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Abstract

The credibility of information on major social media platforms like Facebook, X, and YouTube is
a significant public concern. This study investigated factors associated with U.S. adults' trust in
information from these platforms. Specifically, it examined the association of users' views on
misinformation restriction and their satisfaction with news experiences on trust, while controlling
for demographic factors. This cross-sectional study utilized data from the Pew Research Center's
American Trends Panel (ATP). The final analytic sample consisted of 1,258 U.S. adults who use
social media for news. A multivariable linear regression model was employed to assess the
associations between the independent variables and trust. The analysis revealed that support for
misinformation restriction (p =.001) and higher user satisfaction (p <.001) were both strongly and
positively associated with trust. The model also identified significant demographic associations.
Trust was significantly lower among older age cohorts compared to adults 18-29 and those with
some college education (p =.016). Conversely, trust was significantly higher among women (p
=.003), Asian/Asian American participants (p <.001), and individuals who were divorced (p =.034)
or never married (p =.001). These findings show that user satisfaction and support for
misinformation restriction are the main predictors of trust, but certain demographic differences
also matter. Trust in social media information is not uniform; it varies by age, gender, education,
race, and marital status. Therefore, strategies to build trust should improve platform governance
and news experience, while tailoring public health messages to address the specific trust patterns
within demographic groups.
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Introduction this study focuses on three platforms with
distinct user bases and content formats:
Facebook, Twitter/X, and YouTube. These
platforms have historically been significant
sources of news and information. For
instance, according to the Pew Research
Center, about a third of U.S. adults (30%)
report getting news on Facebook, and a
similar proportion (26%) get news from
YouTube (Stocking et al., 2020). In contrast,
12% of U.S. adults regularly get news from
X (formerly Twitter), though a majority of its
users (59%) utilize the platform for news
consumption (Stocking et al., 2020). It is

The advent of social media platforms has
totally changed the manner of disseminating
information and how it is consumed.
Platforms such as Facebook, X (formerly
Twitter), and YouTube have become primary
sources of information for many individuals
worldwide. However, the credibility and
trustworthiness  of  the  information
disseminated through these platforms have
been a subject of concern and debate (Allcott
& Gentzkow, 2017). While misinformation is
a challenge across the social media landscape,
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crucial, however, to situate these platforms

within the evolving landscape of social media.

The media environment is increasingly
dominated by video-based content, driven by
platforms like TikTok and Instagram, which
have experienced a surge in popularity for
their short-form video formats (Mosby, 2025;
Rzhevkina, 2023). This trend corresponds
with a relative decline in user engagement on
more text-centric platforms like Facebook
and Twitter/X. This broader shift in user
attention toward visually-driven content is a
critical contextual factor for understanding
how information—and misinformation—is
consumed and shared today. Although a full
analysis of newer, video-centric platforms is
beyond the scope of the current study,
acknowledging their influence is vital for
framing our research rationale. By focusing
on Facebook, Twitter/X, and YouTube, this
study examines platforms that have been
central to news dissemination over the past
decade. Their ongoing, albeit changing, role
provides a critical opportunity to analyze
misinformation dynamics on established
networks as they adapt to a new media
paradigm.

Research Questions and Hypotheses

While extensive research has been
conducted on misinformation and user
satisfaction separately, there is a gap in
understanding how these factors interact to
influence trust in social media information.
This study addresses this gap by examining
the combined association of views on
misinformation  restriction and  user

satisfaction on trust in social media platforms.

Considering both factors simultaneously
allows for a more comprehensive
understanding of the complex dynamics at
play in the digital information ecosystem.
Specifically, this study seeks to answer the
following research questions:
RQI1: Is support for restricting false
information online associated with users'
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trust in the information provided on social
media platforms?

H1: Support for restricting false information
online is positively associated with users’
trust in the information provided on social
media platforms.

RQ2: Is satisfaction with getting news on
social media platforms associated with users'
trust in the information provided on these
platforms?

H2: Satisfaction with getting news on social
media platforms is positively associated with
trust in the information provided on these
platforms.

This study contributes to understanding
factors influencing trust in social media
information. Its findings hold implications
for strategies to combat misinformation,
enhance user satisfaction, and foster trust in
social media platforms.

Literature Review

The Role of Misinformation in Trust
Misinformation, defined as false or
inaccurate information, especially when
intended to deceive, is a growing concern in
the digital information landscape (Wardle &
Derakhshan, 2017; Muhammed & Mathew,
2022; Murphy et al., 2023; Wang et al., 2019).
In this study, we specifically investigated
participants' views on misinformation
restriction as a factor influencing trust in
social media information. Social media
platforms have become fertile ground for the
spread of misinformation, often leading to
public confusion and mistrust (Lazer et al.,
2018;  Brashier &  Fazio, 2020).
Misinformation can have far-reaching effects,
influencing people’s perceptions, attitudes,
and behaviors and potentially leading to
significant societal consequences
(Lewandowsky et al., 2017; Vosoughi et al.,
2018). Previous research has indicated that
misinformation and its effects can influence
individuals’ perceptions and behaviors linked
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to information consumption on social media
(Blank & Lutz, 2017). Similarly, exposure to
false news significantly reduces individuals’

trust in the media (Pennycook & Rand, 2020).

The Role of Satisfaction in Trust
Satisfaction with social media platforms is
a significant determinant of user engagement
and continued use of a platform. User
satisfaction on social media platforms is
influenced by various factors, including the
accuracy of information (Kim & Lee, 2019).
Misinformation can significantly reduce user
satisfaction, related to decreased trust in the

platform (Luo et al., 2022; Boneh et al., 2019).

Satisfaction can also be a predictor of trust in
social media platforms (Tandoc et al., 2018).

