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Abstract
Purpose – This paper aims to unify fragmented definitions of fake news and also present a comprehensive
classification of the concept. Additionally, it provides an agenda for future marketing research based on the
findings.

Design/methodology/approach – A review of 36 articles investigating fake news from 1990 to 2020
was done. In total, 615 papers were found, and the article pool was refined manually in two steps; first, articles
were skimmed and scanned for nonrelated articles; second, the pool was refined based on the scope of the
research.

Findings – The review resulted in a new definition and a collective classification of fake news. Also, the
feature of each type of fake news, such as facticity, intention, harm and humor, is examined as well, and a
definition for each type is presented.

Originality/value – This extensive study, to the best of the author’s knowledge, for the first time, reviews
major definitions and classification on fake news.

Keywords Literature review, Fake news, Fake news definition, Fake news classification,
Misinformation, Disinformation, Systematic literature review, Fake news in marketing

Paper type Research paper

Noticias falsas: una propuesta de clasificaci�on y una agenda de investigaci�on futura

Resumen
Objetivo – Este artículo pretende unificar las definiciones fragmentadas de las noticias falsas y también
presentar una clasificaci�on exhaustiva del concepto. Adem�as, ofrece una agenda para futuras investigaciones
de marketing basada en los resultados.

Diseño – Se realiz�o una revisi�on de 36 artículos que investigaban las noticias falsas desde 1990 hasta 2020.
Se encontraron 615 artículos, y el grupo de artículos se refin�o manualmente en dos pasos, primero, se
descremaron los artículos y se escanearon los artículos no relacionados, segundo, el grupo se refin�o basado en
el alcance de la investigaci�on.

Resultados – La revisi�on dio como resultado una nueva definici�on y una clasificaci�on colectiva de las
noticias falsas. Adem�as, se examinan las características de cada tipo de noticias falsas, como la facticidad, la
intenci�on, el daño y el humor, y se presenta una definici�on para cada tipo.
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Originalidad – este amplio estudio revisa por primera vez las principales definiciones y la clasificaci�on de
las noticias falsas.
Palabras clave Revisi�on bibliogr�afica, Fake news, Definici�on de fake news, Clasificaci�on de fake news,
Tergiversaci�on, Desinformaci�on
Tipo de artículo Trabajo de investigaci�on

虚假新闻：分类建议和未来研究议程

摘要

目的 – 本文旨在统一假新闻的零散定义, 并对假新闻的概念进行全面的分类。此外, 它还根据本文的
研究结果为未来的营销研究提供了一个议程。
设计/方法/途径 – 对1990年至2020年期间调查假新闻的36篇文章进行了回顾。一共发现了615篇论文,
并分为两步对此文章库进行了人工提炼：首先, 对文章进行略读和扫描以找出非相关文章, 其次, 根据
研究范围对文章库进行了提炼。
研究结果 – 此次审查导致了对假新闻的新定义和集体分类。此外, 还分析了假新闻的真实性、意
图、危害性、幽默性等各种类型的特征,并给出了各种类型的定义。
原创性 –此项涉及广泛假新闻内容的研究首次回顾了关于假新闻的主要定义和分类。
关键词 文献综述,假新闻,假新闻定义,假新闻分类,错误信息,假信息

文章类型 研究型论文

1. Introduction
Some scholars believe we live in a post-truth era in which truth is not relevant anymore (Rochlin,
2017; Foroughi et al., 2019). On the other hand, some other scholars provide evidence that the lines
between news and fake news, fact and fiction and truth and lies are blurred (d’Ancona, 2017).
However, regardless of what viewpoint we choose to take, the diminishing role of reality in
everyday life is undeniable. Now, truth is what appeals the most pleasant to us (Foroughi et al.,
2019). Prior research showed that 75% of American adults, who were exposed to fake news,
viewed the information as accurate and credible information (Silverman and Singer-Vine, 2016),
and today individuals aremore likely to share fake news than ever (Weidner et al., 2019).

Contrary to the common belief, the concept of fake news is not new (Tandoc et al., 2018).
However, now fake news differs in its scope, speed, reach and impact (Allcott and Gentzkow, 2017).
Once internet was recognized as a communicative medium, some intellectuals predicted the
potential threat of fake news to the integrity of reality in the forthcoming future (Floridi, 1996), and
now, due to online platforms (Bounegru et al., 2017), fake news is a global threat (Howell, 2013). In
2013, World Economic Forum warned “digital wildfire” causing the “viral spread” of intentionally
or unintentionallymisinformationmisleading the audience (WorldEconomic Forum, 2014).

Additionally, the rise and availability of the World Wide Web as a vehicle for creating and
sharing of content has aggravated the problem. Today, fake news is a byproduct of this
proliferation (Allcott and Gentzkow, 2017; Lazer et al., 2018). Additionally, due to the low entry
barriers of internet, people and organizations have monetary incentives to produce fake news
(Ormond et al., 2016). There are ample evidence supporting the notion that many sources are
systematically fueling the fake news industry (Allcott and Gentzkow, 2017). For example, in 2017,
NBCNews reported a shortage of bacon according to Ohio Pork Council, which of course was not
true (NBC Universal News Group, 2017). Later, this bacon shortage proved to be a marketing
gimmick to get viral (New York Times, 2017). The damage of fake news in marketing is not
always intangible. For example, Pepsi Co. stock fell almost 4% during the 2016 American
presidential election when it went viral that Pepsi chief executive officer Indra Nooyi, told Trump
supporters to take their business elsewhere (Picchi, 2016) whichwas not true aswell.

