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ABSTRACT ARTICLE HISTORY
False news has the ability to cause financial harm to organizations Received 11 April 2022
by having a negative impact on the consumer purchasing deci- Accepted 24 August 2023
sions. This paper explores useful organizational and regulatory KEYWORDS
stratggles in response to false news cwculatec;l through social False news; effective
media based on ﬁve-st_age framework for scoping reviews. The strategies; organisational
purpose of this paper is to advance current knowledge of false level; regulatory level;

news circulation through social media in three distinct ways. It scoping review; Arksey and
highlights 1) a wide variety of areas in which false news has been O'Malley framework
examined, emphasising the rising popularity of the topic, 2) the

distinct attributes or characteristics that characterise false news and

can be utilised to aid consumer detection, 3) a collection of themes

that summarise the organisational-level and regulatory-level stra-

tegies in responding to false news circulation through social media.

This study helps government agencies, marketing agencies, and

senior management to explore organizational-level and regula-

tory-level solutions for responding to social media-based fake

news circulation.

1. Introduction

False news is widely disseminated on social media platforms, and research provides little
insight into its motives (Talwar et al., 2019). False news purposefully persuades consumers
to embrace false views to further certain agendas (Martens & Maalej, 2019). False news
poses enormous challenges to organizations and companies (Mills & Robson, 2019). False
information has the potential to harm businesses by negatively affecting consumers’
purchasing intentions (Martens & Maalej, 2019). False reviews, which are known to be
an example of Internet fraud, can also lead to people being misled into making purchases
(Martens & Maalej, 2019).

The prevalence of false news caused by disinformation and misinformation in the
digital era, including in times of crisis such as the Ukraine and Russia conflict (Lim et al.,
2022), has serious repercussions on shaping societal perceptions and must be addressed
with informed strategies. Those who spread disinformation are motivated by the desire to
go viral, make money, or spread an agenda, while those who spread misinformation are
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reliant on social media rather than official news outlets, making it difficult to determine
what is real and what is not (Lim et al., 2022; AjaoAjao, 2022).

Consequently, this scoping review becomes unique by focusing on false news circula-
tion on social media through identifying dual aspects of organisational- and regulatory-
level strategies using Arksey and O’Malley (2005) five-stage framework. Recent research
has also indicated that false news has an impact on companies and organizations (Cheng
& Chen, 2020). Providing false information has the potential to negatively affect consu-
mers’ purchasing intentions and threat the business image (Fedeli, 2020; Jahng, 2021). In
the discussion section, the authors describe effective organizational and regulatory
responses to false news circulation.

2. Methodology

In this study, a scoping review was conducted based on Arksey and O’Malley’s (2005) five-
stage framework. The five stages of Arksey and O’Malley’s framework which utilized in this
review are as follows: (2.1) identifying research questions; (2.2) identifying relevant studies;
(2.3) selecting studies; (2.4) charting the data and (2.5) summarizing and reporting the
results. The applicability of this method can be further justified based on the precedent of
reviews which facilitated to summarize and communicate findings and to determine the
need for systematic reviews or other types of research in the topics which has a focus on
dual aspects similar to organisational and regulatory levels (Arksey & O’Malley, 2005).

2.1. First step: identifying the research questions

As a first step, this scoping review will identify the research questions to be investigated.
A critical component of the organisational- and regulatory-level strategies to respond to
false news circulation through social media was examined as part of our investigation.
Researchers developed algorithms that detect false news, and they recommended inter-
ventions that teach users about false news through rhetorical studies, helping them to
become more critical of their online reading (Fedeli, 2020; Mishra & Samu, 2021). The
sharing of fake news content is influenced by negative emotions such as surprise, disgust,
fear, and anger (Mishra & Samu, 2021).

While research has been published about generational use of social media (Mishra &
Samu, 2021), few research has been done on multigenerational use of social media in the
setting of false news. To ensure that a wide range of literature relevant to the topic of
interest was gathered, authors presented the following initial research questions of; (1)
What is the present status of scholarly research in false news circulation through social
media? (2) What are the effective organisational-level strategies to respond to false news
circulation through social media? and (3) What are the effective regulatory-level strategies
to respond to false news circulation through social media?

2.2. Second step: identifying relevant studies

The second step is to identify the research that are relevant for this scoping review. To
acquire ‘broad coverage’ of current literature, Arksey and O’Malley (2005) advocate using
a broad definition of search keywords. To discover effective strategies to respond to false
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news circulation through social media, key topics and search terms were developed.
There are various types of systematic literature reviews including framework-based
reviews (Paul & Benito, 2018), bibliometric reviews (Kumar et al., 2021), and meta-
analysis (Paul & Benito, 2018). As a result, scoping reviews are the most appropriate
review type for this study as scoping reviews examine the extent, variety, and nature of
research activity before undertaking a full systematic review.

2.3. Third step: selection of the studies

Authors examined the literature for a period of ten years from 2011 to 2021. This can be
further justified based on the precedent of studies as follows: Lim et al. (2022) and Shaw
et al. (2020). Authors reviewed studies published in top management and marketing fields
in ‘web of science’ database using the ‘publish or perish’ software. Authors conducted the
database search using several keywords including ‘organisational level strategies’; ‘reg-
ulatory level strategies’; ‘discovery of effective organisational and regulatory level strate-
gies”: ‘responding to false news circulation through social media’; ‘false news on products
or brands’. All results were confined to peer-reviewed studies in English. After three
months of work, the literature evaluation was completed on 25 December 2021.

2.4. Forth step: data charting and collation

The charting of selected articles constitutes the fourth stage of Arksey and O'Malley’s
(2005) scoping review process. An article summary included information on the
author, year, context, theory, and limitations of the study. Inclusion criteria included
studies that focused on marketing aspects of false news circulation through social
media, and non-marketing aspects were excluded (Lim et al., 2022). We also included
a study published between 2011 and 2021. Unlike false news, disinformation can also
influence people’s reasoning even after it has been corrected, an effect known as
continued influence. Based on the inclusion and exclusion criteria of marketing aspects
of false news circulation, 32 studies were selected for the scoping review.