Trust in the Information Provided on
Social Media Platforms

Trust in information is a critical factor that
influences the effectiveness of
communication and the acceptance of the
communicated message. Due to the lack of
traditional gatekeeping mechanisms, users
often must rely on factors such as the
credibility of the source, the quality of the
content, and endorsement by others to
influence their trust in the information
provided on social media platforms
(Wiedmann & von Mettenheim, 2020; Prike
et al., 2024).

Demographic Factors on Trust

The selection of demographic covariates
such as sex, education level, race, ethnicity,
and marital status in our study examining
trust in social media information is grounded
in both theoretical considerations and
empirical evidence from previous research.
Age, for instance, has been identified as a
factor influencing how individuals interact
with and perceive online information, with
older adults sometimes exhibiting different
patterns of trust and susceptibility to
misinformation compared to younger cohorts
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(Bailey & Leon, 2019). Similarly, individuals
with higher education levels may be more
likely to critically evaluate information,
which can influence trust (Guess et al., 2020).
Gender differences have also been observed
in social media use patterns and trust in
online information (Hopp et al., 2020).
Crucially, cultural backgrounds and lived
experiences, often correlated with race and
ethnicity, can profoundly shape perceptions
of media credibility. Research consistently
documents a trust gap, wherein racial and
ethnic minorities—particularly Black and
Hispanic Americans—report substantially
lower levels of trust in media compared to
White Americans (Silver et al., 2025). This
disparity is often attributed to perceptions of
historically negative or insensitive coverage
and a lack of authentic community
representation in mainstream reporting,
which fosters a baseline of skepticism. While
less commonly studied in direct relation to
information trust, marital status is included as
it represents a key social context where trust
is actively negotiated and frequently
challenged by social media use. An extensive
body of literature demonstrates that
behaviors facilitated by social media
platforms are linked to increased marital
conflict, jealousy, partner monitoring, and
infidelity—all of which represent a
fundamental erosion of interpersonal trust.
The ways in which individuals navigate these
platform-driven trust dynamics within their
intimate relationships may therefore relate to
their broader trust in the social media
environment (Obi & Ezennwanne, 2023). By
including these demographic covariates, we
aim to control for potential confounding
factors and more precisely isolate the
associations of views on misinformation
restriction and user satisfaction with trust in
social media information.
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Figure 1 Study Participants selection

process

11,668 participants were
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Pew Research Center's

American Trends Panel (ATP)
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8,930 (87.65%) participants excluded because
they did not use social media or did not get news

from social media

1,258 (10.78%) participants
were included in current
analysis

Materials and Methods

Data sources

The Pew Research Center's American
Trends Panel (ATP) is a nationally
representative  online  survey  panel
comprising over 10,000 randomly selected
adults across the U.S. The American Trends
Panel Wave 109 dataset was utilized for this
study, and the panel topic was linked to new
digital platforms and gender identity (Pew
Research Center, 2022). All analyses
incorporated the survey weights provided by
the Pew Research Center to ensure the
national representativeness of the findings.
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Figure 1 explains the data selection process.
For the purpose of this study, 'social media
platforms' or 'social media' specifically refers
to Facebook, X (formerly Twitter), and
YouTube, as these were the platforms from
which participants' trust and satisfaction data
were collected by the Pew Research Center.

Participants and Procedures

The Pew Research Center's American
Trends Panel (ATP) Wave 109 dataset was
selected for its comprehensive U.S.
demographic coverage and alignment with
the study's focus on digital platforms and
gender identity. The survey's target
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population comprised noninstitutionalized
individuals aged 18 and older residing in the
U.S., including Alaska and Hawaii. All active
panel members were invited to participate in
this wave. This particular wave, conducted in
May 2022, provided timely and relevant data
on social media usage, attitudes towards
misinformation, and trust in online
information sources, aligning closely with
the research objectives of this study. A total
of 10,188 panelists responded out of 11,668
who were sampled, for a response rate of
87%. The final analytic sample for this study
consisted of 1,258 participants. This subset
was determined by the Pew Research
Center's survey design, which utilized
branching logic. Key questions, such as those
regarding satisfaction with news obtained
from social media, were only presented to
participants who reported using social media
for news consumption. Consequently,
individuals who indicated they did not use
social media at all, or did not use it to get
news, were not directed to these questions
and were therefore excluded from the final
analysis.

Measures
Dependent Variables

Trust in the information provided on social
media platforms

Trust in the information provided on
social media platforms was measured by
asking participants: '"How much do you trust
the information you get from social media
sites, such as Facebook, Twitter or
YouTube?' Participants rated their level of
trust on a five-point Likert scale: 'l - A great
deal', '2 - A fair amount', '3 - Some', '4 - A
little', and '5 - No trust at all'.

Independent Variables

Satisfaction with social media information
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Satisfaction with social media information
was assessed by asking participants about
their experiences getting news on specific
platforms: 'How satisfied are you with your
experience getting news on Twitter?', 'How
satisfied are you with your experience getting
news on Facebook?', and 'How satisfied are
you with your experience getting news on
YouTube? Response options were provided
on a five-point scale: 'Very satisfied,
'Somewhat satisfied', 'Neither satisfied nor
dissatisfied', 'Somewhat dissatisfied', and
'"Very dissatisfied'.

Views on Misinformation Restriction

Participants were asked to choose between
two statements reflecting their view on
misinformation ~ management: '1 —
Technology companies should take steps to
restrict FALSE information online, even if it
limits people from freely publishing or
accessing information', or "2 — People's
freedom to publish and access information
should be protected, even if it means FALSE
information can also be published'. This
variable is referred to as 'Views on
Misinformation Restriction' in subsequent
analyses and discussions.

Demographic variables

Participants reported on their age (18-29,
30-49, 50-64, 65+), sex (male, female, in
some other way), race/ethnicity (White,
American Indian or Native Alaskan, Asian or
Asian American, Hispanic or Latino/a/x,
other), education level (college graduate,
some college, H.S graduate or less), and
marital status (married, living with a partner,
divorced, separated, widowed, never been
married).