Since the fake news can be exchanged for money, it is extending into marketing domain and
practice. Even some scholars suggest that to some extent, branding communication can be
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considered as fake news (Berthon et al., 2019). But despite this prevalence of fake news, still there
is not a consensus on definition of fake news or even the term itself, and unlike the past, the
concept no longer refers to the untruthful information (Molina et al., 2021). Today, fake news is
used by almost everyone to refer to any information not supporting their current beliefs or ideas
(Vosoughi et al., 2018).

With this definition ambiguity, the main aim of this paper is twofold. First, to
investigate the definitions of fake news and to propose an encompassing definition.
Second, identifying different types of fake news in the extant literature.
Conceptualization of fake news will help marketing practitioners and researchers to
better understand the concept and to distinguish different types of fake news which, for
example, might be hurting their brand. Hence, this paper tries to review the most
influential article on fake news, focusing on definitions and classifications. To this end,
a literature review is conducted to find and analyze the articles. Finally, in light of the
findings, some insights and a framework for future research are addressed. Hence, the
following research questions are defined:

RQ1. What are the existing definitions of fake news? How these definitions can be
consolidated?

RQ2. What are the existing typologies and categorizations of fake news? Can they be
consolidated into one encompassing overarching categorization based on the
extant literature?

RQ3. What are the effects of fake news on marketing, and what is the future of fake
news andmarketing?

2. Research design
Using Kitchenham’s (2004) method, relevant articles are found. To answer the research
questions, a literature review is designed which consists of two phases. In the first phase, a
refined pool of fake news definition and classification is selected and then, by reviewing the
selected pool; a new definition of fake news is suggested.

To select the relevant articles, preferred reporting items for systematic reviews and meta-
analyses (PRISMA) method proposed byMoher et al. (2015) is used. This method covers all the
necessary aspects of the relevant paper, including title, abstract, introduction, methods, results,
discussion or even funding. To enrich the findings, literature in three decades (1990–2020) are
aimed for. The research process is illustrated in Figure 1.

2.1 Literature review
The process of literature review applied in this paper is as follows:

� selecting digital databases;
� formulating research protocol;
� scoping the input, searching the selected databases and creating the initial pool; and
� refining the initial pool by applying the inclusion/exclusion criteria.

Nine primary sources of scientific database were selected: Jstore, Science Direct, Emerald,
T&F, Wiley, Springer, Web of Science, SCOPUS and Sage. Considering the fact that fake
news is gaining popularity in other strings of research such as journalism and
communication, and also to enlarge the circle of the selected articles; grey databases such as
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Google Scholars were included as well. The protocol is designed based on the Preferred
Reporting Items for Systematic Review and Meta-Analysis Protocols (PRISMA-P)
Statement (Moher et al., 2015).

2.2 Inclusion and exclusion criteria
Formulating inclusion/exclusion criteria helps to create a balance between sensitivity
(finding more resources) and specificity (being related to the topic). The crucial criteria for
selecting articles are as follows:

� Fake news must be central to the article, and it must have a definition of fake news
or a discussion on fake news features. For example, a political paper including fake
news is not selected. Articles which do not meet this criterion are excluded.

� The selected articles must provide a classification of fake news. Although some
overlaps might exist, the paper should propose a new category or add information
on existing ones, otherwise are excluded. Articles from computational perspective
are also excluded.

The search process yielded about 615 resources in fake news. To refine the article pool, a
two-step approach was used. First articles were skimmed and scanned for non-fake news
ones (following Palmatier et al., 2018). Second, following Paul and Benito (2018), the pool
was refined based on the scope of the research, and the initial suitable pool was selected. In
the second step, first articles were narrowed down based on the keywords, and then, with
the abovementioned criteria, final evaluation was done.

3. Result
3.1 Defining fake news
Although many people think that fake news simply means false information, determining
what is false and what is not is a complex task. Sometimes fake news is defined as a form of

Figure 1.
Research process

Research objec�ves:
- summarizing different defini�ons 

- providing a coherent list of different types

Selec�on boundaries:
- fake news defini�on

-fake news classifica�on

Selec�on and valida�on:
PRISMA selec�on 

Defini�on
review of defini�ons of fake news and categories

Categories
review of categories and their  dimensions 

Summarizing the defini�ons Coherent fake news classifica�on

Fake news

63



false news (Levy, 2017). This definition captures the essence of fake news which is
untruthful information, but raises some ambiguity and is too simplistic. For example, based
on this definition, false satirical stories and jokes published on websites such as Onion can
be considered as fake news. There is a wide range of reasons for what we call “falsification
of information” which results in fake news: from accidental mistakes to negligent behavior
(Quandt et al., 2019). Therefore, this definition cannot define the phenomena completely.

Another approach in defining fake news is taking intentionality into account.
Intentionality and effort to mislead can be considered as the key elements in defining fake
news (Wardle and Derakhshan, 2017). This definition correctly relates fake news to the
intention to deceive but excludes unintentionality of some fake news. In this sense, fake
news should not necessarily be false because true information might be used to mislead,
which raises another ambiguity. With this definition in mind, a wide variety of untruthful
information is considered fake news, from news satire to state propaganda and even
advertisements (Tandoc et al., 2018). For example, McGonagle (2017) defines fake news as:

Information that has been deliberately fabricated and disseminated with the intention to deceive
and mislead others into believing falsehoods or doubting verifiable facts; it is disinformation that
is presented as, or is likely to be perceived as, news.

