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ABSTRACT

Research has revealed that the diffusion of misinforma-
tion online can be attributed to inaccuracies in human
cognitive reasoning. We examine the nudging effect of
Accuracy Alerts on users’ ability to discern misinforma-
tion and how their trust moderates this effect. The
results from a 2 (accuracy nudge: with nudge vs. no
nudge) X 2 (news source type: algorithmic news vs.
legacy non-algorithmic news) experiment showed sig-
nificant main and interaction effects indicating that an
algorithmic source effect is present in the process of
nudge acceptance. Misinformation sharing intention
was largely lower for legacy non-algorithmic news
than algorithmic news, but there was a greater decrease
in algorithmic news when nudging was employed.

The nudging principle has been accepted and used to directly reinforce and
indirectly influence the behavior and decision-making of individuals and/or
groups in numerous contexts (Sunstein & Thaler, 2014). Because of its
effectiveness, nudging has been widely applied to user analytics, system
design, and public policy arenas (Mertens et al., 2021). In the digital context,
nudging has been conceptualized as an indirect form of interactive and
psychometric design that influences users online behavior without limiting
their freedom of choice. In the digital media literature, nudging has also been
studied as a concept of affordances (e.g., media affordance), which allows
users greater control over what, when, and how they view content online
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(Vermeulen, 2022). In this paper, a nudge refers to an alert message that
warns users of the potential inaccuracy of a news story online.

Recent research has considered nudging for media applications, such as
the evaluation of media credibility (Bhuiyan et al., 2018) and the affordance
of social interactions (Shin, 2022). Further, nudging has been suggested as a
means to combat misinformation and fake news (Andi1 & Akesson, 2021), for
example, in the form of fact-check alerts and flags. More specifically, a nudge
can provide a flag to trigger a user’s attention to and cognitive processing
about the trustworthiness and reliability of a news story. Thus, content
posted on news feeds can be accompanied by an alert flagging that the
news source can factually be wrong (Bryanov & Vziatysheva, 2021). An
Accuracy Alert can then be a kind of nudging device to trigger users’
attention toward discerning online news accuracy (Pennycook et al., 2021).
Given this, Accuracy Alerts (e.g., flagging tags, embedded tweets, and pop-up
banners) can intervene the otherwise quick sharing by unknowing readers of
online news that may be misinformation or fake news by nudging readers to
take a moment to assess before sharing (Roozenbeek et al., 2021).

Against the backdrop of the rising problem of fake news, calls for evi-
dence-based interventions aimed at mitigating the diffusion of misinforma-
tion have been increasing (Nekmat, 2020). Relevant studies have addressed
how simple interventions via a nudge can trigger users to consider the
accuracy of online information before sharing, thus decreasing the spread
of misinformation (Pennycook et al., 2021). Fazio (2020) noted that pausing
to consider why a headline is true or false contributes to a reduced intention
to share misinformation. A number of methods on how to combat misin-
formation have been examined, and studies have investigated why people
share false or misinformation on social media (Bryanov & Vziatysheva, 2021;
Park, Chung, et al., 2022). Therefore, it is important to examine what
influences users’ intention to share misinformation on social media and
how nudging can intervene such an intention. We specifically focus on
misinformation as our study focuses on unknowingly sharing of fake news,
as opposed to disinformation, which will be intentionally sharing of fake
news, which cannot be easily intervened by nudging and Accuracy Alerts.

As a form of indirect intervention, Accuracy Alerts have been examined
and used to nudge readers to judge news truthfulness, which can improve
their discernment of what to share on social media (Vermeulen, 2022). Fact-
checkers such as Full Fact, PolitiFact, FeedReflect, and Associated Press warn
readers about information that has been the subject of fact-checks. While the
effectiveness of such nudges has not been empirically confirmed (Choi et al.,
2022), some of them, such as fact-checkers, have been growing in popularity,
becoming a major trend in social media and algorithmic platforms
(Roozenbeek et al., 2021).
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Despite their importance, the effects of nudges and the mechanisms
behind such Accuracy Alerts on user behaviors, particularly in an algorithm
context, have received limited empirical research attention. Thus, the exact
nature of how nudges work and with what effect, how users respond to them,
and what impact they have on user behavior in relation to misinformation
and fake news remains inconclusive. While there is extensive research in the
fact-checking literature on the utility and effectiveness of fact-checking
practices, technologies, and policies, there is a dearth of research on users’
perception of nudges and the ensuing effect on content sharing. Little is
known about the nudging potential of Accuracy Alerts to prevent users from
sharing questionable information on social media. Consequently, scholars (e.
g., Shin et al., 2022) have called for more theoretical and practical research on
the nudging effect of Accuracy Alerts in combating the diffusion of mis-
information on social media.