The following studies have been incorporated. A total of 246 publications were found.
A further 12 publications were categorized as duplicated materials after careful categor-
ization using Endnote. A screening method based on abstracts was used to select papers.
Among the abstracts evaluated, articles that did not mention circulation with special
reference to social media (82) were eliminated from the study (Lim et al., 2022). Academic
literature that has been rigorously peer reviewed is mainly composed of conceptual and
empirical ‘articles’ published in ‘journals’.

Usage of alternative keywords such as publications on problematic contents in market-
ing; the effects of false news marketing; false news circulation in other platforms exclud-
ing social media were eliminated due to out-of-scope issues (Lim et al., 2022).
Consequently, 120 articles were found to be out-of-scope out of 152. The remaining
articles were evaluated using the inclusion criteria based on the higher impact factor of
the journals and scope criteria including computer science, education, and non-marketing
context (Lim et al., 2022). The selected studies include thirty-one (32) journal articles. The
next section discusses the classification of the selected studies.
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2.5. Fifth step: summarising and reporting findings

Arksey and O’Malley’s (2005) scoping review framework’s fifth and final step summarises
and reports findings. Table A1 (Please refer Appendices) presents the summary of the
studies as follows.

3. Discussion of the findings

Using Arksey and O'Malley’s (2005) five-stage framework, this scoping review addressed the
pre-determined research questions of: identifying the present status of scholarly research in
false news circulation through social media? identifying the effective organisational-level
strategies to respond to false news circulation through social media? and identifying the
effective regulatory-level strategies to respond to false news circulation through social media.
Based on the literature identified, the following answers are provided for these three study
constructs.

3.1. The present status of scholarly research in false news circulation through
social media

Organizational strategies for addressing false news circulation on social media include
phoney materials presentation, assaulting the accuser, and verbal brand communication.
Regulatory strategies target consumer reactions to fake news and brand responses to
false news. Moreover, our findings highlighted the importance of the internet, particularly
social media, in the dissemination of false information. Based on the Table Alscoping
review framework's fifth and findings, it was identified that false news is amplified by
social media, which allows it to spread quickly and widely in the internet world (Di
Domenico et al., 2021). However, there is still confusion and disagreement about what
constitutes false news (Martens & Maalej, 2019). Some writers use a more specific defini-
tion (Di Domenico et al., 2021), while others choose a wider one (Martens & Maalej, 2019).
There is a need for future research to provide a precise definition of fake news and an
understanding of what constitutes false news. Further, Table 1 explains the major strate-
gies at the organizational and regulatory levels.

Table 1. Organisational- and regulatory-level strategies.
Identified strategies Sources

Organisational level
Cause-related marketing strategy Di Domenico et al., 2021; DiDomenico & Visentin, 2020; Wisker, 2020; Wisker &

for phoney materials McKie, 2021
Denial response strategy Appel et al., 2020; Borges-Tiago et al., 2020; Kumar et al., 2021a; Obada, 2019;
Vafeiadis et al., 2019; Visentin et al., 2021; Kumar et al., 2021b; Wisker, 2020
Assaulting the accuser strategy Mills & Robson, 2019; Vafeiadis et al., 2019; Kumar et al., 2021a; Obada, 2019;

Vafeiadis et al., 2019; Bardan, 2013; Visentin et al., 2021; Talwar et al., 2019;
Berthon et al., 2018; Flostrand et al., 2019; Paschen, 2019 Spohr, 2017

Regulatory level

Narrative response strategy Mills & Robson, 2019; Mishra & Samu, 2021; Pundir et al., 2021; Talwar et al.,
2019; Aldwairi & Alwahedi, 2018; Mishra & Samu, 2021; Rampersad &
Althiyabi, 2020; Wisker, 2020; Berthon et al., 2018; Chen & Cheng, 2019;
Bardan, 2013

Brand response strategy Chen & Cheng, 2019; Cheng & Lee, 2019; Peterson, 2019; Mills & Robson, 2019;
Graham, 2017; Fedeli, 2020; Jahng et al., 2020




JOURNAL OF STRATEGIC MARKETING . 5

3.2. The effective organisational-level strategies to respond to false news
circulation through social media

Through this scoping review, authors were able to identify three organisational-level
strategies, namely, avoiding phoney materials presentation strategy; denial response
strategy and verbal brand communication strategies.

3.2.1. Cause-related marketing strategy for phoney materials

To be effective, false news must appear legitimate and trustworthy to readers (Di
Domenico et al,, 2021; Wisker, 2020). By strategically presenting phoney materials, fake
news creators achieve this appearance of legitimacy, a process called ‘fabricated legiti-
macy’ (Di Domenico et al., 2021). Its effectiveness depends on several factors. The first step
in earning credibility and trust from its target audience is to portray their information with
sources (Di Domenico et al,, 2021). Second, false news is frequently presented in the same
format as genuine news, for example, by employing headline fonts and colours that
resemble actual news outlets’ articles (Wisker, 2020; Wisker & McKie, 2021). Third, false
news is based on themes covered by the mainstream media (Di Domenico et al., 2021;
Wisker, 2020).

False news articles and tweets have similar characteristics to legitimate news
(DiDomenico & Visentin, 2020). Domain and style are the first features. A trustworthy
news website has nothing in common with a casual one (Petty, 2013). The most danger-
ous aspect which was identified was that young people seem to find it especially difficult
to separate facts from fictions due to phoney materials presentation strategy (Di
Domenico et al., 2021; DiDomenico & Visentin, 2020). Therefore, cause-related marketing
strategy which links the organisation and consumer through credible sources were
identified as an appropriate method to avoid the inclusion of phoney materials.

3.2.2. Denial response strategy

Unfounded accusations about an organization are false news (Appel et al., 2020; Borges-
Tiago et al., 2020). A video showing a changed label on a Kraft food product, for example,
implied that the company’s products included GMO wheat. Depending on the nature of
the crisis, organisations may deny or refuse any responsibility for the crisis (Kumar et al.,
2021; Obada, 2019). During a false news crisis, institutions should deny the material by
emphasizing its unreliability and stating that the claims are ludicrous or false (Vafeiadis
et al,, 2019). For example, the company Kraft once defended themselves against false
information concerning GMOs by showing a label from a country where Kraft does not sell
the food (Vafeiadis et al., 2019). By using the denial response strategy, government,
business, and consumers can correct false news and disinformation and build public
trust (Wisker, 2020).