On the other hand, some scholars hold the view that to be considered as fake news,
information must be completely fabricated and fake (Montgomery and Gray, 2017; Allcott
and Gentzkow, 2017, p. 213; Lazer et al., 2018). For example, Pennycook et al. (2018, p. 1865)
define fake news as “entirely fabricated and often partisan content that is presented as
factual.” Some point out that it can be truthful (Fallis, 2015; Mukerji, 2018), and finally, some
argue that it can be partially true but purposefully devised to mislead (Tandoc et al., 2018;
Quandt et al., 2019). Wardle and Derakhshan (2017) define malinformation as an umbrella
term to refer to this information that are true but are used to inflict harm. Hence, in the final
approach, some scholars define fake news as lack of connection to the truth (Mukerji, 2018;
Wardle and Derakhshan, 2017). In this sense, fake news might be a tool to capture the
attention and impression and is not meant to be believed (Frankfurt, 2005(. Clickbait is an
example of this fake news (Tandoc et al., 2018).

Different scholars have provided diverse definitions of fake news based on their
theoretical background and practice. These definitions are summarized in Table 1. These
different approaches in defining fake news highlight two important facets of fake news,
facticity and intention to deceive (Tandoc et al., 2018). To summarize, it can be concluded
that a piece of information, to be considered fake, must be either untrue or intentionally
devised to deceive.

3.2 Discussion on fake news definition
The problem of defining fake news stems from its inherent indefinable characteristics,
which Funke (2017) calls “definitional ambiguity.” Some definitions of fake news define the
concept as opposed to real. Some others relate it to flawed process of news defined as an
unprofessional piece of information. In relation to reality, it is argued that fake news might
not completely adhere to the truth or reality. But this proposition obviously has an inherent
fundamental flaw. There is some fake news that are real, completely or partially. They are
either real true information intended to harm or satirical information believed as true. In that
case, a piece of newsmight be fake news for a person and a piece of true journalistic news for
another person. It is all relational to the person. Therefore, a definition irrespective of
objective reality must be proposed.

SJME
27,1

64



Table 1.
Fake news

definitions in
different contexts

Definition of fake news Context, topic, references

Ideological or political propaganda circulated online
or offline to gain preset objectives catered to masses
or a target group of people

Cyber defense, fake news evaluation, (Sample et al.,
2018);
Digital journalism, conceptualization (Mourão and
Robertson, 2019)

Some brands communication could be considered as
fake news which are purposely designed to obfuscate
or mislead the consumer

Marketing, branding (Berthon et al., 2019)

News articles that are intentionally and verifiably
false, and could mislead readers but need more
elaboration Politics

Democracy, journalism (Buschman, 2019);
information management, journalism
(Montgomery and Gray, 2017)

Fabricated information that mimics news media
content in form but not in organizational process or
intent designed to mislead or gain profit online or
offline

Digital journalism, conceptualization (Lazer et al.,
2018);
Consumer research, social media (Chen and Cheng,
2020);
Marketing, corporations and branding (Weidner
et al., 2019);
Politics, human rights (McGonagle, 2017);
academia, college students, (Leeder, 2019);
information management, journalism (Finneman
and Thomas, 2018); conceptualization (Molina
et al., 2021; Zhou and Zafarani, 2020)

Fake news arises whenever the process of
information is defective and/or disguised as true
online or offline

Internet and mass media, internet as a platform
(Floridi, 1996);
Politics, social media (Shin et al., 2018);
Social media, sharing behavior (Talwar et al., 2019)

Misinformation that involves information that is
inadvertently false and is shared without intent to
cause harm, while disinformation involves false
information knowingly being created and shared to
cause harm

Social media, classification algorithm (Wang et al.,
2019)

A subset of false information and is False information
spread under the guise of being authentic news
usually spread through news outlets or internet with
an intention to gain politically or financially, increase
readership, biased public opinion

Information management, internet and social
media (Meel and Vishwakarma, 2019);
Politics, Western democracies (Humprecht, 2019)

Fake quoting is a form of fake news, or miss-quoting
is a process in which a text is taken out of context and
deviates the audience from the original topic

Politics; social media (Kirner-Ludwig, 2019)

All false information published and spread through
internet which are aimed at intentional misleading,
deceiving to gain monetary, political or other benefits

Social media, conceptualization (Zhang and
Ghorbani, 2020)

The phenomenon of information exchange between
an actor and acted upon that primarily attempts to
invalidate generally-accepted conceptions of truth for
the purpose of altering established power structures

Academia, faculty and academic staff (Weiss et al.,
2020)

Fake news is understood as false and often
sensational information disseminated under the guise
of news designed to be widely re-transmitted and to
deceive at least some of its audience

Information management, conceptualization,
(Aleinikov et al., 2019);
Epistemology, conceptualization, (Blake-Turner,
2020; Rose, 2020)

fake news is a form of disinformation marked by high
levels of intention to deceive and low levels of
facticity that approximate the look and feel of real
news

Journalism, conceptualization, (Tandoc et al., 2019,
2018)
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Additionally, fake news is defined as a piece of information that does not adhere to the full
process of professional journalism. This definition is problematic as well. A paid
advertisement disguised as an article is a piece of information that completely adheres to the
process of journalism and at the same time, it might be completely false and misleading.
Therefore, besides the relation to the journalistic process, we need other criteria to define
fake news.