Statistical Analysis
SAS statistical software (version 9.4; SAS
Institute Inc., Cary, NC, USA) was used for
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Table 1.

Demographics Descriptive Statistics of Participanis in the Pew Research Center s American

Trends Panel (N=1,258)

Variable Stody Population
N Ya

Age (vear)
18-20 258 20.51
3049 548 43 .56
50-64 322 25.60
5+ 124 986
Refused f 0.48
Sex
Male 654 51.99
Female S8R 4n.74
In some other way 13 1.03
Refused 3 0.24
Race/Ethnicity
White 925 73.53
American Indian or Native Alaskan 103 819
Acsian or Asian American 77 .12
Black or African American 35 4137
Hispanic or Latino/a’x T8 6.20
Other 20 1.59
Education Level
College graduate 778 61.84
Some College 314 2496
H.5. praduate or less 163 12.96
Refused 3 0.24
Marital Status
Married 652 51.83
Living with a partner 143 11.37
Divorced 06 7.63
Separated 27 215
Widowed L 231
Mever been married 308 24.56
Refused 2 016
Total 1,258

all analyses related to the Pew Research Subsequently,  chi-square  tests  were

Center’s American Trends Panel (ATP)
dataset. Initially, the characteristics of the
final dataset sample were assessed and are
presented wusing weighted frequencies
(percentages) or means (standard deviations).
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conducted to examine the relationships
between the study variables. Additionally,
the associations between trust in information
from social media platform and views on
misinformation, and satisfaction with
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information on social media were explored
using multivariable linear regression analysis.
All the statistical tests were two-sided, with a
p-value of 0.05 set as the threshold for
statistical significance.

The selection of control variables (age,
gender, education level, race/ethnicity, and
marital status) was based on their potential
influence on trust in social media information,
as suggested by previous research (Chou et
al., 2009; Pew Research Center, 2021;
Osborne & Waters, 2002). Prior to regression
analysis, model assumptions were rigorously
checked. Linearity was verified using
scatterplots to ensure a linear relationship
between the dependent variable and
independent variables. The Durbin-Watson
test was performed to check for
autocorrelation in the residuals, confirming
independence  (Hair et al, 2010).
Homoscedasticity was assessed through
examination of residual plots to ensure
constant variance of residuals, residual plots
showed no clear pattern, indicating
homoscedasticity. Normality was evaluated
using Q-Q plots of residuals, Q-Q plots
showed no substantial deviations from
normality (O’Brien, 2007). Multicollinearity
was checked by calculating Variance
Inflation Factors (VIFs) for all predictors
(Ecker et al.,, 2022). Effect sizes were
calculated using Cohen's d for continuous
variables and odds ratios for categorical
variables to provide a more comprehensive
understanding of the relationships between
variables.

Results

Descriptive statistics

The demographic characteristics of the
participants are presented in Table 1. The
sample was predominantly White (73.53%)
and college-educated (61.84%), with a slight
majority being male (51.99%). The largest
age cohort was 30-49 years (43.56%), and
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over half of the participants were married
(51.83%).

Statistics of the main variables for
participants in the Pew Research Center’s
American Trends Panel

In Table 2, U.S. residents’ trust in
information from social media sites is
notably low. A small fraction of respondents
reported high levels of trust ("a great deal" or
"a fair amount"), while the vast majority
expressed limited trust ("some" or "a little")
or no trust at all (15.90%). This distribution
indicates a general skepticism toward social
media information. Regarding views on
misinformation, a clear majority (63.59%)
believe that technology companies should
take steps to restrict false information, even
at the cost of some freedoms, whereas 35.61%
prioritized protecting freedom of information.
Satisfaction with getting news from social
media was mixed; a large portion felt neutral
(38.55%) or somewhat satisfied (36.41%),
with fewer expressing strong dissatisfaction.
The chi-square test indicated significant
differences in all variables (p <.001). These
results highlight a pervasive lack of trust and
satisfaction with social media as a source of
news, alongside divided opinions on how to
handle misinformation.

Multivariable Linear Regression Analysis
of Misinformation and Satisfaction on Trust
in Information from Social Media
Platforms for U.S. populations.

The results of the multivariable linear
regression analysis are presented in Table 3.
The overall model was statistically
significant, explaining a substantive portion
of the variance in trust in social media
information. As hypothesized, both main
independent variables were significantly
associated with trust. Greater support for
restricting false information online was
positively associated with increased trust in
social media information (B = 0.1, p =.001).
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Table 2
Staristics of Main Variables from Participants in the Pew Research Center s American Trends
Panel (N=1,235)

Study Population

YVariable

N Yo
How much do you trust the information you get
Sfrom social media sites, such as Fucebook, Twilter
oF ¥YouTube?
A great deal 18 1.432
A fair amount 115 9.14
Somme 406 37.04
A little 454 36.09
Mo trust at all 2040 15.90
Refused 5 .40
Misinformation

iWhich comes closer fo your own view -

even i neither is exactly right?)

Technology companies should take steps to restrict

FALSE information online, even if it limits people  B0D 631.59
from freely publishing or accessing information

People’s freedom to publish and access information

should be protected, even if it means FALSE 448 1561
information can also be published
Refused 10 0.79

Satisfaction on Social Media
(How satisfied are you with your experience
getting news on the following sites or apps7)*

Very satisfied 103 B.19
Somewhat satisfied 458 i6.41
Meither satisfied nor dissatisfied 483 3855
Somewhat dissatisfied 153 12.16
WVery dissatisfied 57 4.53
Refused 2 0.16
Total 1,258 100

Nove. “Missing values: 8.930; For Views on Misinformation Restriction, a positive estimate
indicates that support for restricting false information is associated with higher trust in social
media information