We respond to this call for empirical studies to narrow the research gap by
investigating (1) whether the presence of Accuracy Alerts flagging fake news
will lead users to refrain from sharing questionable news on social media and
(2) how nudging effect is moderated by source type and trust (algorithmic
source effect) in a Korean context. A majority of news consumers in Korea
(89% of the population) search for news searches via online sources, includ-
ing algorithmic media platforms (Shin, 2022). Therefore, it is critical to
understand the diffusion of misinformation on social media and the inter-
vention of such a phenomenon. Misinformation that spreads online have
negative ramifications at the individual and societal levels as it affects
political processes and outcomes. The nudging effect of Accuracy Alerts
and the potential for news source type to moderate the nudging effect
conditional upon users’ trust in algorithmic media are also examined.
Furthermore, the paper expands on the theoretical foundations of nudging
using source effects and trust evaluation perspectives. Our attempts also offer
practical guidelines on the implementation and use of Accuracy Alerts in the
prevalent algorithmic news environment on social media.

Literature Review

The online diffusion of misinformation has become a serious issue on social
media and in our society (Wang et al., 2019). Relevant literature has exam-
ined the use of nudges in helping trigger fact-checking by news consumers
online (Epstein et al., 2021). Recent empirical research has also found that
shifting user attention to accuracy improves the relevance of the news they
share on social media (Pennycook & Rand, 2022). Given these, we explore
users’ news accuracy discernment in an algorithm context by testing the
moderating roles of news source type and users’ trust in news. As previous
studies are primarily based on U.S. samples (e.g., Pennycook et al., 2020), we
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extend the relationships to a Korean context. News consumption and trust in
media are different in the two countries due to cultural values. Therefore, it is
worthwhile to examine how misinformation and user behaviors may interact
differently in a new culture. Following this, we can gain insights into how to
effectively discourage users from sharing misinformation.

News Recommender Systems and Misinformation

Misinformation, such as the unknowing sharing of fake news, is a current
trend in the complex media landscape in our society. Misinformation is
defined as unknowingly or accidentally sharing false information presented
in a manner that is intentionally or unintentionally designed to mislead
people. The terms misinformation and fake news are both referenced to
describe the fact that the information is untrue and false. While misinforma-
tion refers to false or misleading information in general, the motivation
behind the spreading of misinformation is either being simply unknowing
or done without the intention to manipulate others (Lewandowsky & van der
Linden, 2021). On the contrary, the term fake news is often understood as a
form of misinformation and disinformation, typically with fabricated, false
information presented in ways that are similar to legitimate news media
content (Lazer et al., 2018). Given the complex ambiguity of intent to
manipulate or not in the context of this study, the term misinformation is
chosen to include the related trends.

Although the phenomenon of misinformation is not new, the prevalence of
online and social media has compounded and amplified its detrimental
impacts exponentially. Not only is misinformation more easily shared on social
media today, the algorithms that favor engagement (e.g., views, likes, retweets)
has also led to the unfortunate rise of “popular” content being mistaken as
credible information by news consumers without prudent judgment regarding
its accuracy (Shin, 2021). Given these, disinformation designed with manip-
ulative intent could subsequently be shared when perceived by unknowing
many to be true, thereby becoming misinformation. As a result, misinforma-
tion could put firms and brands in negative spotlight and cause longer-term
harm to corporate reputation and consumer trust if no appropriate interven-
tion is carried out (Jahng, 2021). To effectively combat misinformation and
mitigate its detrimental effects, communication professionals need to under-
stand the mechanism through which it could impact consumer responses,
including what triggers a pause before quick sharing behaviors.

Interestingly, this nudging effect has not been empirically tested in an
algorithm context. There have been extensive studies on the effects of label-
ing the credibility of news sources (e.g., Nassetta & Gross, 2020), but the
nudging effect of Accuracy Alerts on Al-powered media have been scarce.
Given the widespread use of Al in social media and news recommendations,
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it is worthwhile to understand how nudging effect is differentially applied to
algorithmic systems. In the era of algorithmically mediated environments,
misinformation can be particularly powerful, especially through social media
by mass users (Lewandowsky & van der Linden, 2021). Thus, individual user
decisions to adopt and diffuse misinformation have reached new levels of
importance as they can be a micro-level driver of the macro-level large-scale
spread of false information that collectively put democratic decision-making
at risk (Vosoughi et al., 2018).