Defining fake news could be succinctly fit into three approach. The first approach argues
that defective information process results in fake news. In this regard, any information that
have not been put through a complete process of journalism could be considered as fake
news and mislead the audience (Finneman and Thomas, 2018). With this feature in mind,
even state propaganda or many biased one-sided marketing communications can be
classified as fake news (e.g. false stories that appear to be news, Molina et al., 2021;
fabricated news purporting to be true, Shin et al., 2018).

The second approach highlights the malicious intention of fake news, which is to benefit
a certain group moneywise, ideologically or politically. These types of fake news are not as
subtle as state propaganda and are easier to detect. Clickbait and partisan fake news fit this
category. Scholars have detected many types such as false brand and marketing
communication (Berthon et al., 2019; Chen and Cheng, 2020), intention to deceive by non-
media actors (Finneman and Thomas, 2018) and media actors (Kirner-Ludwig, 2020; Leeder,
2019) and false information to gain politically or financially, increase readership, biased
public opinion (Meel and Vishwakarma, 2019; Zhang and Ghorbani, 2020) to name a few.
Final approach is to consider the main characteristics of digital communication which
enabled the rapid, vast and untrue information into our daily lives. Digital platforms create
fake news as byproduct of communications at a horrendous volume with real time
dissemination, which is evident in information saturation and new formats of information
(Weidner et al., 2019).

Fake news, in the majority of the known types, has two core characteristics:
untruthfulness and intention to deceive. Although the degree of truth differs in different
types of fake news and not all types intend to deceive, however, the outcome is
manipulation. In fact, in every type, fake news is disguised as authentic news which might
be believed by the audience. On the other hand, the motivation for fake news is twofold:
monetary or political benefit. It can be concluded that, whatever the motivations are, they
are intended to achieve a predefined goal. Hence, the following suggestion and proposition is
put forward:

Fake news, irrespective of the objective realty, is a designed pseudo-true piece of information
created in order to achieve specific benefits through manipulating the beliefs of the targeted
audience.

3.3 Fake news classification
Synthesizing the classification presented in the selected articles was one the main objective
of this paper. Considering the difficulty in defining fake news, a single classification
arranged in categories and subcategories might provide a holistic view. Although the
number of fake news types might seem excessive, the purpose of this study is to gather all
unique types of fake news.

3.3.1 Disinformation. Disinformation is a deceptive piece of information which is
purposefully misleading with predefined intentions (Meel and Vishwakarma, 2019; Shin
et al., 2018; Weiss et al., 2020). Some scholars believe that instead of generating false or
alternative beliefs, it is meant to mask some situation or information (Fallis, 2015). Some
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others believe that disinformation is distorted data meant to deceive and manipulate the
audience (Buschman, 2019). The purpose of disinformation is to promote an idea or belief,
financial gain or undermining an opponent image or credibility (Meel and Vishwakarma,
2019; Weiss et al., 2020).

3.3.2 Misinformation. Misinformation is an uncertain and vague piece of information
which, depending on the context, unintentionally might be not completely true or true
enough (Cooke, 2017). Misinformation might be the result of honest mistake, carelessness or
cognitive bias (Meel and Vishwakarma, 2019). Compared to disinformation, it is less harmful
andmight lead to less damage (Meel and Vishwakarma, 2019).

3.3.3 Malinformation. This fake news is defined as genuine information shared to cause
harm, often by moving information designed to stay private into the public sphere (Wardle
and Derakhshan, 2017). Therefore, when true information is used out of the context which it
meant to be, true information might function as a potentially harmful information.

3.3.4 Satire, humorous fakes, parody. Satire or humorous content uses elements of
humor to present the information to the audience. They often mimic typical mainstream
journalism but heavily rely on humor to achieve wide audience and distribution (Rubin et al.,
2015) and also are meant to be perceived as unrealistic (Frank, 2015). Some scholars, like
Tandoc et al. (2018), argue that satire is not false information, and it is considered as fake
news due to its format. Rubin et al. (2015) add that if readers are aware of the humorous
intent, it may no longer be seen as fake news. Some scholars even propose that satire, even
though the motivation is fun but sometimes ending up harmful, should be ruled out as a
type of fake news (Allcott and Gentzkow, 2017).

Parody shares many similarities such as humorous nature to draw attention and
presentation format that mimics the mainstream news media with satire (Tandoc et al.,
2018). But the difference lies in the use of nonfactual information to highlight the current
issues. In some cases, the parody is too subtle to be identified as parody and not fake news
(Tandoc et al., 2018).

3.3.5 Fabricated news. Fabricated news is a piece of information that have no factual
basis but is published in the style of a credible news article to create legitimacy. Unlike
parody, there is no implicit understanding between the author and the audience that the
information is not factual (Tandoc et al., 2018). In other words, this type of fake news is an
inaccurate piece of information (Quandt et al., 2019) and might be aimed to gain monetary or
political advantage (Tandoc et al., 2018). Additionally, fabricated information mimic news
media content in the form but not in the organizational process (Lazer et al., 2018).

This type of fake news has high intention to mislead and low or no facticity at all (Chen
and Cheng, 2020). Yellow journalism and many websites use fabricated news such as eye-
catching headlines, sensational information and scandals, like Pope Francis endorsed
Donald Trump (Allcott and Gentzkow, 2017), to increase Web traffic for profit (Rubin et al.,
2015).