Similarly, higher satisfaction with social
media experiences was a strong predictor of
greater trust (B = 0.3, p <.001). Several
demographic control variables also revealed
significant associations. Compared to the
reference group of 18-29 year-olds, all older
age cohorts demonstrated significantly lower
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trust: 30-49 year-olds (B =-0.1, p=.007), 50-
64 year-olds (B =-0.1, p =.005), and those 65
and older (B = -0.2, p <.001). Regarding
gender, female participants reported
significantly  higher trust than male
participants (B = 0.1, p =.003). The findings
for education were nuanced; compared to
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Table 3

Multivariable Linear Regression Analysis of Factors Influencing Trust in Social Media

Information (n=1,258)

Effect B B SE  95% CI )/
(Intercept) 1.4 0.1 [1.3,1.6]
Views on Misinformation Restriction
Restrict Info (vs. Protect Freedom) 0.1 0.1 0.0 [0.0,0.2] 001**
Satisfaction on Social Media 0.3 0.3 0.0 [0.2,0.3] <.0071%**
Age (Ref: 18-29)
30-49 -0.1  -0.1 00 [-0.2,-0.0] .007**
50-64 -0.1  -0.1 0.0 [-0.2,-0.0] .005**
65+ -02 -0.1 0.1 [-03,-0.1] <.001***
Gender (Ref: Male)
Female 0.1 0.0 0.0 [0.0,0.1] .003#%*
In some other way 0.1 0.0 0.2 [-0.2,0.4] .507
Education (Ref: H.S. graduate or less)
College graduate -0.1 0.0 0.0 [-0.1,0.0] 101
Some college 0.1 -0.1 00 [-0.2,-0.0] .0l6%*
Race (Ref: White)
American Indian or Native Alaskan 0.0 0.0 0.0 [0.0,0.1] 317
Asian or Asian American 0.2 0.1 0.1 [0.1,0.4] <.0071%%**
Black or African American 0.1 0.0 0.1 [-0.1, 0.2] 472
Hispanic or Latino/a/x 0.1 0.0 0.1 [0.0,0.2] .160
Others 0.1 0.0 0.1  [0.0,0.3] .065
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Effect B B SE  95% CI P

Marital Status (Ref: Married)

Living with a partner 0.0 0.0 0.1 [-0.1, 0.1] .895
Divorced 0.1 0.0 0.0 [0.0,0.2] .034*
Separated 0.0 0.0 0.1 [-0.2,0.2] .810
Widowed 0.1 0.0 0.1 [-0.0,0.2] 128
Never been married 0.1 0.1 0.0 [0.1,0.2] .0071%*

R>=0.10, F(18, 1239) =24.91, p <.001

Note. Variable coding for the regression analysis was as follows: The dependent variable, Trust
in Social Media, was reverse-coded from the original scale so that higher values indicate greater
trust (1 = No trust at all, 5 = A great deal). The independent variable, Views on Misinformation
Restriction, was coded as a binary variable where 0 = Protect Freedom and 1 = Restrict Info. The
independent variable, Satisfaction on Social Media, was treated as a continuous variable based
on a 5-point scale (Very dissatisfied to Very satisfied) and reverse-coded so that higher values
indicate greater satisfaction.

B = unstandardized regression coefficient; = standardized regression coefficient; SE = standard
error; CI = confidence interval. *p <.05, **p <.01, ***p <.001

those with a high school degree or less, Discussion

participants with 'Some college' education

had significantly lower trust (B = -0.1, p This study investigated the association of
=.016), while college graduates showed no misinformation and user satisfaction on trust
significant difference. Among racial groups, in information provided by social media
Asian participants showed significantly platforms (specifically Facebook, X, and
higher trust compared to White participants YouTube) among U.S. adults, utilizing data
(B = 0.2, p <.001). Furthermore, marital from the American Trends Panel of the Pew
status was a significant factor, with divorced Research Center. The findings indicate
(B = 0.1, p =.034) and never-married significant associations between support for
individuals (B = 0.1, p =.001) reporting misinformation restriction, satisfaction with
higher trust than married individuals. Other social media experiences, and trust in social
racial categories and marital statuses were media information. The analysis also
not significantly associated with trust in this revealed a complex and significant role for
model. demographic characteristics, adding

considerable nuance to the understanding of
trust in the digital age.
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Misinformation Restriction and Trust

One of the key findings is the significant
positive association between support for
misinformation restriction and trust in social
media information (p < .001). This suggests
that individuals who support the restriction of
false information online tend to have higher
trust in the information disseminated through
social media platforms. This finding aligns
with prior research demonstrating that
perceived platform accountability and
proactive misinformation management are
crucial determinants of user trust (Prike et al.,
2024; Warner-Sederholm et al.,, 2018).
Recent research has shown that community-
based fact-checking systems that provide
contextual information significantly increase
trust in fact-checking interventions, with
users perceiving such systems as more
trustworthy than simple warning labels
(Kozyreva et al., 2023; Shin et al., 2025).

Several interrelated mechanisms may
explain this association. From a platform
governance perspective, users who desire
content moderation may view platforms that
implement such policies as more responsible
and credible, which in turn is linked to higher
trust (Adeeb & Mirhoseini, 2023). This
support for restriction may also be indicative
of higher media literacy, where users with
stronger critical evaluation skills are better
equipped to appreciate platforms' efforts to
combat false information (Guess et al., 2020).
Finally, an emotional dimension may be at
play; users who support restrictions may feel
more protected from the negative emotional
responses often elicited by misinformation,
fostering a more positive and trusting attitude
toward the platform ecosystem (Cabero-
Almenara et al., 2023; Ecker et al., 2022; Luo
et al., 2022).

User Satisfaction and Trust
The positive relationship between
satisfaction with social media experiences
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and trust in social media information (p
< .001) highlights the critical role of user
experience in shaping trust. Higher levels of
satisfaction with how news and information
are presented on social media platforms
contribute to greater trust in the information
provided. These findings align with studies
emphasizing the importance of user
experience and platform design in fostering
trust (Zhang & Tang, 2023; Kim & Lee, 2019;
Alhabash & Ma, 2017).