The nudging potential of Accuracy Alerts as an intervention can be
particularly relevant because recommender systems have been regarded as
one of the major mechanisms behind misinformation diffusion in the online
sphere (Shin et al., 2022). For example, news recommender systems (NRSs)
have recently been the subject of intense criticism for contributing to echo
chambers and information cocoons, which can influence the dynamics of
social media news sharing and the ways in which misinformation originates,
becomes legitimized, and propagates (Cardenal et al., 2019). Online news
networks provide ubiquitous access to users, allowing them to surf through
relevant news using algorithmic platforms. Therefore, it is a relevant and
timely effort to examine the antecedents of the discernment of misinforma-
tion conceptually and empirically as well as more general human reasoning
models of the nudging effect of Accuracy Alerts. A better understanding of
the motivations and mechanisms of the susceptibility to fall prey to mis-
information can lead us to reduce the adoption and diffusion of misinforma-
tion (Talwar et al., 2020).

Research Questions

Despite the increasing interest in NRS and Accuracy Alerts, research on how
these nudges influence users to process misinformation via NRSs has
remained at the level of discussion. Although relevant research confirms
the accuracy inductions in subsequent discernment and sharing intention,
the question remains as to how effective and valid they are in the context of
Al-powered news media. The use of Accuracy Alerts has so far been cham-
pioned, yet their actual feasibility and performance have yet to be fully
examined, particularly in an algorithm context. Therefore, this study
explores the conceptual development of Accuracy Alerts in online news. It
investigates whether the priming and triggering of Accuracy Alerts for fake
news will nudge users against sharing questionable news on social media.
The effect of Accuracy Alerts and the mechanism of spreading misinforma-
tion have remained open questions for NRSs and journalism. Given the gap
in the literature on misinformation and considering the importance of
nudges in NRSs, we propose the following research questions:
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RQ1: How do Accuracy Alerts trigger users’ attention to misinformation
sharing on social media? What are the nudging effects of Accuracy Alerts on
users’ discernment of misinformation and subsequent sharing behavior?
RQ2: How do news source types and users’ trust in Al-powered media alter
the nudging effect of such Accuracy Alerts? What are the effects of source
type and trust on users’ behaviors toward news consumption, particularly
attitudes toward news sharing?

Hypothesis Development

Our experimental model was designed to test the nudging effect of Accuracy
Alerts on users’ attitudes toward misinformation discernment (Figure 1).

Accuracy Nudging Effect: Alerts Away from Falsehood

Online users often share inaccurate news, despite being aware that the news
could be the product of unknowing misinformation and/or deliberate disin-
formation (Andi & Akesson, 2021). By sharing questionable news with their
social networks (Jahng, 2021) and interacting with these networks on social
media (Talwar et al., 2020), users may develop the status of influential
sources or even opinion leaders (Dwyer & Martin, 2017), gaining benefits
from such a status and improving their social capital (Shin et al., 2022).
However, it is important for these users to correctly arrive at the belief that a
news story is accurate and factual before proceeding to share it on social
media. Accuracy Alerts have been found to be a useful tool for achieving such
an outcome. Relevant research has supported this intervention by identifying
a causal link between nudges and assurances in the context of algorithmic
journalism (e.g., Fazio, 2020). Consequently, Accuracy Alerts can serve as a

H1
Accuracy Alerts

(Nudges)

Sharing of News
Flagged for
Fact-Checking

Trust in
Algorithms

H2

News Source
Types

Figure 1. Hypothesized accuracy nudge model.

H3
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nudge, and thus, we present the following hypothesis:

H1: Accuracy Alerts nudge users toward reducing misinformation sharing
intentions.

Algorithmic Source Effect: Al-Powered Media versus Legacy News
Sources

News sources provide essential cues and intuitive heuristics that influence
belief formation (Nekmat, 2020). Generally, the information from sources
perceived as credible has a greater effect on users’ beliefs, motivations, and
attitudes than information associated with non-credible sources. Users trust
news sources if they perceive the source as trustworthy, powerful, and if the
sources are individuals, similar to themselves (Jia & Johnson, 2021). This
kind of source judgment is applied to the algorithm context as users perceive
the algorithmic source’s credibility and believe the news it generates. Users
are more likely to react to Accuracy Alerts for news sources that have been
algorithmically personalized to them (Shin et al., 2022). In the algorithmic
news environment, users understand that recommended news is selected,
curated, and filtered by AI. When news is driven by algorithms, there is a
tendency for users to believe that the recommended news is correct, accurate,
and relevant to them. Therefore, Accuracy Alerts will more likely work when
presented for algorithmic news because users are aware of the operation of
algorithms in the background. Thus, we propose the following hypothesis.

