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Conformity Group Norms Theory (CGNT) (3 statements per construct)

Below are a number of statements regarding attitudes to the posting of a social media
group. Please read each one and indicate to what extent you agree or disagree with each
statement.

1. Strongly Disagree |2. Disagree |3. Neutral (4. Agree|5. Strongly Agree

Identification

CGN1. I feel like I belong to this social media group as if they were my family.

CGIN2._ I feel safe and trusted in my social media group.

CGN3. The other users in my social media group are sympathetic and give me support.

Compliance

CGN4. The social media users in this group stay together.

CGN3. I have faith in my social media group to make decisions.

CGN6. The members of my group do not take advantage of each other.
Internalization

CGN7. Some bullying occurs in my social media group.

CGNS. I can ask for help in my social media group.

CGNN9. No-one is left out in our social media group.

Breitsohl I., Wilcox-JTones, J. P., & Harris, I (2015). Groupthink 2.0: An empirical analysis of customers' conformity-seeking in online communities. Jowrnal of Customer Behavior,
14(2), 87-106.

Colliander, J. (2019). “This is fake news™: Investigating the role of conformity to other users’ views when commenting on and spreading disinformation in social media. Computers in
Human Behavior. 97, 202-215. doi: 10.1016/.chb.2019.03.032.

Conformity Bias: Social Desirability Impact on Survey Research. (2019, July 15). Retrieved from hitps:/greatbrook.com/conformity-bias-how-secial-desirability-can-affect-survey-
researcly

Tsikerdekis. M. (2013). The effects of perceived anonymity and anenymity states on conformity and groupthink in online commumities: A wikipedia study. Journal of the American
Societv for Information Science and Technolozv. 64(51. 1001-1015.

Self-Concept Theory (SCT)

Below are a number of statements regarding attitudes to the posting of a social media
group. Please read each one and indicate to what extent you agree or disagree with each
statement.

1. Strongly Disagree |2. Disagree |3. Neutral |4. Agree |5. Strongly Agree

Agency

SC1: I'm inclined to rely on the information from
my social media groups.

SC2: I'm inclined to block this type of information
from my social media groups.

SC3: I'm inclined to believe that I'm a leader in my
social media group, and I can help others make
decisions.

Communion

$C4: I'm inclined to give the benefit of the doubt
about the information on my social media groups.
SC35: I'm inclined to re-post this information on my
social media groups.

SC6: I'm inclined to accept the information because
it comes from my social media group.

16 Self-Concept Questionnaires, Activities and Tests ( PDF). (2020, March 12). Retrieved from https://positivepsychology.com/self-
concept-questionnaires-activities/

Colliander, J. (2019). “This is fake news™: Investigating the role of conformity to other users’ views when commenting on and spreading
disinformation in social media. Computers in Human Behavior, 97, 202-215. doi: 10.1016/j.chb_2019.03.032.
Hamilton, R. W, Schlosser, A | & Chen Y.-J. (2017). Who's driving this conversation? Systematic biases in the content of online consumer

discussions. Journal of Marketing Research, 54(4), 540-555.



Information Scenarios

Scenario 1:
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First, please imagine that you saw this post on your Facebook account and that it

was posted by a distant acquaintance.
Steve Sulli

@

A claim being pushed on social media and by an organization skeptical of
vaccines is using a military study to falsely suggest that the flu vaccine
increases someone’s risk of contracting COVID-19. The study does not say
that, and the Military Health System advises people to get the flu shot.

No Evidence That Flu Shot Increases Risk of
COoVID-19

32 mins

Mo Evidence That Flu Shot Increases Risk of
COoVID-19

‘Jj Like (V_J Comment

A> Share

Decision-Making (2 questions)

1. D y unlikely |2. Somewhat unlikely

3. Neutral (Neither/Nor)

4. Somewhat likely

5. Extremely likely

DMI1. How likely is that you will get a
flu shot this year after seeing this post?

DM2. How likely is that you will
recommend the flu shot to a friend or
colleague, after seeing this post?