3.2.3. Assaulting the accuser strategy

A recent study examined how false news can affect brands, recommending several
reaction tactics for businesses (Mills & Robson, 2019; Vafeiadis et al., 2019). The organiza-
tion’s assaulting the accuser approach comprises demonising the person or group who
makes and/or distributes false charges (Obada, 2019; Vafeiadis et al., 2019). An assault
reaction would involve an organisation retaliating against the source of the false claim
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and discrediting both the source and its false claim (Vafeiadis et al., 2019). Denial and
assault both try to demonstrate that there is no ‘genuine’ problem (Bardan, 2013). In
addition to protecting an organization’s reputation, denying the existence of a crisis also
reduces negative attitudes and behaviors among stakeholders (Appel et al., 2020; Borges-
Tiago et al., 2020).

People may change their minds if presented with facts, according to some writers
(Talwar et al.,, 2019). Visentin et al. (2019) found that self-perceived fraud detection
efficacy had no influence on brand attitudes when false news was combined with
a brand commercial. Other researchers look at various indicators that encourage sharing,
including media trust (Berthon et al.,, 2018; Flostrand et al., 2019), self-efficacy, information
accessibility, and convergence (Berthon & Pitt, 2018; Spohr, 2017). By using advanced
social media management resources on social networks and blogs, brand managers can
find the false news through blogs and social media proactively (Spohr, 2017).

3.3. The effective regulatory-level strategies to respond to false news circulation
through social media

Through this scoping review, the authors were able to identify two regulatory-level
strategies to respond to false news circulation through social media as strategies target-
ing consumer reaction towards false news and strategies targeting brand response
towards false news.

3.3.1. Narrative response strategy

In addition to increasing brand awareness, brand leaders should also protect their brands
against false news spread on social networks and traditional media (Mills & Robson, 2019;
Talwar et al., 2019). Communication errors, editorial errors, or poor internal decisions can
damage a brand’s reputation (Mills & Robson, 2019). There is a need for research on the
advertising response behaviour of Facebook users, the nature of fake news, and how users
perceive false news based on their demographics and political affiliations (Talwar et al.,
2019). Further, it was identified that individual-level information processing of false news
is often clouded by confirmation bias (the tendency to believe in what is consistent with
their prior attitude) and desirability bias (the tendency to believe in what pleases them)
(Aldwairi & Alwahedi, 2018; Chen & Cheng, 2019). Further, it was identified that public
reviews of brands and products are mainly found on social media platforms (Berthon
et al., 2018; Chen & Cheng, 2019).

3.3.2. Brand response strategy

Brand response strategy is also referred to as false news response strategy (Chen & Cheng,
2019; Cheng & Lee, 2019). Firstly, brand managers should ensure that the company
website is legible and accessible to all customers and other stakeholders to analyse
relevant knowledge connected to news items (Peterson, 2019). Secondly, brand managers
must regularly check the infosphere to identify misinformation and disinformation about
the company (Graham, 2017; Peterson, 2019). As a third step, the brand manager should
keep a record of fake news reports about the company on the company’s website
(Graham, 2017; Jahng et al., 2020). Fourth, the company’s website should identify the
significant satires (humorous news articles) in which the brand has appeared, as well as
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Organisational Regulatory
Level Level
1 |
Cause-related Narrative response
marketing strategy for strategy
phoney materials

Denial response Brand response
strategy strategy
Assaulting the accuser
strategy

Figure 1. Integrative framework of the review.

the prominent parodies (fictional news stories that the intended audience is aware are not
true) in which the brand has appeared (Fedeli, 2020; Graham, 2017; Jahng et al., 2020). As
shown in Table 1, the major strategies at the organizational and regulatory levels are as
follows.

Figure 1 further illustrates the two strategies of suitable for organisational and reg-
ulatory levels, respectively, as follows:

4. Future research directions

The final section of this paper includes the gaps in the existing literature as identified by
the current review. These future research recommendations were further categorised
based on the Theory, Context, Methodology (TCM) framework by following the guidelines
of the previous studies.

4.1. Future directions - theory

Our study revealed a lack of strong theoretical underpinnings in the current literature as
existing studies on false news regarding social media context focused on referential theory
(Di Domenico et al., 2021) and priming theory (Di Domenico et al., 2021). Construal-level
theory was used to examine problematic information resulting after false news formulation
(DiDomenico & Visentin, 2020). Despite the fact that situational crisis communication theory
(Vafeiadis et al., 2019), source credibility theory (Visentin et al., 2019), stimulus-organisation-
behaviour-consequence theory (Kumar et al., 2021) and flow theory (Obadd, 2019), there is
little application to organisational psychological mechanisms influencing false news belief.
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However, the generic theory of the Brand (Peterson, 2019); theory of human exchange in
marketing (Mills & Robson, 2019); social comparison theory; self-determination theory; rational
choice theory (Talwar et al.,, 2019) was used to identify brand storytelling in reaction to false
news. Conspiracy theory (Nyilasy, 2019); consumer behaviour theory (Chen & Cheng, 2019);
hierarchy of effects theory, elaboration likelihood model and theory of planned behaviour
(Wisker, 2020) were identified as successful to explore how consumers digest false news and
how it relates to marketing messages (Talwar et al., 2019).

4.2. Future directions - context

Through social media research, contextual analysis helped differentiate environmental
factors that affect false news circulation. According to Table A1, majority of the work has
been conducted in developed countries such as USA, Sweden, Canada, Italy, Portugal, UK,
Romania, New Zealand, and Saudi Arabia (Flostrand et al., 2019; Paschen, 2019). The
emphasis of these studies in the United States and Canada was primarily based on the
source of false news and the message credibility. The researchers in the European context
such as Sweden, Italy, UK concentrated on powerful emotional differentiator between false
and real news (Borges-Tiago et al., 2020; Vafeiadis et al., 2019; Wisker, 2020). Further,
collective strategies to mitigate the spread of disinformation were investigated by Asian
and European researchers with more emphasis on consumer opinions about false news
(Borges-Tiago et al.,, 2020). The dark side of social media use, gossip-sharing behaviour, fear
of missing out, and social media fatigue are important for future researchers.