3.3.6 Propaganda, partisan or polarized fake news, political kayfabe. Propaganda are
news stories that are created by political entities to influence public sphere (Tandoc et al.,
2018). Weiss et al. (2020) argue that propaganda presents only a part of the fact to distort the
reality to prove the conclusions that could not be drawn from the complete truth. Meel and
Vishwakarma (2019) define propaganda as “Unfairly prejudiced and deceptive information
spread in targeted communities according to a predefined strategy to promote a particular
viewpoint or political agenda” which is aimed to gain political or financial profit. Tandoc
et al. (2018) suggest that as some motives may overlap, there is a blurry line between
propaganda and advertisement.
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Partisan or polarized fake news, a relatively similar fake news to propaganda, is not
completely untrue or false, but it fits well in some particular ideology (Molina et al., 2021).
Though the objectivity and truth are not the goal of partisan news, authors might assert the
truth that might justify their position. A common feature of these type of fake news is using
highly emotional contents, which lack the evidence and are based on the appeal to the
emotions of the audience (Allcott and Gentzkow, 2017). The main difference is that
propaganda is created by political or ideological entities, and polarized content might be
created by other beneficiaries or even individuals.

“Make believe” is another term referring to this type of fake news (Weiss et al., 2020).
This term explains a situation in which a fake news provides the reader with an excuse for
catharsis, a convenient chance to vent frustrations about political adversaries and exult in
their enemies’ defeats is believed. This fake news explains why President Trump routinely
spreads fake news. As of October 2019, President Trump has 13,435 misleading claims,
which are accepted and circulated by his supporters (Washington Post, 2021).

3.3.7 Hidden advertising, advertisement, public relations. Advertisements that are
disguised as genuine news or information might be considered as fake news (Tandoc et al.,
2018). Tandoc explains that in some cases, advertisement and news are combined through a
format of advertisement, which he calls “native advertisement.” At first glance seems, this
information a legit news, but eventually it is understood that it is an advertisement and
includes one-sided claims and information. The New York Times’ website on women’s
incarceration which was a promotion for Orange is the New Black television series is a goof
example of this category (Tandoc et al., 2018).

3.3.8 False news. Information that is intentionally false and often are malicious
information propagating conspiracy theories (Molina et al., 2021) or false stories and
conspiracy theories presented as news (McGonagle, 2017).

3.3.9 Misreporting. It is defined as unintentional false reporting from professional news
media. Even though the intention is not to deceive or harm, the results may be harmful
(Molina et al., 2021). In this sense, an article which some of its quotes are not verified,
although it structurally seems fine with adequate and credible sources, is classified as
misreport. For example, an article on New York Times about the new tax code in 2018
reported an increase by approximately 3,000 dollars; when in reality, it would have
decreased by 43 dollars (Molina et al., 2021).

3.3.10 Commentary. Commentary is a piece of written opinion on mainstream media
which might be confused with hard news. Interpreting commentary requires a distinction
between assertion and hard news. Hard news is backed by evidence, while commentary is
assertion without any evidence and is usually polarized and sensational (Molina et al., 2021).
An article written in The New York Times about Ilhan Omar which used opinion linguistic
markers such as, should andmust, might be marked as an opinion piece.

3.3.11 Persuasive information. There are two types of persuasive information and
though they are both persuasive in nature, have some distinctions. The first type is native
advertisement, which is promotional material masked as news or information (Molina et al.,
2021). Molina et al. (2021) explains that due to the nature of the platforms that this type of
information is shared, the audience might treat it as true even when it is clearly labeled as
promotional material. A study showed that 80% of people are unable to distinguish between
sponsored posts and news, even when labeled as sponsored (Stanford History Education
Group, 2016).

The second type is promotional content, which can be political or nonpolitical (Molina
et al., 2021). This information could be from official sources or unofficial ones. Although this
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type is not fake by nature, because it might be one-sided and biased, it should not be
considered as hard objective news.

3.3.12 Citizen journalism. Today, social media and other platforms enable citizens to
collaborate and quench their tendency to disclose information and need for popularity
(Christofides et al., 2009). Now news and information are not limited to professionals and
news organizations. People also are able to generate news content as well. This information
and news are not verified and are disseminated by individuals (Molina et al., 2021). First
type of citizen journalism fake news are blogs, opinion pieces and such contents created by
citizens which are emotionally charged and do not adhere to the journalistic norms.

Another type of citizen journalism is news organizations providing a platform for
citizens to share their stories. Molina et al. (2021) uses CNN’s iReport as an example and
argues that these platforms neglect the professionality in favor of first-hand, eyewitness and
usually unverified information from participant citizens.

3.3.13 Clickbait. Clickbait is a deliberate use of misleading headlines to encourage
visitors to click on a particular Webpage or link (Meel and Vishwakarma, 2019). Many of
these clicks move the reader to a commercial website instead of news site (Tandoc et al.,
2018). This type of fake news relies on the urge of people to know about the sensational and
controversial topics, attracts people and misleads them for monetary purposes. Earning
advertisement money through viewership or phishing are among the main purposes of this
type of fake news (Meel and Vishwakarma, 2019). Wealthy Middle Eastern man and the
police incident on the Facebook in 2017 can be considered as clickbait (Tandoc et al., 2018).

3.3.14 Conspiracy theory. Conspiracy theory is a simple explanation of a complicated
incident that reveals the hidden roles of sinister and powerful actors (Meel and
Vishwakarma, 2019). This type of fake news has no evidence and is extremely harmful to
people and society. Conspiracy theory is usually politically or ideologically motivated.
During the COVID-19 pandemic, there were rumors 5G technology spreads coronavirus
(Ahmed et al., 2020).

