016. The conclusion for 
the research bounds with the politically conservative 
people. These people were up to sharing 
disinformation during the election campaign to favour 
political biases. All these are the result of the Public's 
Selective Exposure. Similarly, Kim & Dennis, (2019) 
found that subjection to news sources of partisan was 
positively interlinked to the belief and sharing of 
fabricated news stories. 

 
Modelling the Factors Affecting Fake News 
Sharing 

Social media is used by people for various reasons, 
such as passing time, entertainment, seeking guidance, 
and staying in contact with their favourite celebrities. 
This demand has led to the swift dissemination of 
information beyond its original source. Additionally, 
various online influencers and filter bubbles are 
available that exaggerate the issue by influencing the 
mindset and approaches of the public by exposing the 
audience to diversified perspectives (Bakshy et al., 
2015). This influence of approaches falls in the para-
social interaction of the public with public figures. For 
example, Handarkho, (2020) noted that emotional 
connections are not limited to friends and family. They 
can also be formed with individuals who are 
acknowledged and appreciated as celebrities and idols. 
More specifically, parasocial interaction is the degree 
to which an individual develops an attachment to 
someone who acts as a mentor or role model for him 
(Tsai & Men, 2017). This interaction creates an 
impactful environment where the information, either 
true or false, seeks immediate attention and dominates 
peoples’ decision-making process. The factor of para-
social interaction is gaining high-scale popularity these 
days. In this, the audience and public community 
create partial interactive relationships with all the 
socially acknowledgeable personalities, influencers and 
celebrities. It would ultimately add up to the layout of 
the fabricated contents. In para-social relationships, the 
audience has a sort of familiarity and attachment to 
publically social figures without any discrimination and 
the absence of a genuine interpersonal connection. 
Individuals who engage in para-social activity may be 
more interested in circulating the fabricated news 
aspects in society. Furthermore, the trust and 
credibility attributed to media figures can extend to the 
information they share, making individuals confident in 
resharing and posting the news facts and information 
without critically evaluating their accuracy (Vraga & 
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Tully, 2019). Based on the past research mentioned 
above, the following hypothesis is proposed. 

H1: Parasocial interaction on social media is 
significantly related to fake news sharing.  

One of the most authentic and relatable 
examples for the concerned research was during the 
pandemic 19, when not only wrong figures narrated 
about the affected people but also various conspiracies 
have been made to treat COVID-19. One such 
conspiracy theory linked the treatment of viruses with 
the 5G technology. This news about the vaccine 
opened out expeditiously on digital platforms 
(Pennycook et al., 2020). This example truly signifies 
how a news circulation without authentication can 
seriously harm or influence the treatment of danger 
and impact public reliance and confidence on digital 
platforms. Information uprightness is a significant need 
of every society, especially in times of crisis or any fuss. 
Its importance can be estimated during the COVID-
19 era. Various unwed and inappropriate resources 
further exaggerated the accurate affected numbers. 
Similarly, "Pizzagate" is one of the most prevalent 
conspiracy theories in 2016. This theory stands by an 
allegation that the pizzeria was involved in child abuse 
or sexual activities along with a group of famous 
political leaders. This allegation circulated at full tilt on 
social media. This theory went viral during the 
Presidential elections, and many people took it as a 
blame game. Later on, the theory was investigated, 
but it highlights the significance and danger posed to 
society by inappropriate or authenticated information 
(Silverman & Alexander, 2016). The generality of this 
issue has only intensified in this technological time of 
society, as the latest advancements have facilitated the 
propagation of wrong beliefs. Therefore, this has 
gained imperative significance to gain a comprehensive 
understanding of the underlying motives for the 
circulation of fabricated information in order to 
accurately assess its current impact on society, thus, 
the following hypotheses have been developed for the 
study.  

H2: Information seeking is significantly related to 
fake news sharing.  

The need for information sharing also plays a 
crucial role in disseminating disinformation. In today's 
digital age, where information is readily accessible and 
shareable, individuals are often motivated to share 
news stories to demonstrate their knowledge, inform 
others, or contribute to ongoing discussions. 

However, the ease of sharing without proper 
verification can inadvertently become a remarkable 
source of false information. Meanwhile, the cognitive 
processes of confirmation bias and motivated 
reasoning tend to influence individuals' decisions to 
share fake news. Individuals may unconsciously select 
and proceed with content that aligns with the already 
available preferences. It ultimately reinforces the 
spread of misinformation (Pennycook & Rand, 2021). 
The following hypothesis is thus derived from the 
research:  

H3: Information sharing is significantly related to 
fake news sharing. 