Breitsohl, J., Wilcox-Jones, I. P., & Harris, 1. (2015). Groupthink 2.0: An empirical analysis of customers' conformity-seeking in online communities. Journal of

Customer Behavior, 14(2). 87-106.

Winter. S.. Bruckner. C.. & Krémer. N. C. (2015). They came, they liked, they commented: Social influence on Facebook news channels. Cyberpsychology,

Behavior, and Social Networking, 18 (8). 431-436.

Zhu, H., & Huberman, B. A. (2014). To switch or not to switch: Understanding social influence in online choices. American Behavioral Scientist, 58(10), 1329-1344

Trust (6 questions)

1.D ly distrust it

2. Somewhat distrust it

3. Neutral (Neither/Nor)

4. Somewhat trust it

5.D

y trust it

TPla. Do you trust the individuals in your social media

TP1b. Do you trust the information presented in the
scenario because it came from an distant acquaintance in
vour social media network?

TS2a. Do you trust social media networks in dealing with
your private information which is stored in their databases?

TS2b. Do you trust that social media networks will do their
best to protect your well-being against threats and privacy
concerns?

TI3a. Do you trust the information presented your social
media groups?

TI3b. Do you trust the information in your social media
group enough to make decisions?

Koohang. A. (2017). Social media sites privacy concerns: Empirical validation of an instrument. Online Journal of Applied Knowledge Management . 5(1). 14-26.
Paliszkiewicz, 1. (2019). Information security policy compliance: Leadership and trust. Journal of Computer Information Systems . 59(3). 211-217
Paliszkiewicz, I., & Koohang, A. (2016). Social media and trust: 4 multinational studv of universitv students. Informing Science.
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Conformity Group Norms Theory (CGNT) (3 statements per construct)

Below are a number of statements regarding attitudes to the posting of a social media
group. Please read each one and indicate to what extent you agree or disagree with each
statement.

1. Strongly Disagree |2. Disagree |3. Neutral [4. Agree|5. Strongly Agree

Identification

CGN1. I feel like I belong to this social media group as if they were my family.

CGN2. I feel safe and trusted in my social media group.

CGN3. The other users in my social media group are sympathetic and give me support.

Compliance

CGIN4. The social media users in this group stay together.

CGNS. I have faith in my social media group to make decisions.

CGN6. The members of my group do not take advantage of each other.

Internalization

CGN7. Some bullying occurs in my social media group.
CGN8. I can ask for help in my social media group.
CGN?. No-one is left out in our social media group.
Breitsohl I Wilcox-JTones, J. P_ & Harris T (2015). Groupthink 2.0: An empirical analysis of customers' conformity-seeking in online communities. Journal of Custamer Behavior,
14(2), 87-106.

Colliander, J. (2019). “This is fake news™ Investigating the role of conformity to other users’ views when commenting on and spreading disinformation in social media. Computers in
Human Behavior, 97, 202-213. dot: 10.1016/1.chb.2019.03.032.

Conformity Bias: Social Desirability Impact on Survey Research. (2019, July 15). Retrieved from hitps://greatbrook. com/conformity-bias-how-social-desirability-can-affect-survey-
researcly

Tsikerdekis, M. (2013). The effects of perceived anonymity and anonymity states on conformity and groupthink in online commmunities: A wikipedia study. Journal of the American
Societv for Information Science and Technolozv. 64(51. 1001-1015.

Self-Concept Theory (SCT)

Below are a number of statements regarding attitudes to the posting of a social media
group. Please read each one and indicate to what extent you agree or disagree with each
statement.

1. Strongly Disagree (2. Disagree (3. Neutral (4. Agree |5. Strongly Agree

Agency

SC1: I'm inclined to rely on the information from
my social media groups.

SC2: I'm inclined to block this type of information
from my social media groups.

SC3: I'm inclined to believe that I'm a leader in my
social media group. and I can help others make
decisions.