H2: When Accuracy Alerts are absent, news from legacy media is more likely
to be shared than news from an algorithmic NRS. Conversely, when
Accuracy Alerts are present, news from algorithmic NRS is less likely to be
shared than news from legacy media sources.

Trust Effects

Trust has been found to play a significant role in news readership and an
even more critical role in NRS as it establishes an interacting feedback loop
between users and the recommending mechanisms (Park, Chung, et al.,
2022; Shin et al., 2022). When users trust an NRS, they tend to look for
news beyond their own personal interests (Baden & Springer, 2017). When
users believe that news recommendations are customized to their interests,
they consider the service to be beneficial and are willing to engage further
with the NRS (Mattis et al., 2022). When alerted to the potential inaccuracy
of a news story, users cognitively dissociate news content from the source
and discern the accuracy of the news story by linking it to their existing
schema, knowledge, and experience relating to the source (Metzger et al.,
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2015). During the evaluation, any credibility violation can decrease the
overall credibility judgment of the perceivably credible news related to a
trusted news source. When they are skeptical of algorithmic processes, they
will be more influenced by online legacy news. As users are expected to share
news believed to be credible in their social network, we hypothesize as
follows:

H3: Users’ trust moderates the nudging effect of Accuracy Alerts such that
users’ discernment to share news flagged for fact-checking will be greater for
news from non-algorithmic legacy online news sources than news from an
algorithmic NRS.

Methods

In this study, an online experiment was conducted with a 2 x 2 (Accuracy
Alert: with alert vs. without alert x news source: algorithmic vs. non-algo-
rithmic news) between-subjects design, which produced a set of four condi-
tions (Table 1).

Data Collection and Sample

An experimental design was carried out through an online survey of 400
respondents (Table 2). To check for reliability and validity, six additional
research participants completed a pretest questionnaire. Recommendations
and preliminary results from this pretest (i.e., shorten minimum completion
time for multiple-choice questions) were incorporated before distributing
the questionnaire on a large scale online. The recruited participants for the
main experiment were randomly assigned to one of the four groups, with no
statistically significant differences between the groups in terms of gender,
education, prior knowledge about algorithms, or media consumption of
news. The four groups did not differ in terms of age, gender, or prior
experience. The majority of the participants were Korean (92%), the average
age was 31.76 (SD =9.87), and the gender ratio was almost equal (female:
52.1%; male: 47.9%). Most of the participants (61.0%) were college graduates
or had college-level education. With regard to employment status, 120
respondents were students, and 110 were full time workers. Of the collected
responses, 10 incomplete responses with missing information were omitted.

Table 1. 2 x 2 experimental design.

Nudged With Alerts Non-Nudged Without Alerts
Algorithmic Group 1 Group 2

Non-Algorithmic Group 3 Group 4
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Descriptive statistics show that the data were distributed approximately
normally.

Procedures

On the welcome page, the participants were provided information about the
study structure, the research goal, the procedure, and anonymity assurance.
Next, they were introduced to the detailed content of the online experiment.
Participants indicated informed consent, after which they were randomly
assigned to one of the four experimental conditions. All the participants
completed a pretest questionnaire measuring their personal trust in the news
presented, experience with NRS and online news, prior social media news-
sharing experience, and trust in algorithms. They were then randomly
assigned to each of the two news source stimuli (i.e., algorithmic and non-
algorithmic/legacy). The participants saw more than thirty headlines/news
on COVID-19 and related issues. Those exposed to an online legacy source
were shown an interface of the online news page aggregated by Daum, which
has one of the highest market shares in Korea and the highest daily news
clicks and readership rates. It is considered the most reputable news portal in
the nation and was an appropriate stimulus to represent an online legacy
news source for the study. The participants assigned to the algorithmic
sources were shown news recommended by an NRS, which was run by
Naver. The participants were required to search for news stories about
coronavirus, coronavirus vaccine, and COVID-19 spread.

Overall, participants spent an average of 15 minutes on the news page
(8D =2.74). A factual news story on a relatively timely and current topic
was selected to determine their trust in algorithms during the experiment.
Specifically, news stories on COVID-19 and related health information that
contained misinformation or incorrect/false information in the news were
presented. To manipulate a nudge, half of the participants in each of the
news source groups were exposed to an Accuracy Alert that popped up next
to the news story to alert participants of content veracity and news inaccu-
racy in the news story. The alert was akin to a banner used by social media

Table 2. Attributes of respondents per experimental group.

Experimental Group

1 2 3 4
Mean/median age 21.31/20.01 22.89/21.32 21.49/20.43 23.83/22.83
(SD) (3.10) (3.07) (3.01) (2.98)
Gender (female %) 51 50 49 51
Prior nudge experience (year) 24 3.1 1.7 0.9

College education % 47 51 43 49
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when a piece of news or information is flagged as “dubious or misinforma-
tion” by a third-party fact-checker.