This relationship supports the "user
experience satisfaction" model, which
suggests that positive experiences with a
platform's content and features lead to
increased trust in the platform overall (Jha &
Verma, 2024a; Troshani et al., 2020). When
users find social media platforms reliable,
intuitive, and user-friendly, they are more
likely to trust the content they consume (Jha
& Verma, 2024b). Research on review
platforms has similarly demonstrated that
user satisfaction has a direct and positive
relationship with platform trust, with
satisfaction ~ serving as a  critical
psychological bridge between platform
features and user trust.

The  strong  association  between
satisfaction and trust observed in our study
suggests that platform design choices—
including interface usability, content
recommendation algorithms, and information
presentation—play a substantial role in
shaping user perceptions of information
credibility. This finding has important
implications for platform developers and
suggests that 1improving overall user
experience can be an effective strategy for
enhancing trust in social media information.

Our findings indicate that, compared to
adults aged 18-29, all older age cohorts
reported significantly lower trust in social
media information. This finding aligns with
research suggesting that older adults often
exhibit greater skepticism toward online
information compared to younger, digitally-

11
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native cohorts (Bailey & Leon, 2019).
Furthermore, female participants reported
significantly higher trust than their male
counterparts, a finding consistent with some
prior studies on gender differences in social
media use and trust (Hopp et al., 2020). The
results for race and ethnicity were
particularly nuanced. Asian or Asian
American participants reported significantly
higher trust in social media information
compared to White participants. This finding
is noteworthy and warrants further
investigation into cultural factors, platform
use patterns, and information-seeking
behaviors that might explain this association.
In contrast to some research documenting
lower trust in traditional media among racial
and ethnic minorities (Silver et al., 2025),
most racial and ethnic categories in our
study—including Black or African American,
Hispanic or Latino/a/x, American Indian or
Native Alaskan, and other racial groups—
showed no significant differences from
White participants when controlling for
views on misinformation and user
satisfaction. This pattern suggests that
platform-specific trust dynamics may differ
from trust in legacy media institutions, and
that experiential factors related to platform
governance and user satisfaction may
attenuate direct racial and ethnic disparities
in social media information trust.

Our analysis also revealed a complex,
non-linear association with education level.
Compared to individuals with a high school
education or less, those with "Some college"
reported significantly lower trust, while
college graduates showed no significant
difference. This finding complicates the
simple assumption that higher education is
uniformly associated with higher trust and
may suggest that individuals in the process of
higher education develop heightened critical
evaluation skills that lead to greater
skepticism (Guess et al., 2020; Trixa &
Kaspar, 2024). Additionally, divorced and
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never-married individuals reported
significantly higher trust than their married
counterparts. While this association is novel
and warrants further research, it may reflect
differences in social media use patterns,
information-seeking behaviors, or social
connectedness across marital status groups.
Some research has documented that social
media use is frequently associated with
marital conflict and jealousy (Obi &
Ezennwanne, 2023); it is plausible that
married individuals' experiences with these
negative relational dynamics contribute to
greater skepticism toward information
originating from these platforms.

Limitations

This study has several limitations that
should be considered when interpreting the
results. Firstly, the cross-sectional nature of
the data means we can only identify
associations, not establish causal
relationships ~ between  the  variables.
Longitudinal studies are needed to explore
the temporal dynamics of these relationships.
Secondly, our analysis was limited to a
specific subset of the original sample (1,258
participants) who reported getting news from
social media. This limits the generalizability
of our findings to the broader U.S. population,
as the results may not represent individuals
who do not use social media or use it for
purposes other than news consumption. The
self-reported nature of the data introduces the
potential for response biases, including social
desirability bias and recall bias. Additionally,
a limitation lies in the binary nature of our
'Views on Misinformation Restriction'
variable, which simplifies a complex issue.
Furthermore, it is important to acknowledge
that the study findings could vary depending
on the specific social media platform
examined and the particular topic or
information context discussed. Despite these
limitations, this study provides valuable
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insights into the factors associated with trust
in social media information.

Conclusion

This study confirms that U.S. adults'
trust in information on major social media
platforms is significantly associated with
their views on content moderation and their
overall satisfaction with the platform
experience, with these psychosocial factors
emerging as the strongest predictors of trust.
Additionally, demographic factors showed
selective but meaningful associations: older
adults reported consistently lower trust across
all age cohorts compared to younger adults,
women reported higher trust than men, Asian
or Asian American participants reported
higher trust compared to White participants
and divorced and never-married individuals
reported  higher trust than married
participants. However, most racial and ethnic
categories and several marital status groups
showed no significant associations with trust
in the adjusted model. These findings
challenge a monolithic view of the social
media audience and suggest that effective
trust-building strategies must prioritize
platform governance and user experience
while recognizing selective demographic
variation.  To  disseminate  credible
information, particularly in public health
contexts, practitioners should focus on
enhancing platform transparency and user
satisfaction while developing tailored
approaches for specific demographic groups
where distinct trust patterns were identified.
Implications for Health  Behavior
Research
The findings reveal a complex interplay
between views on misinformation restriction,
user satisfaction, and trust in social media
information. Researchers should:
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Develop and test interventions that jointly
address misinformation and user satisfaction
to improve trust in health content.

Examine how different forms of health
misinformation (e.g., vaccine, diet, mental
health) influence trust across content
domains.

Investigate how demographic factors (e.g.,
education, gender, race) indirectly shape trust,
focusing on mediating or moderating
relationships in health communication.

Informing Theory Building and Practice
Findings can refine existing theories of
online trust and information seeking:

Integrate misinformation perception and user
satisfaction into models of online information
credibility and health behavior.

Assess how satisfaction-driven trust impacts
engagement with and adherence to health
messages.