Communion

SC4: I'm inclined to give the benefit of the doubt
about the information on my social media groups.
SC5: I'm inclined to re-post this information on my
social media groups.

SC6: I'm inclined to accept the information because
it comes from my social media group.

16 Self-Concept Questionnaires, Activities and Tests ( PDF). (2020, March 12). Retrieved from https://positivepsychology.com/self-
concept-questionnaires-activities/

Colliander, J. (2019). “This is fake news™: Investigating the role of conformity to other users’ views when commenting on and spreading
disinformation in social media. Computers in Human Behavior, 97, 202-215. doi: 10.1016/.chb.2019.03.032.
Hamilton. R. W, Schlosser, A & Chen. Y_-J. (2017). Who's driving this conversation? Systematic biases in the content of online consumer

discussions. Journal of Marketing Research, 54(4), 540-555.



Scenario 2:
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First, please imagine that you saw these posts on one of your Facebook groups and
this was posted by a distant acquaintance.

+
- BPO S LY TR
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I'm Bill Gates, co-chair of the Bill & Melinda Gates Foundation. AMA
about COVID-19.

Proot

Decision-Making (2 questions)

ﬁ Vicki Wagner
: ‘@

1. Definitely unlikely

2. Somewhat unlikely

3. Neutral (Neither/Nor)

4. Somewhat likely

5. Extremely likely

DMI1. How likely is that you will
get a COVID19 vaccines after
seeing this post?

DM2. How likely is that you will
recommend the COVID19 vacinne
to a friend or colleague, after seeing

this post?

Breitsohl, J., Wilcox-Jones, J. P., & Harris. I. (2015). Groupthink 2.0: An empirical analysis of customers' conformity-seeking in online communities.

Journal of Customer Behavior, 14(2), 87-106.

Winter, S., Bruckner, C., & Kramer, N. C. (2015). They came, they liked, they commented: Social influence on Facebook news channels.
Cyberpsychology, Behavior, and Social Networking, 18(8), 431-436.
Zhu, H., & Huberman, B. A. (2014). To switch or not to switch: Understanding social influence in online choices. American Behavioral Scientist, 58(10),

1329-1344

Trust (6 questions)

1.D

ly distrust it|

2. Somewhat distrust it

3. Neutral (Neither/Nor) |4.

trust it

5.D y trust it

TPla. Do you trust the individuals in your social media

TP1b. Do you trust the information presented in the
scenario because it came from an distant acquaintance in
vour social media network?

TS2a. Do you trust social media networks in dealing with
your private information which is stored in their databases?

TS2b. Do you trust that social media networks will do their
best to protect your well-being against threats and privacy
concerns?

TI3a. Do you trust the information presented your social
media groups?

TI3b. Do you trust the information in your social media
group enough to make decisions?

Koohang, A. (2017). Social media sites privacy concerns: Empirical validation of an instrament. Online Journal of Applied Knowledge Mancagement , 5(1). 14-26

Paliszkiewicz, I. (2019). Information security policy compliance: Leadership and trust. Journal of Computer Information Systems , 59(3), 211-217
Paliszkiewicz. I.. & Koohang, A. (2016). Social media and trust: 4 multinational study of university students. Informing Science.
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Conformity Group Norms Theory (CGNT) (3 statements per construct)

Below are a number of statements regarding attitudes to the posting of a social media
group. Please read each one and indicate to what extent you agree or disagree with each
statement.

1. Strongly Disagree |2. Disagree |3. Neutral [4. Agree|5. Strongly Agree

Identification

CGN1. I feel like I belong to this social media group as if they were my family.

CGN2. I feel safe and trusted in my social media group.

CGN3. The other users in my social media group are sympathetic and give me support.
Compliance

CGN4. The social media users in this group stay together.

CGNS. I have faith in my social media group to make decisions.

CGNG6. The members of my group do not take advantage of each other.
Internalization

CGN7. Some bullying occurs in my social media group.

CGNS. I can ask for help in my social media group.