4.3. Future directions - methodology

Firstly, most of the studies were qualitative (Please refer Table A1) with the data collection
methods of survey, interviews, and experiments. Majority of the qualitative studies used survey-
based data collection methods that raises the questions concerning the longevity and persuasive
knowledge in relation to false news posts (Chen & Cheng, 2019). Therefore, it is necessary to use
more qualitative exploratory methods such as Delphi, focus groups and semi-structured inter-
views which are less representative (Jahng, 2021; Khairunissa, 2020; Mishra & Samu, 2021).
Secondly, authors could not find any longitudinal study conducted on false news sharing on
social media platforms. Existing literature has explored a variety of communication formats such
as unboxing videos with attractive visual effects (Fedeli, 2020; Khairunissa, 2020). Therefore, the
presentation of false news in rich-media formats is another exciting way to study its impact on
consumers (Khairunissa, 2020) through more empirical studies.

5. Managerial implications

The study provides two key areas for brand managers and policymakers in addition to
organisational and regulatory levels. Firstly, findings revealed that consumer attitudes towards
false news circulated within social media was the least studied theme in the literature.
Secondly, the need to understand psychological mechanisms that influence people’s belief
in false news (for instance, confirmation bias, referential theory, priming theory) so that the
determinants and effects of Electronic Word-of-Mouth (eWOM) surrounding a firm can be
assessed (Mishra & Samu, 2021). Future research questions are presented in Table 2.
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Table 2. Potential research areas and questions to advance the field of false news circulation through
social media.

Topics Major themes Future research questions
Future directions based on the Theory
Theoretical Interlink with social psychology theories to - How can social psychology theories be
foundation evaluate persuasion, memory, recall, and extended to explain consumer social
recognition skills in order to assess the factors cognition stages like (persuasion, memory,
and effects of electronic word-of-mouth recalling, and recognition) to evaluate the
when a firm suffers false news or untruthful effects of electronic word-of-mouth?
advertising
Future directions based on the Context
False news There is a need for more research on false-news - Does false news circulation through social
circulation sharing on social media platforms, including media affected by factors such as gossip-
through social gossip-sharing behaviour, fear of missing out,  sharing behaviour, fear of missing out, social
media and social media fatigue media fatigue, and the dark side of social
media use?

Future directions based on the Method
Nature of method Need for more research based on quantitative - Can empirical researchers expand the current
applied techniques knowledge of false news typology into brand
messaging and dimensions?

6. Conclusion

Based on the findings of this scoping review, we were able to identify several
effective organizational and regulatory practices for responding to false news circu-
lation through social media. This study contributes to government agencies, market-
ing agencies and senior management personnel by supporting to examine the
reasons for effective organisational- and regulatory-level strategies in responding
to false news circulation through social media derived both from management
perspectives and consumer perspectives (Fedeli, 2020; Jahng, 2021). Using Arksey
and O’Malley (2005) framework and scoping review, this study assessed effective
organizational and regulatory strategies for responding to social media false news
circulation.

Disclosure statement

No potential conflict of interest was reported by the author(s).

References

Ajao, O., Garg, A., & Da Costa-Abreu, M. (2022). Exploring content-based and meta-data analysis for
detecting fake news infodemic: A case study on COVID-19. In 2022 12th International Conference
on Pattern Recognition Systems (ICPRS) (pp. 1-8). IEEE.

Aldwairi, M., & Alwahedi, A. (2018). Detecting fake news in social media networks. Procedia Computer
Science, 141, 215-222. https://doi.org/10.1016/j.procs.2018.10.171

Appel, G, Grewal, L., Hadi, R., & Stephen, A. T. (2020). The future of social media in marketing. Journal
of the Academy of Marketing Science, 48(1), 79-95. https://doi.org/10.1007/s11747-019-00695-1

Arksey, H., & O'Malley, L. (2005). Scoping studies: Towards a methodological framework.
International Journal of Social Research Methodology, 8(1), 19-32. https://doi.org/10.1080/
1364557032000119616

Bardan, A. (2013). ‘The Tattlers' Tattle": Fake news, linguistic national intimacy, and new media in
Romania. In News Parody and Political Satire Across the Globe (pp. 144-156). Routledge.


https://doi.org/10.1016/j.procs.2018.10.171
https://doi.org/10.1007/s11747-019-00695-1
https://doi.org/10.1080/1364557032000119616
https://doi.org/10.1080/1364557032000119616

10 N. S. JAYAWARDENA ET AL.

Berthon, P. R., & Pitt, L. F. (2018). Brands, truthiness, and post-fact: Managing brands in a
post-rational world. Journal of Macromarketing, 38(2), 218-227. https://doi.org/10.1177/
0276146718755869

Berthon, P., Treen, E., & Pitt, L. (2018). How truthiness, fake news and post-fact endanger brands and
what to do about it. NIM Marketing Intelligence Review, 10(1), 18-23. https://doi.org/10.2478/
gfkmir-2018-0003

Borges-Tiago, T., Tiago, F., Silva, O., Guaita Martinez, J. M., & Botella-Carrubi, D. (2020). Online users’
attitudes toward fake news: Implications for brand management. Psychology & Marketing, 37(9),
1171-1184. https://doi.org/10.1002/mar.21349

Chen, Z. F., & Cheng, Y. (2019). Consumer response to fake news about brands on social media: The
effects of self-efficacy, media trust, and persuasion knowledge on brand trust. Journal of Product
& Brand Management, 29(2), 1-11. https://doi.org/10.1108/JPBM-12-2018-2145

Cheng, Y., & Chen, Z. F. (2020). The influence of presumed fake news influence: Examining public support
for corporate corrective response, media literacy interventions, and governmental regulation. Mass
Communication and Society, 23(5), 705-729. https://doi.org/10.1080/15205436.2020.1750656

Cheng, Y., & Lee, C. J. (2019). Online crisis communication in a post-truth Chinese society: Evidence
from interdisciplinary literature. Public Relations Review, 45(4), 101-826. https://doi.org/10.1016/j.
pubrev.2019.101826

Di Domenico, G, Sit, J,, Ishizaka, A., & Nunan, D. (2021). Fake news, social media and marketing:
A systematic review. Journal of Business Research, 124, 329-341. https://doi.org/10.1016/j,jbusres.
2020.11.037