Filling Gaps and Future Directions
Conduct longitudinal research to analyze
how trust evolves in response to health events
or platform policy changes.

Examine how health literacy and digital
literacy =~ moderate  the  impact of
misinformation and satisfaction on trust.

Methodological Considerations
Researchers should use mixed methods to
explore qualitative aspects of trust and
misinformation appraisal and develop precise
and context-specific measures of
misinformation perception, user satisfaction,
and trust.

Discussion Questions
1. Our study reveals a significant positive
association between support for
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misinformation restriction and trust in social
media information. Given the pervasive
nature of misinformation in digital spaces,
how can social media platforms and health
communicators effectively balance the need
for information dissemination with the
imperative to maintain user trust?

2. What innovative strategies could be
implemented to combat misinformation
while simultaneously fostering a trustworthy
information environment?

Conflict of interest statement

The authors have no conflicts of interest to
declare.

Funding statement: Not applicable.

Ethics approval and informed consent
statements: This study is based on publicly
available secondary data obtained from the
Pew Research Center. As the data are de-
identified and publicly accessible, this
research is classified as non-human subjects
research and does not require institutional
review board (IRB) approval. Since the data
were collected and anonymized by Pew
Research Center, informed consent from
participants was obtained at the time of data
collection by the original researchers. Pew
Research Center bears no responsibility for
the analyses or interpretations of the data
presented here. The opinions expressed
herein, including any implications for policy,
are those of the author and not of Pew
Research Center.

Data availability statement: The dataset is
available at
https://www.pewresearch.org/dataset/americ
an-trends-panel-wave-109/

Code availability: The code that was used
for this study is available upon request from
the corresponding author.

https://newprairiepress.org/hbr/vol9/iss1/16

Authors' contributions: Concept and design
(Sunghyun Chung - SC); acquisition of data
(Sunghyun  Chung);  analysis  and
interpretation of the data (Sunghyun Chung);
drafting of the manuscript (Sunghyun Chung);
critical revision of important intellectual
content (Sunghyun Chung, Adam E. Barry);
administrative, technical, or logistic support
(Sunghyun Chung); and supervision (Adam

E. Barry)

References

Adeeb, R. A., & Mirhoseini, M. (2023). The
Impact of affect on the perception of fake
news on social media: A systematic
review. Social Sciences, 12(12),
674. https://doi.org/10.3390/socscil2120
674

Alhabash, S., & Ma, M. (2017). A tale of four
platforms: Motivations and uses of
Facebook, Twitter, Instagram, and
Snapchat among college students? Social
Media + Society, 3(1), 1-
13. https://doi.org/10.1177/20563051176
91544

Allcott, H., & Gentzkow, M. (2017). Social
media and fake news in the 2016
election. Journal of Economic
Perspectives, 31(2), 211-236.

Bailey, P. E., & Leon, T. (2019). A
systematic review and meta-analysis of
age-related  differences in  trust.
Psychology and aging, 34(5), 674—685.
https://doi.org/10.1037/pag0000368

Blank, G., & Lutz, C. (2017).
Representativeness of social media in
Great Britain: Investigating Facebook,
LinkedIn, Twitter, Pinterest, Google+,
and Instagram. American  Behavioral
Scientist, 61(7), 741-756.

Boneh, D., Grotto, A. J., McDaniel, P., &
Papernot, N. (2019). Misinformation,
manipulation, and abuse on social media
in the era of COVID-19. Journal of
Cybersecurity, 5(3), 1-

14


https://doi.org/10.3390/socsci12120674
https://doi.org/10.3390/socsci12120674
https://doi.org/10.1177/2056305117691544
https://doi.org/10.1177/2056305117691544
https://doi.org/10.1037/pag0000368

Chung and Barry: FACTORS ASSOCIATED WITH TRUST IN SOCIAL MEDIA INFORMATION

15. https://doi.org/10.1007/s42001-020-
00094-5

Brashier, N. M., & Fazio, L. K. (2020).
Tackling misinformation: What
researchers could do with social media
data. Harvard Kennedy School
Misinformation
Review. https://misinforeview.hks.harvar
d.edu/wp-
content/uploads/2020/12/pasquetto_misin
formation_social media_data_20201209-
Lpdf

Cabero-Almenara, J., Gutiérrez-Castillo, J. J.,
Guillén-Gamez, F. D., & Gaete-Bravo, A.
F. (2023). Digital competence of higher
education students as a predictor of
academic success. Technology,
Knowledge and Learning, 28(2), 683—
702. https://doi.org/10.1007/s10758-022-
09624-8

Chou, W. Y. S.,Hunt, Y. M., Beckjord, E. B.,
Moser, R. P., & Hesse, B. W. (2009).
Social media use in the United States:

Implications for health
communication. Journal of  Medical
Internet Research, 11(4),

e48. https://doi.org/10.2196/jmir.1249

Ecker, U. K. H., Lewandowsky, S., Cook, J.,
Schmid, P., Fazio, L. K., Brashier, N.,
Kendeou, P., Vraga, E. K., & Amazeen, M.
A. (2022). The psychological drivers of
misinformation belief and its resistance to
correction. Nature Reviews Psychology,
1(1), 13-
29. https://doi.org/10.1038/s44159-021-
00006-y

Guess, A., Nagler, J., & Tucker, J. (2020).
Less than you think: Prevalence and
predictors of fake news dissemination on
Facebook. Science ~ Advances,  5(1),
eaau4586.

Hair, J. F., Black, W. C., Babin, B. J., &
Anderson, R. E. (2010). Multivariate
Data Analysis (7th ed.). Upper Saddle
River, NJ: Pearson Education.

Published by New Prairie Press, 2026

Hopp, T., Ferrucci, P., & Vargo, C. J. (2020).
Why do people share ideologically
extreme, false, and misleading content on
social media? A self-report and trace data—
based analysis of countermedia content
dissemination = on  Facebook  and
Twitter. Human Communication
Research, 46(4), 357-384.