CGN9. No-one is left out i our social media group.
Breitsohl T, Wilcox-Jones, J. P, & Harris, I (2015). Groupthink 2.0: An empirical analysis of customers' conformity-seeling i online communities. Journal of Customer Behavior,
14(2), 87-106.

Colliander. J. (2019). “This is fake news™ Investigating the role of conformity to other users’ views when commenting on and spreading disinformation in social media. Computers in
Human Behavior, 97, 202-213. doi: 10.1016/j.chb.2019.03.032.

Conformity Bias: Social Desirability Impact on Survey Research. (2019, July 15). Retrieved from hitps://greatbrook.com/conformity-bias-how-social-desirability-can-affect-survey-

research
Tsikerdekis, M. (2013). The effects of perceived anonymity and anonymity states on conformity and groupthink in online commmumities: A wikipedia study. Journal of the American
Societv for Information Science and Technologv. 64(5). 1001-1015.

Self-Concept Theory (SCT)

Below are a number of statements regarding attitudes to the posting of a social media
group. Please read each one and indicate to what extent you agree or disagree with each
statement.

1. Strongly Disagree (2. Disagree |3. Neutral (4. Agree |5. Strongly Agree

Agency

$C1: I'm inclined to relv on the information from
mv social media groups.

$C2: I'm inclined to block this tvpe of information
from my social media groups.

SC3: I'm inclined to believe that I'm a leader in my
social media group. and I can help others make
decisions.

Communion

SC4: I'm inclined to give the benefit of the doubt
about the information on my social media groups.
SC5: I'minclined to re-post this information on my
social media groups.

SC6: I'm inclined to accept the information because
it comes from my social media group.

16 Self-Concept Questionnaires, Activities and Tests ( PDF). (2020, March 12). Retrieved from hitps://positivepsychology.com/self-
concept-questionnaires-activities/

Colliander, J. (2019). “This is fake news™: Investigating the role of conformity to other users’ views when commenting on and spreading
disinformation in social media. Computers in Human Behavior, 97. 202-215. doi: 10.1016/j.chb_2019.03.032.
Hamilton, R. W, Schlosser, A & Chen Y .-J. (2017). Who's driving this conversation? Systematic biases in the content of online consumer

discussions. Journal of Marketing Research, 54(4), 540-535.
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First, please imagine that you saw these posts on one of your Twitter’ account and
this was posted by a distant acquaintance.

NSWC Federal Credit Union
1 1 at - i
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hone promising an app

Coronavirus Scam Alert: COVID-18 Map Malware Can Spy On
You Through Your Android Microphone And Camera

0 1

n —
1] Like L} Comment

£ Share

Decision-Making (2 questions)

1. Definitely unlikely

2. Somew!

hat unlikely |3. Neutral (Neither/Nor) (4. Somewhat likely

5. Extremely likely

DM1. How likely is that you will give
your personal information after seeing
this post?

DM2. How likely is that you will
recommend to a friend or colleague to
give their personal information after
seeing this post?

Breitsohl, I., Wilcox-Jones, J. P.. & Harris, 1. (2015). Groupthink 2.0: An empirical analysis of customers' conformity-seeking in online communities. Journal of

Customer Behavior, 14(2). 87-106.

‘Winter. S.. Bruckner. C.. & Krimer. N. C. (2015). They came, they liked. they commented: Social influence on Facebook news channels. Cvberpsychology,

Behavior, and Social Networking, 18(8), 431-436.

Zhu, H.. & Huberman. B. A. (2014). To switch or not to switch: Understanding social influence in online choices. American Behavioral Scientist, 58(10), 1329-1344

Trust (6 questions)

1. Definitely distrust it

2. Somewhat distrust it

3. Neutral (Neither/Nor) |4. Somewhat trust it | 5. Definitely trust it

TPla. Do you trust the individuals in your social media

TP1b. Do you trust the information presented in the
scenario because it came from an distant acquaintance in
your social media network?

TS2a. Do you trust social media networks in dealing with
vour private information which is stored in their databases?