DiDomenico, G., & Visentin, M. (2020). Fake news or true lies? Reflections about problematic
contents in marketing. International Journal of Market Research, 62(4), 409-417. https://doi.org/
10.1177/1470785320934719

Fedeli, G. (2020). ‘Fake news’ meets tourism: A proposed research agenda. Annals of Tourism
Research, 80(4), 102-684. https://doi.org/10.1016/j.annals.2019.02.002

Flostrand, A., Pitt, L., & Kietzmann, J. (2019). Fake news and brand management: A Delphi study of
impact, vulnerability and mitigation. Journal of Product & Brand Management, 29(2), 246-254.
https://doi.org/10.1108/JPBM-12-2018-2156

Graham, R. (2017). Google and advertising: Digital capitalism in the context of post-Fordism, the
reification of language, and the rise of fake news. Palgrave Communications, 3(1), 1-19. https://
doi.org/10.1057/s41599-017-0021-4

Jahng, M. R. (2021). Is fake news the new social media crisis? Examining the public evaluation of
crisis management for corporate organizations targeted in fake news. International Journal of
Strategic Communication, 15(1), 18-36. https://doi.org/10.1080/1553118X.2020.1848842

Jahng, M. R, Lee, H., & Rochadiat, A. (2020). Public relations practitioners’ management of fake news:
Exploring key elements and acts of information authentication. Public Relations Review, 46(2), 1-7.
https://doi.org/10.1016/j.pubrev.2020.101907

Khairunissa, K. (2020). University students’ ability in evaluating fake news on social media. Record
and Library Journal, 6(2), 136-145. https://doi.org/10.20473/rlj.V6-12.2020.136-145

Kumar, N., Poonia, V., Gupta, B. B., & Goyal, M. K. (2021). A novel framework for risk assessment and
resilience of critical infrastructure towards climate change. Technological Forecasting and Social
Change, 165(1), 1-20. https://doi.org/10.1016/j.techfore.2020.120532

Kumar, S., Talwar, S., Krishnan, S., Kaur, P., & Dhir, A. (2021). Purchasing natural personal care
products in the era of fake news? The moderation effect of brand trust. Journal of Retailing and
Consumer Services, 63, 1-12. https://doi.org/10.1016/j.jretconser.2021.102668

Lim, W. M., Kumar, S., & Ali, F. (2022). Advancing knowledge through literature reviews: ‘what’, ‘why’,
and ‘how to contribute’. The Service Industries Journal, 42(7-8), 481-513. https://doi.org/10.1080/
02642069.2022.2047941

Lim, W. M., Kumar, S., Pandey, N., Rasul, T., & Gaur, V. (2022). From direct marketing to interactive
marketing: A retrospective review of the journal of research in Interactive marketing. Journal of
Research in Interactive Marketing, 17(2), 232-256. https://doi.org/10.1108/JRIM-11-2021-0276

Martens, D., & Maalej, W. (2019). Towards understanding and detecting fake reviews in app stores.
Empirical Software Engineering, 24(6), 3316-3355. https://doi.org/10.1007/s10664-019-09706-9


https://doi.org/10.1177/0276146718755869
https://doi.org/10.1177/0276146718755869
https://doi.org/10.2478/gfkmir-2018-0003
https://doi.org/10.2478/gfkmir-2018-0003
https://doi.org/10.1002/mar.21349
https://doi.org/10.1108/JPBM-12-2018-2145
https://doi.org/10.1080/15205436.2020.1750656
https://doi.org/10.1016/j.pubrev.2019.101826
https://doi.org/10.1016/j.pubrev.2019.101826
https://doi.org/10.1016/j.jbusres.2020.11.037
https://doi.org/10.1016/j.jbusres.2020.11.037
https://doi.org/10.1177/1470785320934719
https://doi.org/10.1177/1470785320934719
https://doi.org/10.1016/j.annals.2019.02.002
https://doi.org/10.1108/JPBM-12-2018-2156
https://doi.org/10.1108/JPBM-12-2018-2156
https://doi.org/10.1057/s41599-017-0021-4
https://doi.org/10.1057/s41599-017-0021-4
https://doi.org/10.1080/1553118X.2020.1848842
https://doi.org/10.1016/j.pubrev.2020.101907
https://doi.org/10.20473/rlj.V6-I2.2020.136-145
https://doi.org/10.1016/j.techfore.2020.120532
https://doi.org/10.1016/j.jretconser.2021.102668
https://doi.org/10.1080/02642069.2022.2047941
https://doi.org/10.1080/02642069.2022.2047941
https://doi.org/10.1108/JRIM-11-2021-0276
https://doi.org/10.1007/s10664-019-09706-9

JOURNAL OF STRATEGIC MARKETING . 1

Mills, A. J., & Robson, K. (2019). Brand management in the era of fake news: Narrative response as
a strategy to insulate brand value. Journal of Product & Brand Management, 29(2), 159-167.
https://doi.org/10.1108/JPBM-12-2018-2150

Mishra, A., & Samu, S. (2021). Impact of fake news on social image perceptions and consumers’
behavioral intentions. Journal of Consumer Marketing, 38(6), 601-613. https://doi.org/10.1108/
JCM-05-2020-3857

Nyilasy, G. (2019). Fake news: When the dark side of persuasion takes over. International Journal of
Advertising, 38(2), 336-342. https://doi.org/10.1080/02650487.2019.1586210

Obada, R. (2019). Sharing fake news about brands on social media: A new conceptual model based on
flow theory. Journal of the Seminar of Discursive Logic, Argumentation Theory and Rhetoric, 17(2), 144-
166. https://philpapers.org/rec/OBASFN

Paschen, J. (2019). Investigating the emotional appeal of fake news using artificial intelligence and
human contributions. Journal of Product & Brand Management, 29(2), 223-233. https://doi.org/10.
1108/JPBM-12-2018-2179

Paul, J., & Benito, G. R. (2018). A review of research on outward foreign direct investment from emerging
countries, including China: What do we know, how do we know and where should we be heading?
Asia Pacific Business Review, 24(1), 90-115. https://doi.org/10.1080/13602381.2017.1357316