Stimuli

The participants selected one of the NRSs or used their preferred applica-
tions. After signing the consent form, they completed a pre-screening ques-
tionnaire that rated their existing trust in algorithmic and online legacy news.
The stimuli material differed in personal usage behavior, individual char-
acteristics, the way users interacted with the NRS, and specific news search
preferences. This was due to the algorithms’ personalization in curating
news, interaction with users, and reliance on existing data and the current
trends in news agendas. The respondents downloaded an app from among a
number of news apps, read news recommended through the app. They
concluded the experiment by completing a questionnaire measuring their
attitude, behavior, and intention to share the news. To validate the reliability
of the responses, a series of confirmation questions were included in the
survey. Furthermore, data reduction was performed on the initial data set in
relation to the reliability and validity of the responses.

Measures

Manipulation checks and multiple control were performed for the experi-
mental manipulation and measurement of the result.

Misinformation Sharing. News sharing concerns individuals’ intention
to share the news story and/or relevant information related it to on social
media. Adapting prior measures on news-spreading intention (e.g., Dwyer &
Martin, 2017), the participants ranked on a 7-point Likert-type scale (1=
strongly disagree and 7 = strongly agree) how likely they were to (1) suggest
the news; (2) share the news; and (3) share opinions together with the news
with others on social media (a =.88, M =3.01, SD =.88).

Trust in Algorithms. This refers to whether people perceive algorithms as
a more trustworthy processor of their data than operations by humans. It was
measured in a similar manner as in previous research (Schmitt et al., 2021;
Shin, 2022) by asking the participants to rank their agreement (7 = strongly
agree and 1 = strongly disagree) with three items (scale adapted from Shin
(2021): (1) I think the algorithm is largely reliable and accurate in generating
news recommendations, (2) I trust the algorithm in terms of data collection,
analysis, and reflection, and (3) news recommendation by algorithms can be
trusted due to their bias-free filtering (a = .87, M =3.55, SD = 1.16).
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Analyses

A GLM univariate analysis of variance (ANOVA) was conducted to compare
the mean ratings of the dependent variables (misinformation-sharing inten-
tion) between the Accuracy Alert and non-alert conditions (independent
variables). Furthermore, we analyzed the indirect effect of trust as a mod-
erator of news sharing. A median split was used to categorize trust (M edian
=3.20) into low and high levels. Using Welch’s F-test, multiple one-way
ANOVAs determined the mean values of trust (F(3, 396) = 638.49 p <.001;
r]2 =.829; Welch statistics: 696.86) and misinformation sharing (F(3, 396) =
83.66, p <.001; n° = .388; Welch statistics: 144.41) as statistically significant
between groups. Moreover, a pairwise t-test was performed to determine the
moderation effect of trust on Accuracy Alerts and sharing intention
(Table 3).

For Hypothesis 1—the nudging effect of Accuracy Alerts on misinforma-
tion sharing intention — an ANOVA was conducted to compare the partici-
pants in the two conditions nudged with Accuracy Alerts vs. participants
with no alerts. The test showed a significant main effect (F(1, 398) = 8.094, p
<.005) that users nudged with Accuracy Alerts reported a lower intention to
share misinformation than those without Accuracy Alerts (Groups 1 + 3 vs 2
+4). Given this, it can be inferred that Accuracy Alerts clearly play a
significant role in discouraging user intention to share misinformation. It
can also be inferred that Accuracy Alerts, if used properly, can effectively
combat the spread of misinformation.

Hypothesis 2 predicted a positive impact of the news source type
(algorithmic vs. legacy) on misinformation sharing. A one-way
ANOVA was performed to compare the effect of news source type on
misinformation sharing (Groups 1+2 vs 3+4). A one-way ANOVA
revealed a statistically significant difference in sharing between the two
groups (F (1, 398)=218.41, p<.001). Thus, H2 was supported as the
participants who received news from NRS relied significantly more on
the nudged alerts compared to those who received news from an online

Table 3. Experiment results.

Group 1 2 3 4
Misinformation Sharing Algorithmic NRS Legacy Online Media
(Cronbach’s a = .88) M:4.77 M:5.61 M:2.470 M:2.820
SD:2.102 SD:1.153 SD:1.095 SD:2.006
Trust in Algorithms M:5.860 M:5.620 M:2.780 M:1.610
(Cronbach’s a = .87) SD:.841 SD:1.042 SD:.732 SD:.665

Nudged Non-nudge Nudged Non-nudge
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legacy source. It can be inferred that users who received news from an
algorithmic NRS responded significantly more to the nudges than users
who received news from an online legacy source.