TS2b. Do you trust that social media networks will do their
best to protect your well-being against threats and privacy
concerns?

TI3a. Do you trust the information presented your social
media groups?

TI3b. Do you trust the information in your social media
group enough to make decisions?

Koohang. A. (2017). Social media sites privacy concerns: Empirical validation of an instrument. Online Journal of Applied Knowledge Management, 5(1). 14-26.
Paliszkiewicz, I. (2019). Information security policy compliance: Leadership and trust. Journal of Computer Information Systems . 59(3). 211-217.
Paliszkiewicz, J.. & Koohang, A. (2016). Social media and trust: A mulfinational study of universitv students. Informing Science.
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Conformity Group Norms Theory (CGNT) (3 questions per construct)

Below are a number of statements regarding attitudes to the posting of a social media
group. Please read each one and indicate to what extent you agree or disagree with each
statement.

1. Strongly Disagree |2. Disagree |3. Neutral |4. Agree|5. Strongly Agree

Identification

CGN1. I feel like I belong to this social media group as if they were my family.

CGN2. I feel safe and trusted m my social media group.

CGN3. The other users in my social media group are sympathetic and give me support.
Compliance

CGN4. The social media users in this group stay together.

CGNS. I have faith in my social media group to make decisions.

CGN6. The members of my group do not take advantage of each other.
Internalization

CGN7. Some bullying occurs in my social media group.

CGNS. I can ask for help in my social media group.

CGN9. No-one is left out in our social media group.

Breitsohl I, Wilcox-JTones, J. P, & Harris, I (2013). Groupthink 2.0: An empirical analysis of customers' conformity-seeking in online communities. Journal of Custamer Behavior,
14(2), 87-106.

Colliander, J. (2019). “This is fake news™: Investigating the role of conformity to other users’ views when commenting on and spreading disinformation in social media. Computers in
Human Behavior, 97, 202-213. dot: 10.1016/1.chb.2019.03.032.

Conformity Bias: Social Desirability Impact on Survey Research. (2019, July 15). Retrieved from hitps:/greatbrook com/conformity-bias-how-social-desirability-can-affect-survey-
researchy

Tsikerdekis, M (2013). The effects of perceived anonymity and anonymity states on conformity and groupthink in online commmunities: A wikipedia study. Journal of the American
Societv for Information Science and Technologv. 64(5). 1001-1015.

Self-Concept Theory (SCT)

Below are a number of statements regarding attitudes to the posting of a social media
group. Please read each one and indicate to what extent you agree or disagree with each
statement.

1. Strongly Disagree (2. Disagree |3. Neutral |4. Agree |5. Strongly Agree

Agency

$C1: I'm inclined to rely on the information from
my social media groups.

SC2: I'm inclined to block this type of information
from my social media groups.

SC3: I'm inclined to believe that I'm a leader in my
social media group, and I can help others make
decisions.

Communion

SC4: I'm inclined to give the benefit of the doubt
about the information on my social media groups.
SC3: I'm inclined to re-post this information on my
social media groups.

SC6: I'm inclined to accept the information because
it comes from my social media group.

16 Self-Concept Questionnaires, Activities and Tests ( PDF). (2020, March 12). Retrieved from https://positivepsychology.com/self-
concept-questionnaires-activities/

Colliander, J. (2019). “This is fake news™ Investigating the role of conformity to other users’ views when commenting on and spreading
disinformation in social media. Computers in Human Behavior, 97, 202-215. doi: 10.1016/.chb 2019.03.032.

Hamilton, R. W., Schlosser, A, & Chen, Y.-J. (2017). Who's driving this conversation? Systematic biases in the content of online consumer
discussions. Journal of Marketing Research, 54(4), 540-555.
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Thank you for taking the time to complete the survey. Your answers are important to us
and provide valuable input for the evaluation and further development of social media
disinformation and trust new knowledge.

Please share the survey with your connections by clicking the buttons below!