Peterson, M. (2019). A high-speed world with fake news: Brand managers take warning. Journal of
Product & Brand Management, 29(2), 234-245. https://doi.org/10.1108/JPBM-12-2018-2163

Petty, R. D. (2013). From puffery to penalties: A historical analysis of US masked marketing public
policy concerns. Journal of Historical Research in Marketing, 5(1), 1-17. https://doi.org/10.1108/
17557501311293334

Pundir, V., Devi, E. B., & Nath, V. (2021). Arresting fake news sharing on social media: A theory of
planned behavior approach. Management Research Review, 44(8), 1108-1138. https://doi.org/10.
1108/MRR-05-2020-0286

Rampersad, G., & Althiyabi, T. (2020). Fake news: Acceptance by demographics and culture on social
media. Journal of Information Technology Politics, 17(1), 1-11. https://doi.org/10.1080/19331681.
2019.1686676

Shaw, L., Kiegaldie, D., & Farlie, M. K. (2020). Education interventions for health professionals on falls
prevention in health care settings: A 10-year scoping review. BMC Geriatrics, 20(1), 1-13. https://
doi.org/10.1186/512877-020-01819-x

Spohr, D. (2017). Fake news and ideological polarization: Filter bubbles and selective exposure on
social media. Business Information Review, 34(3), 150-160. https://doi.org/10.1177/
0266382117722446

Talwar, D., Kaur, Z., Kaur, Alrasheedy, P., Zafar, N., & Alrasheedy, M. (2019). Why do people share fake
news? Associations between the dark side of social media use and fake news sharing behavior.
Journal of Retailing Consumer Services, 51, 72-82. https://doi.org/10.1016/j.jretconser.2019.05.026

Vafeiadis, M., Bortree, D. S., Buckley, C., Diddi, P., & Xiao, A. (2019). Refuting fake news on social
media: Nonprofits, crisis response strategies and issue involvement. Journal of Product & Brand
Management, 29(2), 209-222. https://doi.org/10.1108/JPBM-12-2018-2146

Visentin, M., Pizzi, G., & Pichierri, M. (2019). Fake news, real problems for brands: The impact of
content truthfulness and source credibility on consumers’ behavioral intentions toward the
advertised brands. Journal of Interactive Marketing, 45, 99-112. https://doi.org/10.1016/j.intmar.
2018.09.001

Visentin, M., Tuan, A., & DiDomenico, G. (2021). Words matter: How privacy concerns and conspiracy
theories spread on twitter. Psychology & Marketing, 38(10), 1828-1846. https://doi.org/10.1002/
mar.21542

Wisker, Z. L. (2020). The effect of fake news in marketing halal food: A moderating role of religiosity.
Journal of Islamic Marketing, 12(3), 558-575. https://doi.org/10.1108/JIMA-09-2020-0276

Wisker, Z. L., & McKie, R. N. (2021). The effect of fake news on anger and negative word-of-mouth:
Moderating roles of religiosity and conservatism. Journal of Marketing Analytics, 9(2), 144-153.
https://doi.org/10.1057/s41270-020-00101-8


https://doi.org/10.1108/JPBM-12-2018-2150
https://doi.org/10.1108/JPBM-12-2018-2150
https://doi.org/10.1108/JCM-05-2020-3857
https://doi.org/10.1108/JCM-05-2020-3857
https://doi.org/10.1080/02650487.2019.1586210
https://philpapers.org/rec/OBASFN
https://doi.org/10.1108/JPBM-12-2018-2179
https://doi.org/10.1108/JPBM-12-2018-2179
https://doi.org/10.1080/13602381.2017.1357316
https://doi.org/10.1108/JPBM-12-2018-2163
https://doi.org/10.1108/17557501311293334
https://doi.org/10.1108/17557501311293334
https://doi.org/10.1108/MRR-05-2020-0286
https://doi.org/10.1108/MRR-05-2020-0286
https://doi.org/10.1080/19331681.2019.1686676
https://doi.org/10.1080/19331681.2019.1686676
https://doi.org/10.1186/s12877-020-01819-x
https://doi.org/10.1186/s12877-020-01819-x
https://doi.org/10.1177/0266382117722446
https://doi.org/10.1177/0266382117722446
https://doi.org/10.1016/j.jretconser.2019.05.026
https://doi.org/10.1108/JPBM-12-2018-2146
https://doi.org/10.1016/j.intmar.2018.09.001
https://doi.org/10.1016/j.intmar.2018.09.001
https://doi.org/10.1002/mar.21542
https://doi.org/10.1002/mar.21542
https://doi.org/10.1108/JIMA-09-2020-0276
https://doi.org/10.1057/s41270-020-00101-8
https://doi.org/10.1057/s41270-020-00101-8

12 N. S. JAYAWARDENA ET AL.

(panupzuo))

eIpaw |e1D0s uo uasald SJe S100 USYM UOIIEIIUNWIWIOD

Hunnp JN220 UED UOIEIIUNWIWOISIW PUR JUSWIA|OAU] UBWNY JO XET]
s1onpoud uo SMau d)ej Inoge 51010k} JueAS|RJ Jo Sbues e

Bupapisuod Aq eipaw |e1os uo uopeziejod |e160j03pl Jo K103y} e padojaasg

pliom [enioej-1sod e ul spueiq buibeuew 1oy SUOIIBPUSWIWOIAI PAPIAOIY
sasuodsal £d1j0d d1jqnd pue sabessaw Jawnsuod Jo

9dueIsgns Hunyiew syl a1ndsgo eyl salels payun ayl ul sadideld paynuap)
Ke|d abenbue| pue syuswsa|d |edues pue
1pawod Ybnoayl ain3nd uejueWoy YHM s3I} s} azijeinieu o3 Jdwane s,moys

SY1 01 s19ya1 Yaorym  Loewnnur dnsinbul| jeuorieu, Jo 1daduod ay) padnpoay|

UOIIUSAISIUI JUSWUIAA0D INOYUM $321n0S uoiewoyul [e3ibip s1enjeas

pue smau as|e} jods 01 paddinba 19119q a.e 3jdoad Aanes-yda) pue sjeluus||iy-
s9dUaNbasuod

anebau Jo A1auea e Jayns Aew smau as|e) Aq pajowoud S| 1eyl pueiq y
siyoud-uou paidiyye Joj suonualul oddns poob ysijgeiss pue Ajjesuad
uol1ewIoul qIOSAE ||IM [eNPIAIPUI paRIWwod Ajdaap e Jeyl |9y 210w I | -
(uonoeas sisud e

se) 924n0s 3y} buppene Aq asow pauiwuspun st ANjiqIpasd s,9bessaw sy —
(S924n0S SMaU 3s|e) puny pP|NOYs Spuelq JSYIaYMm se