Hypothesis 3 posited the moderation effect of trust on the Accuracy
Alerts. We conducted a moderation analysis using PROCESS Macro 3.1
(Model 1), in which misinformation sharing was the dependent variable,
Accuracy Alert was the independent variable, and trust was the moderator.
The moderation test showed a significant interaction effect between the news
source types and trust in news sharing (Table 4, p <.05, CI: -19.43, —3.941).
Results indicate that for news from algorithmic sources, the role of trust on
sharing becomes significant.

The results of the further analysis with ¢-tests also support the mod-
eration effects. Pairwise t-tests showed significant mean pairwise differ-
ences between all conditions. The pairwise comparisons between the
algorithmic source, low trust (M Algorithmic source, Low trust =5.23),
and legacy source, low trust (M Non-algorithmic source, Low trust=
2.54), treatments (p <.001) and between the algorithmic source, high
trust (M Algorithmic, High trust=5.23), and legacy source, high trust
(M Non-algorithmic, High trust=3.12), treatments (p <.001) were sig-
nificant. Similarly, the pairwise comparison between the Accuracy Alerts,
high trust (M nuage High trust =4.67), and the Accuracy Alerts, low trust
(M Nudge, low trust =2.54), treatments (p <.001) and between the non-
nudged/no alerts, high trust (M Non-nudged, High trust=4.67), and
non-nudged, low trust (M Non-nudged, Low trust=3.06), treatments
(p<.001) were significant. Accuracy Alerts lowered the intentions of
users to share misinformation and the nudging effect was greater on
algorithmic NRSs than in the non-algorithmic legacy sources. Users’
sharing intention was also moderated by their trust level in the source

type.

Table 4. Moderation Test by Hayes’ PROCESS macro.

Misinformation Sharing

v coefficient Standard Error T p
Trust 49,7284 17,5923 3.234 ,0050
Source Type 68,5393 19,4913 3,7482 ,0004
Trust X Source Type -15,3194 5,3292 -1,9482 ,0003
Rsq 0,5923 ,0010

F 18,0329
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Table 5. Review of Hypotheses

Hypotheses Key Findings Results

H1. The effect of accuracy alerts  Accuracy alerts led to lower intention to share Supported
on sharing misinformation on social media. p < .005

H2. The positive impact of the Users who received news from algorithmic sources  Supported
algorithmic source type on relied significantly more on the suggestions from p < .001
sharing this nudge than users who received news from

legacy sources. Algorithmic sources had a
significant effect on users’ accuracy discernments.

H3. The moderation effect of trust A significant interaction effect existed between news Supported
on accuracy alerts source types and trust for news-sharing behavior.  p < .01
When users had high trust in algorithms, they
tended to more positively respond to accuracy
alerts and less likely to share misinformation.
When users had low trust in algorithms, they
tended to consider accuracy alerts more lightly
and were more likely to share misinformation.

Discussion

The results indicate that Accuracy Alerts can effectively nudge users and
trigger an increase in discernment that intervenes in misinformation sharing
on social media (Table 4). This point corroborates previous findings
(Pennycook & Rand, 2022; Roozenbeek et al., 2021; Nekmat, 2020) demon-
strating how nudges as heuristic cues can alter user action in sharing
behaviors. Furthermore, the finding extends those from previous studies by
highlighting that nudges in the form of Accuracy Alerts and heuristic cues
could effectively influence user action in algorithmic media. In line with a
prior finding, user attention is key to addressing misinformation, and a form
of priming can help (Nekmat, 2020), as prompting users with an Accuracy
Alert could trigger users” information processing, reminding them of the
possible risks of sharing misinformation on social media. This nudge proces-
sing is consonant with ongoing research showing users’ tendency to rethink
their intention to share fake news with their social networks when they are
reminded of attention to veracity (Pennycook et al., 2020). Our results largely
correspond to existing literature but go a step further by clarifying the
moderating effects of such a nudging effect on the discernment of misinfor-
mation. The algorithmic types of news sources and the levels of trust will
likely influence the effectiveness of the Accuracy Alerts. We posit that users
more willingly accept nudges (or respond more positively to nudges) when it
is suggested by algorithms (i.e., NRS) rather than by humans or non-algo-
rithmic services. We hypothesize that this is explained by the belief that
human-free nudges appear less judgmental and will, thus, induce a greater
sense of trust. This result contributes to the relevant literature on fake news
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and misinformation by clarifying how misinformation nudges can cogni-
tively influence users’ intention to share misinformation on social media.