3.3.15 Pseudoscience. Pseudoscience is an incorrect and untruthful information which is
intended to deceive and manipulate the target audience, and there might be some true
information or the news might be based on true information (Hansson, 2017). Pseudoscience
provides no evidence and contradicts established science in many ways. For example,
Donald Trump suggested injecting disinfectant cures COIVD-19 (BBC, 2020).

3.3.16 Hoax/large-scale hoaxes. Hoax is a false humorous story, prank or malicious
deception which is used to masquerade as the truth which convince the audience to believe
in falsehood instead of truth and reality (Meel and Vishwakarma, 2019; Bondielli and
Marcelloni, 2019). Pizzagate (Tandoc et al., 2018) is a well-known example of hoax. Hoaxes
are usually organized in a larger scale than simple news articles and are aimed to harm
public figures or ideas (Bondielli and Marcelloni, 2019). Rubin (2015) distinguishes between
hoaxes and pranks and argues that hoaxes are large scale and complex fabrications and go
beyond the simple playfulness of pranks andmay cause serious harm and be viewed as hard
news by a news organization.

3.3.17 Opinion spam. Opinion spam is a fake or intentionally biased comment or review
about a product or service which is untruthful and tends to mislead the costumers (Meel and
Vishwakarma, 2019).

3.3.18 Rumor. Rumor is a piece of information that is not confirmed or verified, which
might be true even when it is not supported by solid evidence (Shin et al., 2018). A rumor
might resurface again and again overtime, and each time it is more intensified. They add
that in the political climate, the old rumors resurface again as news of information. Obama’s
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daughter traveling to Mexico with secret agents can be classified as rumor fake news (Shin
et al., 2018).

3.3.19 Trolling. Trolling is the act of posting offensive messages to online communities
to stir conflict and hostility (Shin et al., 2018). Trolling is deliberate to provoke emotional
responses. Shin et al. (2018) distinguish between trolling and fake news, because trolling is a
post in the form of assertion or opinion, but fake news is in a form of news. Also, they add
that fake news is essentially untrue, but troll posts are not necessarily false.

3.3.20 Hacking. This type of fake news might be either misinformation or disinformation
resulting a great harm to a person or a party (Weiss et al., 2020). During the presidential
election in America and France, hackers leaked thousands of emails as misinformation. In
the American presidential election, hackers tied to Russia hacked Democratic National
Committee shared viaWikileaks.

3.3.21 Disliked news stories. Aleinikov et al. (2019) are the only source that classifies
news that are disliked as a type of fake news. President Trump is the best embodiment of
the act of calling undesirable news fake news.

3.3.22 Photo manipulation. It is the manipulation of real images or videos to create a
false news, which is increasingly common due to the new technologies. Photo
misappropriation is as another type of this fake news. In this type, a photo, out of its context,
intentionally or unintentionally is attributed to an unrelated story (Tandoc et al., 2018).
Manipulated photos that were circulated on Twitter during Hurricane Sandy in 2012
(Tandoc et al., 2018) are a good example of this fake news.

3.3.23 Cherry-picking. It is defined as an act in which an individual or news organization
make statements to support their position and in doing so, they cherry-pick the factual basis
for their conclusion (Zhou and Zafarani, 2020). These facts are selected to prove a misleading
argument that is not reasonable. Even though they are not fake, because it is supported by
the selected data, it is misleading (Asudeh et al., 2020).

3.3.24 Sensationalism. It is a type of fake news which aims to arouse audience emotions
and/or attracts attention by exaggerating on dramatic elements of the information (Kilgo
and Sinta, 2016). The trigger in emotions (Kilgo et al., 2018) might be achieved by using
intensified or dramatic language, graphic images or narratives that make stories to be
perceived more extraordinary or personally relevant (Molek-Kozakowska, 2013).
Sensationalism also simplifies and trivializes a complex topic and promotes shock value
(Kilgo et al., 2018). “Poor journalism” term is sometimes used to refer to this type of fake
news (Nielsen and Graves, 2019). Crime, disasters, sex and celebrity (Molek-Kozakowska,
2013) are among the sensationalism topics.

3.4 Discussion on fake news classification
In this paper, 25 types of fake news were identified. These different types are classified
based on the fake news spectrum proposed by what Wardle and Derakhshan (2017). Also, to
enrich the proposed classification, some dimensions were added to the classification. One of
the most important characteristics of fake news is motivation. Therefore, it was tried to
identify different motivation in the selected articles as well as intention to deceive and the
degree of harm. In some cases, such as commentary or misreporting, the motivations are
either ambiguous or undefined (Molina et al., 2021). In general, motivation can be put into
three main categories: unintended fake news, ideological fake news and for-profit fake news.

Some fake news is not meant to harm, though they are aimed to deceive or might be
deceitful unintentionally. For example, satire and humor are not to cause any harm but hoax
with low truthfulness, intends to deceive. Additionally, because satire and humorous fake
are the most prevalent ones, in some cases, humor might function as fake news (Table 2).
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4. Fake news in marketing
Concerning the fake news explosion on social media, the effects and outcomes of fake news
in marketing are gaining more popularity. But the findings must help academicians and
practitioners to understands different features of fake news and associate them with their
fields. Hence, the comprehensive classification presented in this article must be categorized
and analyzed.