4dNs) s9]qelIeA [I9A3S UO UOIUIdO JO SIIUIBYIP [RIIURISGNS PUNOS SIBYDIRISIY -
EIGELETEN T

YaNnW 4. YdIYM ‘S3J3H3 SMAU 3S|e} Uey) SAINSOd 210w ydNW e SI[HI SMAU dn.|

Buibessaw pueiq pue suoisuswip se pabueyd AbojodAy smau as|e4

passnasIp a1am $1Y313 bunayiew pue ‘Abaress bunayiew ‘inoireyaq
JawiNsuod jo seaJe 3y} ul Apnis uoiewloul d1jewa|qoid pue smau Isjeq

sapnie pue ‘Aoewniba| payey ‘sedusnbasuod ‘sainquile [puueyd
Buipeaids ‘uoneujwassIp :se SMau 35|} Jo s12adse dAY pajedipul sbuipuly

JUON
JUON
JUON

vsn

eluewoy

|lebnuod

Key

vsn
epeue)
Uapams

JUON

JUON

JUON

Kaning
Apnis ase)

Kess3
Jaded
|emydacuo)

SMIIAIIU|
buljispon
uolenb3

|ein1dnns

syjuawadx3

syuawadx3

Apnis 1ydjag
sisk|eue

aseqeleq
1aded

|enmydacuo)

Jaded mainay

Jaded mainay

JUON
JUON
JUON

SUON

JUON

JUON

K109Y3 Ayj1qipaId 324nos

£109Y] uonedIUNWWO)

N|

1D [euonenyis
3UON
JUON

JUON

K103y} [9A3]-|eNIISUOD)
K109y} bujwiLg
£109Y) |e1IUISRY

uonewlouIsIp
Jo peaids ayy bunyby
ul saibarells aA13||0)
salbayens
uonedUNWWOod puelg
salbajens
uonedIUNWWOod puelg

Koewniba| paediige

salbalesys
uopedUNWWOd puelg

uolnewlouIs|p

Jo peaids ayy bunyby
Ul sa1631e41S 9AI19]|0D

salbayens
uojeduNWWOod puelg

uorewIoUISIP
Jo peaids ayy bunyby
ul saibarells aA113||0)
salbayens
uonedIUNWWOod puelg
sa1bayens
uoneduUNWWod puelg
sa1bayens
uonedIUNWWOod puelg

AKoewniba| pajedliqe

Aoewniba| paedige

(0z07)
‘e 19 |2ddy

(£102) 4yods
(8102)
‘[e 19 uoyuag

(€107) Anad

(€107) uepieg

(0z07) "R 19
obel|-sablog
(6102)
‘|e 39 UUISIA

(6107)

‘[e 13 sIpelajep
(6107)

‘|e 13 pueslso|4
(6107)

uaydsed
(81L07) 1id

pue uoyuag
(0z07)
UIUISIA
pue

oduswoqiq
(L2og) e 19

odluawoq Iq

saibajesys [9A3] euonesiuebio

sbuipuiy

IX31U0)

poyIsW

JSLETY

s1daouod Aoy

221n0§

‘salpn1s ayy Jo Alewwns Ly a|qel

sadipuaddy



JOURNAL OF STRATEGIC MARKETING 13

(panuruod)

(8L07)
uoljewlojul buipea|siw Jo 3einddeu] UleIUod Jey} SMaU ey Ipayem|y
$31ISQOM INO J3)JY PUB 13319p 01 3Sh ABW SISWNSUOD Jey] WIlsAS B paonpoilu| SUoN sAaning SUON 01 asuodsal SIBWNSUO)  pue LIeMPJY
(0z07)
1qeAiyyy
e|paw [e[>0S U0 SM3U SM3U e} pue
snboq Jo uoeUIWISSIP 9Y] 129)Je un}Nd pue sdjydesbowsp Moy paujwexy elqely Ipnes sAkaning SUON 0] asuodsal ,SIPWNsuo0) pesiadwey
(1z07)
wsneAsasuod pue Ansolbiai Aq SMaU e} AP
Pa1eI9poW S| YINoW-jo-pIoMm d]geinoARjun pue abel usamiaq Uoiedosse ay| puejeaz maN  syudwiadxy dUON 01 3suodsal sIBWNSU0) pue Jaysim
Ausoibija [apow pooy|ay|
Aq pajesapow si pasiey pueiq pue abes UsaIMISQ UOLIRIDOSSE 3Y ] "9POd [elow uoneloqed pue K10ay} SM3U e}
113y) 1sutebe smau as|ey speasds jeyl Auedwod e syysip Aew dijgnd Aibue uy puejesz maN  sjuswiadxg S129)43 Jo AYdJesdlH 01 asuodsal sIswNsuo)  (0Z0T) J9SIM
Buijspow (6102)
1s0d smau 3s[ej e 0] uonejRl ul uonenb3 K1oayy SMaU e} buayy
abpajmouy aaisensiad pue ‘sadusnbasuod ‘syuspadalue jerualod syl passndsig vsn |ean1dNIIS InolAeYdq JaWNSUO) 0} dsuodsal ,SIaWNSU0) pue usy)
sabessaw Jaded SMau dyey
Buriadiew 0] s91e94 1 MOY pue SMaU 3s|ey 153bIp Siawnsuod moy paJojdxy auoN  |enmdaduo) K103y} foesdsuo) 03 asuodsas sidwinsuo)  (6107) AsejiAN
SMau ey Jo peaids ay1 01 payul| e Bunsay SMaU ey (6102)
dJe ‘sSaULIEIM BIPAW [BID0S PUB ‘IN0 BUISSIW JO Jed) ‘2INSO[ISIP-4I3S ‘ASnJ) duljUQ duoN [9poly  A103y3 uosuedwod |eos 01 asuodsas SIBWNSUO)  C|e 19 Jemje]
(6107)
"JUSWIAA|OAU] [RUOIIOWS pue Jaded Bunayiew ui abueydxa smau uosqoy
Apnusyine sainbai smau asjey 01 uopdeas ul buij914101s pueiq |nyssaddNs Iy | epeue)/ysn  [enydeduo) uewny jo A10ay] ey 01 asuodsas pueig pue sji
PasSNISIp 2J9M JudWuUIA0D pue sajuedwod 1aded smau 6102)
Se UoNns SUO[IN3IISUl JO JUSWISAJOAU] PUB SM3U 10§ 1X3U0D JO A1ISSaD3uU JY | vsn  |emdacuo) pueig ay) jo Alosy]  yey 03 ssuodsas puelg uosI919d
salbajesys [9n3] L1ole|nbay
suIadu0d Axeaud uonewlouIsIp
,519W01SND 0] 31|34 pue AYI[_JIA dUSNJUI SUOIIOWS pue ‘s3}A1s dnsinbul| yoeoidde Jo peauds ay1 bunyby (1202)
‘saseayd yo1ym JaA0SIp 01 S199M] Ul pasn abenbue| Jo puny 3y) pajenjeay UON Kaning £103y3 papunoin uj $91633e41S SAIID||0)  °|B 1D UIIUISIA
uolewlouISIp
uofiedIUNWWOoD paseq Jo peauds ay3 bunyby
-pueiq uo peaids SMau 3s|e} aInseaw 03 [opow [enydaduod mau e pasodold elUBWOY SM3IAIIU| Ki03y1 moj4 ul salbaresls 9A3|I0)  (6107) BPRIO
9duanbasuo) uolewlouIsIp
SMau 3s|ey uo builde pue BuiasIeqg JO Pooy|RYI| SY1 0 payul| e -InolAeysg Jo peaids say1 bunyby (L1202)
Yd1ym “1sn1y walsAs pue sabejueape panadiad 03 payjul| a1 SUOUSIUl 3seydInd duoN Kaning -wisiuebiQ-sninwing ul salbaleils 9AID|I0) [ 19 Jewny|
sbuipuly 1X3U0) poyLw JSETY s3daduod Ay 92In0§