Similarly, status-seeking is a notable point often 
linked to the disinformation approaches in 
contemporary society. Additionally, to pursue social 
recognition and validation, individuals may engage in 
behaviours that enhance their social status, including 
sharing sensational or provocative news stories. 
Vosoughi and colleagues (2018), suggest that fake and 
fabricated news content appeals more than real stories 
on social sites. It can be partly related to the attention-
seeking nature of individuals motivated to share news 
stories that generate high social interaction and 
validation. The desire to be perceived as well-
informed or influential may lead to the propagation of 
fabricated content in the digital world of social 
networking (Vosoughi et al., 2018). Thus the desire to 
get social recognition leads to the subsequent 
hypothesis:  

H4: Status seeking is significantly related to fake 
news sharing 

Engaging in a leisure activity known as passing 
time can provide a pleasant way to spend one's time, 
as opposed to engaging in laborious tasks. Simply put, 
pass time refers to the conduct of individuals who 
engage in an activity to combat boredom or because 
they have little to do. The motivation has also been 
investigated in research on fake news propagation. 
According to Pomerance (2022), there is a connection 
between past times and the distribution of fabricated 
content in COVID-19. Similarly, among a Nigerian 
sample authors found that different factors are 
contributing to fake scenarios including free time to 
pass, info sharing as well as seek and most importantly 
socialization (Shin, & Thorson, 2017). The role and 
influence of digital media platforms for entertainment 
and passing time are also considerably noticeable. 
Individuals often turn to social media to stay updated, 
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be entertained, or alleviate boredom. Guess et al., 
(2018), suggest that individuals may be more likely to 
engage with and share sensationalized or emotionally 
charged news stories for entertainment. The allure of 
captivating narratives or provocative headlines can 
capture individuals' attention, leading to increased 
engagement and dissemination of fake news. The 
constant need for stimulation and entertainment on 
digital sites became the source for the outspread of 
disinformation in society. (Guess et al., 2018). The 
current study also proposed pass time as an important 
factor to share fake news. 

H5: Pass time is significantly related to fake news 
sharing 

Meanwhile, studies have established another idea 
for fake news: that it has content and reception 
dimensions, this framework offers a holistic approach 
to understanding fake news. It recognizes that fake 
news does not only refers to the content, however, it 
also involves the complicated interplay between it and 
how audiences receive and engage with it (Egelhofer 
& Lecheler, 2019). The study highlights the need for 
empirical studies, theoretical advancements, and 
methodological innovations to delve deeper into the 
multifaceted nature of fake news and emphasizes the 
significance of conducting rigorous research to 
advance the understanding of fake news, particularly 
through interdisciplinary collaboration (Egelhofer & 
Lecheler, 2019). Fear of missing out (FoMO) is 
therefore investigated as a psychological aspect in this 
regard. Fear of missing out (FoMO) is a type of social 
phobia in which an individual fears losing contact with 
his or her peers and social group. (Baumeister and 
Tice, 1990).  Simply put, FoMO is a perception of 
social isolation. FoMo is investigated as a deep-root 

mediator for the use of digital media and purposeful 
deep fake sharing (Ahmed, 2022), which leads to the 
formulation of the following hypothesis. 

H6: Fear of missing out (FomO) is significantly 
related to fake news sharing 

Scholars ratify that misinformation critically 
impacts society and related democratic activities. 
These are the miss leading information that mainly 
undermines the trust of the public in the media as well 
as weakens the strength and foundation of any 
democratic society (Lewandowsky et al., 2012). 
Other than this, outspread of misleading information 
can be the source of various worldwide problematic 
situations that mainly include violence, instability in 
political conditions, and, most importantly, 
polarization. (Pennycook & Rand, 2019). As 
technology advances and online tools for verifying the 
authenticity of news become more available, it is 
important to understand these fake news factors, 
which is a growing research concern. 

 
Methods and Measure 

To calculate the factors affecting fake news sharing data 
was collected through the snowball sampling 
technique from a sample of 328 respondents. A self-
administered questionnaire with all variables included 
was provided in person as well as online. To analyze 
the collected data and check how well the variables 
describe the dependent variable fake news sharing 
regression analysis was run employing SPSS software. 
To know if the proposed model fits the data well, R² 
was calculated. R² reveals what proportion of the 
variation in the data is explained by the model. The 
results are demonstrated in the tables below: 

 
Regression Analysis 
Table 1 

Regression 

Model R R Square Adjusted R Square Std. Error of the Estimate 

1 .747 .558 .550 1.85363 

a. Predictors: (Constant), Parasocial, Info seeking, Info sharing, status-seeking, pass time, FoMO 
 
Table 1 depicts the adjusted R square value of 0.550 
which denotes that the predictor variables, Parasocial 
interaction, information seeking, information sharing 
status-seeking, pass time, and fear of missing out 

FoMO collectively contribute 55% variance in the 
outcome variable, fake news sharing. It demonstrates 
a strong correlation between the predictors and 
outcome variables 
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Table 2 

ANOVA 

Model Sum of Squares df Mean Square F Sig. 