To categorize the fake news types, seven umbrella categories suggested by Wardle
(2017) might be used to cluster fragmented typologies and classification in a more

Table 2.
Definition and

features of different
types of fake news

# Type of fake news Motivations Truth
Intention to
deceive harm Humor

1 – Satire or parody: no intention – cause harm but has potential – fool
1 Satire/humorous fakes/

Parody
Fun, publicity 0–3 0 1 3

2 Hoax/large scale hoax Fun 0–1 2–3 2–3 3

2 – False connection: headline, captions or visuals usually do not support the content
3 clickbait Monetary gain 1 3 3 Possible
4 Sensationalism Engagement, trigger

emotional reaction
2–3 1 1 1

3 –Misleading content: misleading use of information – frame and issue or individual
5 Rumor Variable/political unknown 3 3 0
6 Hacking Political gain 0–1 3 3 0
7 Misinformation Honest mistake, carelessness

or cognitive bias
0 0 1–2 0

8 Pseudoscience Manipulation 1 3 3 0
9 Conspiracy theory Political 0–1 3 3 0

4 – False content: when genuine content is shared with false contextual information
10 Misreporting Variable 3 0 Variable 0
11 Commentary Variable 0–1 0 – 1 Variable 0
12 Cherry-picking Mislead Commonly true 2 2 0
13 Malinformation Harm True 3 3 0
14 hidden advertising/

advertisement/PR
Viewership, publicity,
financial gain

0–1 2 1–2 0

15 Persuasive information Political or nonpolitical
promotion

0–1 0–1 1 0

6 –Manipulated content: when genuine information or imagery is manipulated – deceive
16 Citizen journalism Variable 2– 1 2 2 3
17 Photo Manipulation Mislead 0–1 2 2 0

7 – Fabricated content: content is completely false design – deceive and do harm
18 Propaganda partisan/

polarized content/
disinformation/political
kayfabe

Political, ideological or
financial profit or gain

0 3 3 0

19 Trolling Create hostility and conflicts 0–1 3 3 3
20 Fabricated news Viewership, publicity,

financial gain
0–1 3 3 0

21 Opinion spam Mislead the costumers 0 3 3 0
22 False news Mislead the, manipulation 3 3 3 0

Notes: Intensity values of the variables 0 none; 1: low, 2: medium and 3: high
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comprehensive manner, which will benefit the subject from a marketing view. These types
are: satire or parody, false connection, misleading content, false context, imposter content,
manipulated content and fabricated content. In fact, this category puts different types of
fake news, from those which might not be false with no intent to harm to those which are
completely fabricated and are aimed to mislead.

Based on the five important characteristics of fake news: the level of truth, intention to
deceive, level of harm, motivations and humor, each fake news type is analyzed. With this
typology, marketing practitioners, in case of encountering a fake news, might detect the type
and features of fake news and formulate their strategy accordingly.

It is noteworthy to mention that one type of fake, disliked news stories, does not fit in any
category presented by Wardle but since it is a new form of information which is called fake
news. In this fake news, which is being used increasingly, a person rejects a piece of
information due to the contradicting nature of the information with his or her current beliefs.
For example, President Trump, constantly referred to established media outlet such as CNN
as fake news since they broadcasted undesirable news.

4.1 Discussion on fake news in marketing
Despite all the efforts, fake news is here to stay. At the first glance, marketing may have
nothing to do with fake news, but marketing communications, like all other forms of
communications, is affected by this phenomenon. This affection is hopefully unintentionally
and unfortunately intentionally, and gradually, fake news is becoming a problem in
business andmarketing (Di Domenico et al., 2021).

The relation between marketing and fake news is twofold: how marketing practitioners
might use fake news and how fake news affects marketing. In recent years, fake news had a
profound impact on advertisement andmarketing efforts (Kwon et al., 2019), and sometimes,
it is difficult to distinguish between marketing communications and fake news. As seen in
the case of persuasive information fake news, promotional material disguised as information
are now considered a type of fake news because they intend to mislead audience or gain
some benefits. Also, cherry-picking can be seen in the partial discloser of truth in some
marketing communications.

Furthermore, in the current climate of attention economy in which attention might be
exchanged for monetary gain, some forms of fake news are being used enormously.
Clickbaits, photo and visual manipulation and sensationalism forms of fake news are new
tools for marketers in social media. Increasing viewership, traffic and followers, harvesting
likes and gaining more influence leads individuals and websites to use fake news. This
might be directly through provocative marketing communications and sponsored contents
or indirectly through using increased traffic to get advertisement. In this sense, marketing
encourages fake news, which can be seen in the case of fake news websites.

The ultimate problem of fake news for marketing is how the defective information harm
brands directly or indirectly. For example, a problem arises when an online algorithm shows
a brand advertisement on pages associated with fake news. Consumers evaluate brands
based on the pages where their advertisements are available, and this poses a threat to
brand image and integrity (Mills et al., 2019). Brand managers must be familiar with
different types of fake news and know their characteristics to counter their negative effects.

Finally, it is not all about algorithms and bubble filters. Fake news is an
idiosyncratic phenomenon of our age and raises the topic of ethic in business.
Marketing is a for-profit business and, as discussed before, might encourage fake news.
This takes personal ethics into accounts, and a marketer must ponder what is their
personal duty in the situation.
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5. Future research agenda for marketing
There is still debate and uncertainty about the definition of fake news and marketing
scholars are also trying to define it frommarketing’s point of view (Di Domenico et al., 2021).
Also, in some cases, there is not a clear distinction between misinformation and
disinformation. Hence, future research must pertain to fake news in marketing as a stand-
alone concept in the marketing concept. Then, ethics, both individual and organizational,
must be investigated to understand marketing practitioners’ ethical duties.