Algorithmic Source Effect

Our results imply that the credibility of algorithmic sources has significant
effects on users’ accuracy discernment when primed to judge misinformation
(Table 5). The main effect found for Accuracy Alerts is in line with previous
findings (e.g., Nekmat, 2020), with users exercising greater caution toward
sharing news from algorithmic sources on social media compared to news
from online legacy sources. Our result goes beyond this finding by illustrat-
ing that users were generally unwilling to share news from algorithmic
sources that were flagged as containing misinformation. Instead, this effect
of users’ intention to share news flagged as misinformation when nudged by
an Accuracy Alert was found to be stronger for news from an algorithmic
source. This means that users are more aware of the fact that algorithmically
curated and personalized news can be more vulnerable to fake news and
misinformation and, therefore, more easily accept Accuracy Alerts when
they are nudged to check the veracity and accuracy of the news they receive.
This result can be explained by the theoretical perspective of source cred-
ibility and media credibility (Jia & Johnson, 2021). A user’s positive response
to algorithmic nudges is based on the user’ perceived source credibility of
algorithms. As users know that the news content is personalized by algo-
rithms in line with what they expect or want to read, they more readily accept
Accuracy Alerts from algorithms than a legacy news source because they
believe that nudges are part of the algorithmic recommendations (Bryanov et
al., 2020). Users of algorithmic NRSs deem Accuracy Alerts as algorithmi-
cally curated and checked and, thus, tend to believe them (Shin, 2022).

Trust Moderation

The algorithmic source effect is related to trust (Park et al., 2022). It can be
inferred that the more users trust algorithm’s mechanism, the more they are
likely to respond to nudges. This inference is supported by the identified
interaction effect between trust and news source types, which provides
important insights into the role of trust in misinformation and fake news.
It is understandable that users consider both cues when forming accuracy
judgments (Bak-Coleman et al., 2022). When users have trust in a news
source type, they tend to assume content credibility from these sources (Shin,
2021). A user’s decision to assess the credibility of news is related to the news
source type that they trust, that is, a source type that plays a more significant
role in algorithmic sources than legacy sources. This implies the importance
of the trust factor in algorithms - when users believe in algorithmic
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mechanisms, they follow algorithmic suggestions, including Accuracy Alerts.
When users do not have trust or lack thereof in algorithms, they are less
likely to accept Accuracy Alerts because they are not convinced of the quality
of algorithmic recommendations. Thus, one can expect trust in algorithms to
influence users’ assessment and the sharing of questionable news that was the
subject of a nudge. Our finding bridges misinformation research — which
lacks empirical referents — with processes that link nudge and trust, particu-
larly in the context of users’ sharing of misinformation in an algorithmic
environment.

Implications

The goal of this study was to better understand, through a focus on algorithms,
the processes contributing to users’ responses to misinformation. The results of
our study are relevant from both theoretical and applied standpoints.
Theoretically, the discussions in this study make a relevant contribution to
the dynamics of nudges, misinformation, algorithmic source effect, and news
sharing on social media. Understanding the diffusion of misinformation
requires us to examine the factors influencing users” discernment of misinfor-
mation. Evaluating the effect of Accuracy Alerts on news sharing from a user
perspective can narrow the gap between theory and practice as it transcends
NRS-specific concepts and theories by focusing on users’ sensemaking process
of misinformation and news sharing. A large part of online misinformation
sharing is likely attributable to users’ lack of attention to accuracy when
considering what to share (Pennycook et al., 2021).

When users are nudged by algorithms, their attention to assess news
accuracy increases with the interaction effect of trust in algorithm. This
algorithmic source effect is arguably a theoretical advancement as little is
known about source effects in the context of algorithmic services. The results
of our study are in line with previous research that underlined the function of
nudging in combating misinformation sharing (Pennycook et al., 2020) and
the causal mechanisms underlying misinformation sharing as a result of a
lack of cognitive reflection (Roozenbeek et al., 2021). We advance this
finding by illustrating that perceived source credibility appears to be asso-
ciated with misinformation sharing on social media and that nudge cred-
ibility encourages users’ discernment of misinformation. Users tend to
believe nudges when they rely on algorithms for news recommendations,
believing that the nudges are part of the algorithmic personalization and
curation. This tendency increases when users already have trust in algo-
rithms. These results provide support for the theoretical argument concern-
ing media source effects in an algorithm context. The algorithmic source
effect implies the importance of trust in and credibility of algorithms. It also
supports the importance of trust in human interactions with algorithms
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(Shin et al., 2022) and further clarifies how credibility can be enhanced and
how trust is established between users and algorithms. This theoretical
implication further suggests that the effect of Accuracy Alerts should be
understood from a user’s sensemaking process: How users perceive the
contextual factors regarding nudges, such as source type and trust. The
results of this study show that drawing attention to the importance of
accuracy can improve sharing judgment. Consistent with previous findings
(e.g., Pennycook & Rand, 2022), this result indicates that Accuracy Alerts in
news consumption do not only nudge the way in which users perceive and
consume news online but can also help users avoid unwittingly engaging in
misinformation sharing. The cognitive processes of news-sharing discern-
ment have not been conceptually well-defined or explicitly operationalized,
particularly in the context of Al-powered news platforms. Our attempt is
meaningful because it empirically tested Accuracy Alerts from a user’s
sensemaking process to examine the nudging effect from a human perspec-
tive, not from a provider or algorithmic perspective.