1 
Regression 1380.962 6 230.160 66.986 <.001 
Residual 1092.631 318 3.436   
Total 2473.592 324    

a. Dependent Variable: fake news sharing 
b. Predictors: (Constant), parasocial interaction, Info seeking, Info sharing, status-seeking, pass time, FoMO 
The p-value in Table 2 is 0.001, which is less than 0.05, indicating that the independent variables Parasocial 
interaction, information seeking, information sharing, status-seeking, pass time, and fear of missing out FoMO 
have a significant relationship with the dependent variable fake news sharing.  

 
Table 3 

Coefficients 

Model 
Unstandardized Coefficients 

Standardized 
Coefficients t Sig. 

B Std. Error Beta 

1 

(Constant) .266 .835  .318 .751 
Parasocial 
Interaction .430 .039 .582 12.315 <.001 

Information 
seeking 

.778 .061 .575 12.712 <.001 

Information 
Sharing 

.181 .046 .199 3.926 <.001 

Status seeking .433 .034 .586 12.715 <.001 
Pass time .044 .027 .061 1.640 .102 
Fear of missing out .063 .044 .056 1.419 .157 

Dependent Variable: Fake news sharing 
 
The coefficient results are shown in Table 3. The beta 
value and p-value (β= 0.582, p=.001) between the 
independent variable parasocial interaction and fake 
news sharing indicate that there is a strong association 
between the two variables. Similarly, the path 
coefficient (beta value and p-value) between 
Information seeking and fake news sharing (β= 0.575, 
p=.001), and between status-seeking and fake news 
sharing (β= 0.586, p=.001), also depict the robust 
relationship. A significant association (β= 0.199, 
p=.001), between information sharing and fake news 
sharing is also evident from the result. However, the 
β and p values between pass time and fake news 
sharing (β= 0.061, p=.102) and between fear of 
missing out and fake news sharing (β= 0.056, 
p=.157), show a negligible relationship. Overall, it is 
proved that para-social interaction, Information 
seeking, Information sharing, and status-seeking, are 
strong predictors of fake news sharing. 

 

Discussion 

Hence, this dominant research proves that fake news 
critically impacts society and related democratic 
activities. These are the miss leading information that 
mainly undermines the trust of the public in the media 
as well as weakens the strength and foundation of any 
democratic society (Lewandowsky et al., 2012). 
Other than this, outspread of misleading information 
can be the source of various worldwide problematic 
situations that mainly include violence, instability in 
political conditions, and, most importantly, 
polarization. (Pennycook & Rand, 2019). With each 
technological advancement, the escalating volume of 
fake news necessitates the identification of potential 
factors underlying the dissemination of fake news. 
Having this knowledge would make it feasible to 
prevent its dissemination. This study investigated a 
comprehensive list of these factors, including para-
social interaction, Information seeking, Information 
sharing, status-seeking, pass time, and fear of missing 
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out, Contributed a lot and extend the knowledge 
necessary to devise reliable methods for reducing the 
outspread of false information.  

The results strengthen the literature by providing 
para-social interaction, information seeking and status-
seeking as the main motives behind fake news sharing 
(Apuke, & Omar, 2020). The results indicate that 
status-seeking is the most promising predictor for 
overcoming the problem of fake news sharing through 
acceptance of H4. Meaning thereby, the status-
seeking factor demonstrates that people tend to share 
fake news when they want to appear up-to-date, and 
well-informed, or to inspire and encourage others by 
being ahead of the curve in acquiring knowledge. 
Similarly, the approval of H1 established a connection 
between para-social interaction and fake news sharing. 
The finding showed that individuals typically associate 
their ideas and beliefs with the information supplied by 
the people they admire and shared the news without 
verifying its authenticity through reputable sources. 
The results also supported the second hypothesis H2, 
revealing that the information-seeking factor is 
associated with the dissemination of fake news. Most 
of the fake news is shared not only to obtain feedback 
from other social media users but also to facilitate the 
exchange of fresh knowledge. The findings supported 
H3, which postulated a relationship between 
information sharing and fake news dissemination. 

Demonstrating that the motivation for distributing fake 
news and misleading material is a desire for 
information exchange, either to aid others in acquiring 
relevant news or to increase readability. However, the 
rejection of H5 and H6 concluded that passing time 
and fear of missing out are dominated by para-social 
interaction and status-seeking factors.  

In summary, the findings of this research 
demonstrate a robust and significant relationship 
between various independent variables and the 
dependent variable of fake news sharing. Specifically, 
factors such as para-social interaction, information 
seeking, information sharing, and status-seeking have 
emerged as influential determinants of individuals' 
engagement in the dissemination of fake news. These 
results highlight the significance of psychological and 
social factors in shaping the spread of misinformation 
in today's digitally connected world. On the other 
hand, passing time and fear of missing out was found 
to have negligible associations with fake news sharing, 
suggesting that these particular factors may play a less 
critical role in influencing individuals' propensity to 
share deceptive information. By shedding light on 
these distinct patterns of association, this study 
provides significant insights for governments, media 
organizations, and the general public in their efforts to 
combat fake news and disinformation and increase 
digital media literacy.   
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