Facebook: n
Twitter: g

ILinkedIn: m
WhatsApp:




Appendix C

Pearson r Coefficient SPSS Calculations

Pearson i Coefficient: Disirtformatiorn Scerarios

Total Total
DISINE DISTINF
DML TR

Total DISTINEF DML Pearson 1 = o g

Correlation

Sig. (2-tailed) 006

™~ 43 43
Total DISIINF TR Pearson 4107 1

Correlation

Sig. (2-tailed) .006

N 43 43

=% Correlation is significant at the 0.01 level (2-tailed).
Pearson r Coefficient: Information Scenarios

Total INF
DM Total INF TR
Total INF DM Pearson Correlation 1 280/
Sig. (2-tailed) 069
™ 43 43
Total INF TR Pearson Correlation .280 1
Sig. (2-tailed) .069
N 43 43

**_ Correlation is significant at the 0.01 level (2-tailed).
Pearson r Coefficiernt: Disirnformatiort Scenarios Cornformity Growup Norm Theory
(CGNT ) Identification Comporiert

Total DISINF
_CGINT_
Identification 123

Total DISINF

Trust 123

Total DISINF Pearson 1 .803™*
CGINT _ Correlation
Identification 123 Sig. (2-tailed) 000
™~ 43 43
Total DISTNF Pearson .803™" 1
Trust 123 Correlation
Sig. (2-tailed) 000
N 43 43
*%*_ Correlation is significant at the 0.01 level (2-tailed).
Pearson v Coefficient: Information Scenarios Conformity Group Novm Theorv
(CGNT) Identification Compornent
Total INF_CGNT Total INF
Identification_ 123 Trust_ 123
Total INF CGNT _ Pearson 1 6337
Identification 123 Correlation
Sig. (2-tailed) .000
N 42 42
Total INF Trust 123 Pearson .633% 1
Correlation
Sig. (2-tailed) .000
N 42 43

*#* Correlation is significant at the 0.01 level (2-tailed).



Pearson r Coefficient: Disinformation Scenarios Corformity Group Norm Theory

(CGNT) Compliance Factor

Total Total DISINF
DISINF _CGNT _ Trust 123
Compliance 123
Total DISINF CGNT Pearson 1 7627
Compliance 123 Correlation
Sig. (2-tailed) 000
N 43 42
Total DISINF Pearson Tez2rr 1
Trust 123 Correlation
Sig. (2-tailed) .000
N 42 43

**. Correlation is significant at the 0.01 level (2-tailed).

Pearson r Coefficient: Information Scernarios Conformity Group Norm Theory

(CGNT) Compliance Factor

Total INF
Compliance 123

Total INF TR_123

Total INF Pearson 1 G633
Compliance Correlation

123 Sig. (2-tailed) .000

N 43 43

Total INF Pearson GB3TT 1
TR 123 Correlation

Sig. (2-tailed) 000
N 43 43

**%* Correlation is significant at the 0.01 level (2-tailed).
Pearson r Coefficient: Disirgformation Scenarios Corformity Group Norm

Theory (OGNT) Internalization Factor

Total
DISINF_CGINT__ Total
Internalization DISINE
123 Trust_123
Total DISINF__ Pearson Correlation 1 536™
CGNT_ Sig. (2-tailed) .000
Internalizatiom 123 ot a3 4o
Total DISINF Pearson Correlation 5367 1
Trust_ 123
Sig. (2-tailed) 000
™ 42 43

*%_ Correlation is significant at the 0.01 level (2-tailed).
Pearsomn r Coefficierntt: Informarion Scernarios Corforminy Group Norm Theory

(CGNT) Trrernalization Factor

Total
INF_CGINT__

Internalizatio Total INF

n 123 TR 123
Total INF_ CGNT Pearson 1 526"
Internalizatiom 123 Correlation

Sig. {(2-tailed) 000

™~ <43 <43
TotalTNF TR 123 Pearson 52677 1

Correlation

Sig. (2-tailed) 000

il 43 43

=% Correlation is significant at the 0.01 lewvel (2-tailed).
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Pearson v Coefficient: Disinformation Scenarios Self Concept Theory (5CT) Agency Factor