Jha, A. K., & Verma, N. K. (2024). Social
media platforms and user engagement: A
multi-platform study on one-way firm
sustainability
communication. /nformation
Frontiers, 26, 177-194.

Jha, A. K., & Verma, N. K. (2024). UX/UI
design of online learning platforms and
their  impact on  learning: A
review. International Journal of Research
in Business and Social Science, 11(10),
316-327.

Kim, Y., & Lee, J. (2019). The effect of user
experience on satisfaction with social
media: The role of perceived credibility
and information quality. Journal of
Computer-Mediated Communication,
24(4), 215-
232. https://doi.org/10.1093/jcmc/zmz01
2

Kozyreva, A., Herzog, S. M., Lewandowsky,
S., Hertwig, R., Lorenz-Spreen, P., Leiser,
M., & Reifler, J. (2023). Resolving
content moderation dilemmas between
free speech and harmful misinformation.
Proceedings of the National Academy of
Sciences of the United States of America,
120(7), €2210666120.
https://doi.org/10.1073/pnas.2210666120

Lazer, D. M. J., Baum, M. A., Benkler, Y.,
Berinsky, A. J., Greenhill, K. M., Menczer,
F., ... & Zittrain, J. L. (2018). The science
of fake news. Science, 359(6380), 1094-
1096. https://doi.org/10.1126/science.aao
2998

Lewandowsky, S., Ecker, U. K., & Cook, J.
(2017). Beyond misinformation:
Understanding and coping with the “post-

Systems

15


https://doi.org/10.1007/s42001-020-00094-5
https://doi.org/10.1007/s42001-020-00094-5
https://misinforeview.hks.harvard.edu/wp-content/uploads/2020/12/pasquetto_misinformation_social_media_data_20201209-1.pdf
https://misinforeview.hks.harvard.edu/wp-content/uploads/2020/12/pasquetto_misinformation_social_media_data_20201209-1.pdf
https://misinforeview.hks.harvard.edu/wp-content/uploads/2020/12/pasquetto_misinformation_social_media_data_20201209-1.pdf
https://misinforeview.hks.harvard.edu/wp-content/uploads/2020/12/pasquetto_misinformation_social_media_data_20201209-1.pdf
https://misinforeview.hks.harvard.edu/wp-content/uploads/2020/12/pasquetto_misinformation_social_media_data_20201209-1.pdf
https://doi.org/10.1007/s10758-022-09624-8
https://doi.org/10.1007/s10758-022-09624-8
https://doi.org/10.2196/jmir.1249
https://doi.org/10.1038/s44159-021-00006-y
https://doi.org/10.1038/s44159-021-00006-y
https://doi.org/10.1093/jcmc/zmz012
https://doi.org/10.1093/jcmc/zmz012
https://doi.org/10.1126/science.aao2998
https://doi.org/10.1126/science.aao2998

Health Behavior Research, Vol. 9, No. 1 [2026], Art. 16

truth” era. Journal of Applied Research in
Memory and Cognition, 6(4), 353-369.

Luo, M., Hancock, J. T., & Markowitz, D. M.
(2022). Fake news, disinformation and
misinformation in social media: A
review. Social Network Analysis and
Mining, 12(1), 1-
15. https://doi.org/10.1007/s13278-023-
01028-5

Mosby, A. (2025). 20+ Short Form Video
Statistics Of 2025 (Usage & Trends).
Retrieved from
https://www.yaguara.co/short-form-
video-statistics/

Muhammed, S. T., & Mathew, S. K. (2022).
The disaster of misinformation: A review
of research in social media. International
Journal of Data Science and Analytics,
13(3), 271-
285. https://doi.org/10.1007/s41060-022-
00311-6

Murphy, G., de Saint Laurent, C., Reynolds,
M., Aftab, O., Hegarty, K., Sun, Y., &
Greene, C. M. (2023). What do we study
when we study misinformation? A
scoping review of experimental research
(2016-2022). Harvard Kennedy School
Misinformation
Review. https://misinforeview.hks.harvar
d.edu/article/what-do-we-study-when-
we-study-misinformation-a-scoping-
review-of-experimental-research-2016-
2022/

Obi, R. N., & Ezennwanne, D. N. (2023).
Influence of social media on marital
relationships among couples in Nwafor
Orizu College of Education,
Nsugbe. Journal of Family and Society
Research, 2(1), 45-
53. https://jfsr.afass.org.ng/index.php/JFS
R/article/download/44/33/71

O'Brien, R. M. (2007). A caution regarding
rules of thumb for variance inflation
factors. Quality & Quantity, 41(5), 673-
690.

https://newprairiepress.org/hbr/vol9/iss1/16

Osborne, J. W., & Waters, E. (2002). Four
assumptions of multiple regression that
researchers should always test. Practical
Assessment, Research, and Evaluation,
8(2), 1-9. https://doi.org/10.7275/r222-
hv23

Pennycook, G., & Rand, D. G. (2020).
Fighting misinformation on social media
using crowdsourced judgments of news
source  quality. Proceedings of the
National Academy of Sciences, 117(6),
2775-2783.