‘(PanuRUO)) "LV 3|qelL



N. S. JAYAWARDENA ET AL.

<
—

'sioyine Aq padojaas( :321nos

Kioayy (1207)
|eldleW 3y} JO dURAI|RI 3y} A paduanpul uoISNYIp UoIIeWIOU| SMaU ey} nwes
a1e smau snboq Hulleys pue buiARd31 J0j s32UBIRRId SIBWNSUOD MOY paJojdx3 elpu]  syjuawadx3 ‘A10dy} JUBWAdURYUS-BS 0} dsuodsal SIawnsuo) pue eiysiy
A1adoad way Ayuspl 01 9jqe SMaU e} (0202)
249M $3231d SMdU JUINpNEJ) Jsow pue s3d3ld smau [eal Jsow ul syueddiyied elsauopu| SMIIAIIU| SUON 01 asuodsal ,sIaWNSU0) essiunieyy|
Bulieys 21049 SMau }3Yd Buijlapo
0} uonuAI Jo sio03edipul Juedyiubis a1e Ino BuIsO| JO Jed) pue ‘UOIIRIYLIIA uonenb3 SMaU e} (L1202)
SM3U SPJeMO) S9PNIINE ‘|0J3U0D [RINOIARYDC PAAIdIRd ‘Dbpajmouy ‘ssaualemy elpu| |BANIONIIS  UOIIDR PauUOoSeal Jo A103y] 0} dsuodsal ,SIBWNSU0)  °|e 33 Jipund
buidInospmosd pue yoeoidde smau (0z02)
BIPAW SM3U [RUOIIPRI] Y30g 3sh S|euolssajoid suoriejas d1jgnd Jualuod AJLUan o) vsn skaning K103Y3 papunoin 9)ej 0} dsuodsal pueig ‘e 39 Buyer
SUOIJeSIaAUOD duljuo uo Joedwi Juedyiubis e SMau (£102)
dABY ‘ISUISPY PUB ‘SPIOMPY ‘SWISAS BuisiaApe ulew om) s,9|6005 N SMIIAIIU| K109Y3 151p104-150( 9)e} 0} 3suodsal pueig weyelo
anss| [euonesiuebio uedyubis e se pabpnf( K109y} uopedIuUNWWod Ssmau
pue pasiubodai Jou sem ‘puey JAY10 3y} UO ‘UoIeAIIOW [ed131[od UM SMU 3S|e4 VSN suawnadxy SISLD |euonenlis 9y 0} dsuodsal puesg  (Lzoz) buyer
A13snpur wsuNol pue [9Ae1}
9Y3 Ul 9dU3LAAX3 [|IIA0 Y} pue ‘suoneAdxd I3y} ‘SIaWNsuod uo dedul SMaU
juedylubis e aaey ued smau asjey, Aq pasnposyul Ainbique pue Aydedo ay) dUoN J1aded malnay SUON 9)ey 0] asuodsal puelg  (0207) !1ope4
sbuipui4 1X33U0) pouyapy JSLET] SERIINEN 92In0§

‘(Panunuo)) 'LV 3|qelL



	Abstract
	1. Introduction
	2. Methodology
	2.1. First step: identifying the research questions
	2.2. Second step: identifying relevant studies
	2.3. Third step: selection of the studies
	2.4. Forth step: data charting and collation
	2.5. Fifth step: summarising and reporting findings

	3. Discussion of the findings
	3.1. The present status of scholarly research in false news circulation through social media
	3.2. The effective organisational-level strategies to respond to false news circulation through social media
	3.2.1. Cause-related marketing strategy for phoney materials
	3.2.2. Denial response strategy
	3.2.3. Assaulting the accuser strategy

	3.3. The effective regulatory-level strategies to respond to false news circulation through social media
	3.3.1. Narrative response strategy
	3.3.2. Brand response strategy


	4. Future research directions
	4.1. Future directions – theory
	4.2. Future directions – context
	4.3. Future directions – methodology

	5. Managerial implications
	6. Conclusion
	Disclosure statement
	References
	Appendices