The study shows the significance of Accuracy Alerts by illustrating how a
nudge or cue that redirects attention to accuracy decreases the sharing of
false content. This linkage serves as a foundation for theoretical contribu-
tions by establishing the relationship between accuracy and news sharing.
This relationship has also been touted a great deal, despite being conceptually
established. It also raises the need for further research relating to habit
formation and continuous behavior in a long-term context, especially
given the lack of user research on these topics. As the experiment sessions
were short and did not test longitudinal effects, the results did not have
enough explanatory power to warrant longer-term effects. This could be a
limitation of this study and could be pursued in future research.

Practically, the nudge model provides useful suggestions for policymakers
and social media platforms on how to manage and utilize Accuracy Alerts
(Park, Chung, et al., 2022). The results provide algorithmic platform provi-
ders with guidelines on effective nudging prompts to choose from and cycle
through when engaging users to increase the quality of information sharing
online.

Conclusion

How effective is combating misinformation with nudges? This study pro-
vided experimental evidence of the nudging effect of Accuracy Alerts on
users’ discernment of fake news and behavior toward misinformation shar-
ing from different sources on social media. While a wide range of motiva-
tions for sharing misinformation, including fun, entertainment, sarcasm,
civic engagement, education, self-expression, social endorsement, and socia-
lization (Madrid-Morales et al., 2021; Park, 2021), this study finds that users’
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failure to judge information accuracy when consuming news can be one of
the major factors of misinformation diffusion on social media. Our experi-
mental evidence shows that priming attention toward the principle of accu-
racy can improve sharing judgment. The findings provide theoretically
driven explanations and a more nuanced understanding of the sensemaking
process of user sharing of questionable news on social media. The potential
of Accuracy Alerts for fact-checking to impact algorithmic news media more
than non-algorithmic sources offers a heuristic research focus for future
studies examining the algorithmic effect of nudges on the perceived utility,
trust, and credibility of algorithmic news platforms.

Limitations and Future Research

The results of the study should be treated with caution as the methods and
design of our study comes with several limitations. First, we used a single
message, which limits the scope of the findings. The results were drawn from
a single news stimulus on a topic that affects a small portion of the larger
population (e.g., COVID) instead of broader and general issues that influ-
ence the overall society. The use of a single message limits the replicability/
generalizability of the findings and may not ensure that any effect is not
idiosyncratic to the specific news story used in the experiment. Future
studies may use multiple cases and longitudinal perspectives to increase
the replicability and generalizability of the results. A longitudinal study
would offer a useful framework that any scholars interested in user behavior
related to misinformation in an Al environment should find useful. This
insight will foster ensuring thinking and provoke excitement among
researchers as we attempt to test and advance theory and solve radicalization
problems in algorithmic platforms.

Second, we did not include the influence of individual traits and users’
existing thoughts on media credibility and misinformation. Previous studies
have shown the significant effects of user traits (e.g., audiences’ skepticism
toward news sources) on the evaluation of misinformation and fake news.
Users may undergo selective news consumption like selective viewing, selec-
tive exposure, and selective processing based on their existing schema when
judging misinformation. The process inevitably results in users, particularly
among those who are highly politicized or highly oriented toward certain
ideologies, evaluating news as being biased against their position and in favor
of those in ideologically opposed positions and consequently perceiving the
news as being more prejudiced and low quality. Hence it is reasonable to
expect that individual traits play important roles in misinformation sharing
behaviors.

Third, as this study focused on the effects of single nudges on misinfor-
mation, it missed diverse aspects of user behaviors related to misinformation.
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It is possible that users may share news, accurate or fake, for many different
reasons, and with different platforms on different networks. People may
share misinformation purely for fun or for jumping on the bandwagon
when a fake news story is trending. Future research should consider the
user factors to influence the sharing of misinformation in different contexts.
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