Pew Research Center. (2021, September 20).
News consumption across social media in
2021. https://www.pewresearch.org/journ
alism/2021/09/20/news-consumption-
across-social-media-in-2021/

Pew Research Center. (2022). American
Trends Panel Wave 109
[Dataset]. https://www.pewresearch.org/d
ataset/american-trends-panel-wave-109/

Prike, T., Butler, L. H., & Ecker, U. K. H.
(2024). Source-credibility information
and social norms improve truth
discernment and reduce engagement with
misinformation online. Scientific Reports,
14(1),

57560. https://doi.org/10.1038/s41598-
024-57560-7

Rzhevkina, A. (2023). Social media sees
decline in engagement: Except TikTok.
Retrieved from
https://www.contentgrip.com/social-
media-engagement-tiktok/

Shin, D., & Ahsan, A. (2025). How do people
decide whether to trust information from
generative AI? The effects of transparency
on trust in and evaluation of a generated
content. Journal of Media Business
Studies. Advance online publication.
https://doi.org/10.1080/16522354.2025.2
509060

Silver, L., Keeter, S., Kramer, S., Lippert, J.,
Ramones, S. H., Cooperman, A.,
Baronavski, C., Webster, B., Nadeem, R.,
& Chavda, J. (2025, May 8). Americans’

16


https://doi.org/10.1007/s13278-023-01028-5
https://doi.org/10.1007/s13278-023-01028-5
https://doi.org/10.1007/s41060-022-00311-6
https://doi.org/10.1007/s41060-022-00311-6
https://misinforeview.hks.harvard.edu/article/what-do-we-study-when-we-study-misinformation-a-scoping-review-of-experimental-research-2016-2022/
https://misinforeview.hks.harvard.edu/article/what-do-we-study-when-we-study-misinformation-a-scoping-review-of-experimental-research-2016-2022/
https://misinforeview.hks.harvard.edu/article/what-do-we-study-when-we-study-misinformation-a-scoping-review-of-experimental-research-2016-2022/
https://misinforeview.hks.harvard.edu/article/what-do-we-study-when-we-study-misinformation-a-scoping-review-of-experimental-research-2016-2022/
https://misinforeview.hks.harvard.edu/article/what-do-we-study-when-we-study-misinformation-a-scoping-review-of-experimental-research-2016-2022/
https://jfsr.afass.org.ng/index.php/JFSR/article/download/44/33/71
https://jfsr.afass.org.ng/index.php/JFSR/article/download/44/33/71
https://doi.org/10.7275/r222-hv23
https://doi.org/10.7275/r222-hv23
https://www.pewresearch.org/journalism/2021/09/20/news-consumption-across-social-media-in-2021/
https://www.pewresearch.org/journalism/2021/09/20/news-consumption-across-social-media-in-2021/
https://www.pewresearch.org/journalism/2021/09/20/news-consumption-across-social-media-in-2021/
https://www.pewresearch.org/dataset/american-trends-panel-wave-109/
https://www.pewresearch.org/dataset/american-trends-panel-wave-109/
https://doi.org/10.1038/s41598-024-57560-7
https://doi.org/10.1038/s41598-024-57560-7
https://www.contentgrip.com/social-media-engagement-tiktok/
https://www.contentgrip.com/social-media-engagement-tiktok/

Chung and Barry: FACTORS ASSOCIATED WITH TRUST IN SOCIAL MEDIA INFORMATION

declining trust in one another and reasons
behind it. Pew Research Center.
https://www.pewresearch.org/2025/05/08
/americans-trust-in-one-another/

Stocking, G., van Kessel, P., Barthel, M.,
Matsa, K.E., & Khuzam, M. (2020,
September 28). Many Americans get news
on YouTube, where news organizations
and independent producers thrive side by
side. Pew Research Center.
https://www.pewresearch.org/journalism/
2020/09/28/many-americans-get-news-
on-youtube-where-news-organizations-
and-independent-producers-thrive-side-
by-side/

Tandoc Jr, E. C., Lim, Z. W., & Ling, R.
(2018). Defining “fake news”: A typology
of scholarly definitions. Digital
Journalism, 6(2), 137-153.

Trixa, J., & Kaspar, K. (2024). Information
literacy in the digital age: information
sources, evaluation strategies, and
perceived teaching competences of pre-
service teachers. Frontiers in Psychology,
15.

Troshani, 1., Rao Hill, S., Sherman, C., &
Arthur, D. (2020). Do We Trust in AI?
Role of  Anthropomorphism  and
Intelligence. Journal of  Computer
Information ~ Systems, 61(5), 481—
491. https://doi.org/10.1080/08874417.20
20.1788473

Vosoughi, S., Roy, D., & Aral, S. (2018). The
spread of true and false news
online. Science, 359(6380), 1146-
1151. https://doi.org/10.1126/science.aap
9559

Wang, Y., McKee, M., Torbica, A., &
Stuckler, D. (2019). Systematic review of
health  misinformation on  social
media. Journal of Medical Internet
Research, 21(1),
el7187. https://doi.org/10.2196/17187

Wardle, C., & Derakhshan, H. (2017).
Information  Disorder: Toward an
interdisciplinary framework for research

Published by New Prairie Press, 2026

and policy making. Council of Europe
report, 27.

Warner-Sgderholm, G., Bertsch, A., Sawe, E.,
Lee, D., Wolfe, T., Meyer, J., ... & Fatilua,
U. N. (2018). Who trusts social
media? Computers in Human Behavior,
81, 303-
315. https://doi.org/10.1016/j.chb.2017.1
2.026

Wiedmann, K. P., & von Mettenheim, W.
(2020). An adaptation of the source
credibility model on social influencers:
An abstract. In Pantoja, F., Wu, S., & Krey,
N. (Eds.), Enlightened marketing in
challenging times (pp. 65-66).
Springer. https://doi.org/10.1007/978-3-
030-42545-6_65

Zhang, C., & Tang, L. (2023). How social
media usage affects psychological and
subjective  well-being:  Testing a
moderated  mediation = model. BMC
Psychology, 11, 286.

17


https://doi.org/10.1080/08874417.2020.1788473
https://doi.org/10.1080/08874417.2020.1788473
https://doi.org/10.1126/science.aap9559
https://doi.org/10.1126/science.aap9559
https://doi.org/10.2196/17187
https://doi.org/10.1016/j.chb.2017.12.026
https://doi.org/10.1016/j.chb.2017.12.026
https://doi.org/10.1007/978-3-030-42545-6_65
https://doi.org/10.1007/978-3-030-42545-6_65

	tmp.1776450970.pdf.ErAdC