Fake news is a phenomenon which is spread and magnified through media
(Vosoughi et al., 2018). Therefore, future research could focus on social media as a
vehicle and context for fake news. Although psychology, communication and
journalism have studied social media for distribution of fake news, still marketing and
consumer studies have neglected this topic. Future research might address this gap in
several ways. For example, they can investigate the motivation of individuals for
sharing fake news in marketing context. Although different reasons have been
identified in other strings of research, individuals’motivation in marketing domain still
needs more attention. Also, they can investigate the believability of fake news and
understand why individuals fall for fake news.

The negative effects of fake news on society are undeniable, and the topic also
should be investigated in marketing. Branding and advertisement are the domains that
are vulnerable to fake news. In the classifications presented in this paper, some
marketing communication are classified as fake news: hidden advertising,
advertisement, public relations and persuasive information. Branding, brands affiliated
with fake news and the effects of fake news on brands and branding could be suitable
topics for future research.

Also, the effect of fake news on consumers might be a fruitful domain for researchers.
The impact of fake news has been mostly studied at societal levels. However, fake news
pertaining to marketing and consumer behavior are mostly at organizational and personal
levels. Future research should focus on how companies must formulate their marketing
communications and strategy to respond to fake news.

In conclusion, the majority of the research are in the field of communication, psychology
or politics, and marketing and consumer behavior are neglected. Studying fake news could
help to understand and determine how people see or react to fake news. Other personal
aspect such as consumer emotion under the influence of fake news might also shed some
light on how individuals as consumer perceive false information. As practiced in previous
literature reviews (Belanche et al., 2020), we propose research questions for future research
(Table 3).

6. Conclusion
Gaining mainstream popularity since 2016, many researchers have investigated the fake
news from different perspectives, resulting in a fragmented literature which added more
ambiguity to the topic. This paper tries to provide a holistic view of the most recent works
on fake news in terms of definitions, features and classification. This paper, first, tried to
conceptualize the definition of fake news. Although many works have defined fake news,
sharing some similarities in the definitions, there is no consensus on the definition of the
phenomenon. Hence, based on the reviewed articles, a proposition for definition is
suggested. Unlike other definitions, the proposed definition relies on the human side of fake
news, which might better suit marketing and consumer research. Also, the different features
of fake news presented in this article could help future research in understanding a
multidimensional concept.
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Another contribution of this paper is to organize the fragmented typologies of fake news. In
reviewed articles, a total of 25 types of fake news were identified. In this classification,
definition and important features are summarized. Still another problem exists, the
fragmentation of typologies. This fragmentation is due to the different context of each study
and the presence of fake news in almost every aspect of digital communication and modern
life. Thus, different types were gathered under seven categories, which were identified by
Wardle (2017). A classification of known types of fake news might help researchers to have
a better understanding of the concept.

Now, fake news is an inseparable part of our daily life now. Different types of fake news
are a collateral product of the advent and prevalence of social media and digital
communications. Advent in technology brings other sophisticated forms of fake news, such
as photo manipulation and deep fake, into our reality, which could exert profound damage
on brand or marketing communications. Nonetheless, fake news is not studied adequately in
marketing and consumption domains. To address this gap, an agenda for future research is
presented.

This work might be helpful for future researcher, both in marketing and other domains,
to understand different aspects of fake news from different strings of research. Definitions,
features and classification presented in this work might be a small contribution to our
responsibility to keep information communication and ecosystem clean and fake news free.

Finally, despite all efforts, like all scientific article this paper is subject to limitations as
well. The inherent feature of literature review is our main limitation, article is based on
secondary data. Although it was tried to include all the available databases and even grey
databases, it must be in mind that research on fake news is emerging topic, and many
articles might be published in academia which could be used in this article. Future

Table 3.
Suggested research
questions for future
research

Domain Topic

Marketing
Conceptualization –What is the native definition of fake news in marketing?
Ethics –What are the ethical duties and responsibilities of marketers toward fake news?

– is it ethical to harvest attention by using unharmful fake news (satire, humor, etc.)?
– what types of marketing communication can be considered as fake news (paid
advertisement, fabricated content, partial discloser, etc.)?

Communications – How marketing communication can use corrective information to diminish the
effects of fake news?

– what is the role of social influencers in spreading fake news?
– how online fake news affects modern forms of marketing such as affiliate marketing?

Branding –What are the effects of fake news on brand loyalty, willingness to purchase
brands, brand recommendation, etc.?

– what is the future of branding in the world of crowd sourced information consumption?
Consumer behavior
Consumers as
individual

– how individuals evaluate received marketing information based on their context
(Webpage, native ads, context, etc.)

– how fake news in product category or brands primes consumers’minds in future
evaluation?

– is fake news gender, education, social class and socioeconomic related?
Consumer as social
media user

– how individuals, under the influence of echo chambers, bubble filters and social
media algorithms, shape their attitudes toward brands?

– what are the motivations to share fake news on social media?
– how marketing social media voice might enable and encourage fake news?
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researches on fake news might develop a more comprehensive study based on the recent
findings. Second, it was tried to formulate the process of selecting the article adequately.
Keywords and process were designed to answer research objectives. Other researchers
might extend our methodology and enrich the findings.
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