Total
DISINF_SCT Total DISINF
_Agency_123 Trust_123
Total DISINF Pearson Correlation 1 704"
SCT Agency 123 Sig. (2-tailed) .000
N 42 42
Total DISINF Pearson Correlation 70477 1
Trust 123 Sig. (2-tailed) .000
™ 42 42
*%* Correlation is significant at the 0.01 level (2-tailed).
Pearson r Coefficient: Disinformation Scenarios
Self Concept Theory (SCT) Agency Factor Total
INF SCT Agency Total INF
123 TR 123
Total Pearson Correlation 1 512"
INF_SCT_Agency 123 Sig. (2-tailed) .001
N 41 41
Total INF TR 123 Pearson Correlation S120 1l
Sig. (2-tailed) 001
N 41 43

** Correlation is significant at the 0.01 level (2-tailed).
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Pearson r Coefficient: Disinformation Scernarios Self Concept Theory (SCT) Commiirnity

Factor

Total
DISINF_ SCT
Community_ 123

Total
DISINF
Trust_ 123

Total DISINF SCT Pearson Correlation 1 L7907
Community_ 123 Sig. (2-tailed) .000
™~ 42 41
Total DISTINF Pearson Correlation 7907 1
Trust 123 Sig. (2-tailed) .000
™~ 41 43

#=#*_ Correlation is significant at the 0.01 lewvel (2-tailed).

Pearson r Coefficient: Information Scenarios Self Concept Theory (SCIT) Community

Factor

Total INF_SCT

Community__ Total INF
123 TR 123

Total INF _SCT Pearson Correlation 626"
Community 123 Sig. (2-tailed) .000

N 43 43
Total INF TR 123 Pearson Correlation 6267 1

Sig. (2-tailed) .000

N 43 43

**_ Correlation is significant at the 0.01 lewvel (2-tailed).
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Pearson r Coefficient: Total Disinformation Scenarios Conformity Group Norm Theory
(CGNT) Factors compared with Total Disinformeation Trust

Total Total
DISINF DISINF
TR 123 CGNT 123
Total DISINF TR 123 Pearson Correlation 1 76T
Sig. (2-tailed) 000
N 43 43
Total DISINF CGNT_123 Pearson Correlation 76" 1
Sig. (2-tailed) 000
N 43 43

*%*_ Correlation is significant at the 0.01 lewvel (2-tailed).

Pearson r Coefficient: Total Information Scenarios Conformity Group Norm Theory
(CGNT) Factors compared with Total Information Trust

Total INF Total INF
TR 123 CGNT_ 123
Total INF TR 123 Pearson Correlation 1 698"
Sig. (2-tailed) .000
N 43 43
Total INF CGINT_ 123 Pearson Correlation 6987 1
Sig. (2-tailed) .000
N 43 43

**_ (Correlation is significant at the 0.01 level (2-tailed).

Pearson r Coefficient: Total Disinformation Scenarios Self Concept Theory (SCT)
Factors compared with Total Disinformation Trust

Total DISINF Total DISINF

TR 123 SCT 123
Total DISINF TR 123 Pearson Correlation 1 795"
Sig. (2-tailed) .000
N 43 43
Total DISINF SCT 123 Pearson Correlation 795" 1
Sig. (2-tailed) .000
N 43 43

**%* (Correlation is significa

nt at the 0.01 level (2-tailed).

Pearson r Coefficient: Total Information Scenarios Self Concept Theory (SCT) Factors
compared with Total Information Trust

Total INF Total INF
TR_123 SCT_123
Total INF TR 123 Pearson Correlation 1 617"
Sig. (2-tailed) .000 |
™ 41 41
Total INF SCT 123 Pearson Correlation 6177 1
Sig. (2-tailed) .000
N 41 41

*%* Correlation is significant at the 0.01 level (2-tailed).
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