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ABSTRACT

As Web 2.0 technologies have turned the Internet into an interactive medium, users dominate the field. With 
the spread of social media, the Internet has become much more user-oriented. In contrast to traditional 
media, social media’s lack of control mechanisms makes the accuracy of spreading news questionable. 
This brings us to the significance of fact-checking platforms. This study investigates the antecedents of 
spreading false news in Turkey. The purpose of the study is to determine the features of fake news. For 
this purpose, teyit.org, the biggest fact-checking platform in Turkey, has been chosen for analysis. The 
current study shows fake news to be detectable based on four features: Propagation, User Type, Social 
Media Type, and Formatting. According to the logistic regression analysis, the study’s model obtained 
86.7% accuracy. The study demonstrates that Facebook increases the likelihood of news being fake 
compared to Twitter or Instagram. Emoji usage is also statistically significant in terms of increasing the 
probability of fake news. Unexpectedly, the impact of photos or videos was found statistically insignificant.

INTRODUCTION

Because Web 2.0 technologies turned the Internet into an interactive medium, users have since dominated 
the field. With the spread of social media, the Internet has become much more user-oriented. In contrast 
to traditional media, the lack of control mechanisms in social media makes us question the accuracy of 
spreading news.

According to a report from We Are Social (2019), Hootsuite (2020), and Digital (2019), the world 
currently has 3.484 billion active social media users all over. Given that the number of people, saying 
that all users have the same education level or the same media literacy level is completely unrealistic. 
Therefore, users are distinctly affected by the separate content they are exposed to. At times they can 
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question the reality of what they see or read, and other times they for some reason are likely to accept 
the information on social media without question.

The time spent by Internet users on social networking sites in one day is gradually increasing. While 
a user spent 90 minutes a day on social networks in 2012, this period increased to 144 minutes in 2019 
(Statista, 2019a). This is quite a long time. Given the time people spend on social media, encountering 
fake content seems likely. While an ordinary social media user can be exposed to fake news at any time, 
some users are more disadvantaged. According to multi-participation research, older individuals are less 
successful than young people in distinguishing facts and opinions (FullFact, 2019).

Statista’s (2018) report states, “As of March of 2018, around 52 percent of Americans felt that online 
news websites regularly report fake news stories in the United States. Another 34 percent of respondents 
stated believing online news websites to occasionally report fake news stories.” In addition, a study 
showed that news with the fake flag had no effect on judgments about truth; flagging headlines as false 
did not influence users’ beliefs. Users maintain their belief in news that aligns with their political opin-
ions (Moravec, Minas, & Dennis, 2018). In Europe, people stated online social networks, video hosting 
sites, and podcasts to be the most unreliable sources of news and information (Statista, 2018). In Turkey, 
53% of people stated users to be able to distinguish between fact and fiction and to not support a social 
media ban. 66% of people rely on social media companies to ensure the authenticity of shared content 
in times of crisis (Statista, 2019b). This brings us to the significance of fact-checking mechanisms.

When considering these reasons, fact-checking services in the online environment become vital for 
millions of people. Their services are expanding and increasing day by day. The Reporters’ Lab (2020) 
at Duke University holds a database of fact-checking services. According to that database, 316 fact-
checking platforms exist all around the world. Of these, 217 are currently active and 89 are inactive. 
There are many well-known fact-checking services in the world. For instance, Africa check is a platform 
that verifies the news from Kenya, Nigeria, South Africa, and Senegal, as well as every other country. 
Chequeado is a Spanish fact-checking service. The site does not have an English version. It confirms 
news regarding economics, health, justice, education, and more. Full Fact is the UK’s independent fact-
checking service. Teyit.org is Turkey’s biggest fact-checking platform. All four sites adjust their sites 
accordingly when a global issue occurs. For instance, in the days when this research was written, fake 
news about the COVID-19 epidemic (Coronavirus) had started to spread on social media, and these four 
platforms added a confirmation section about coronavirus to their website.

The reason the number of Fact-checking services is so high is that real and fake news are indistin-
guishable in the post-truth era. This research provides suggestions for eliminating this uncertainty by 
identifying the features of fake news. The study’s purpose is to determine the features of fake news in 
Turkey. For this purpose, the website Teyit.org, a Turkish fact-checking platform, has been chosen for 
statistical analysis. Previous studies have focused on only one or two features of fake news, such as likes 
and users (Tacchini, Ballarin, Vedova, Moret, & Alfaro, 2017), inter-user engagement (Ruchansky, Seo, 
& Csi, 2017), stance classification (Thorne, Chen, Myrianthous, Pu, Wang, & Vlachos, 2017), linguistics 
(Shu, Sliva, Wang, Tang, & Liu, 2017), and visual features (Yang, Zheng, Zhang, Cui, Li & Yu, 2018). 
This study differs from previous studies as it combines all the features of fake news. Therefore, the cur-
rent study differs from other studies in the literature in terms of revealing different antecedents of fake 
news and fills a gap by showing how fake news can be identified.

This study makes a fivefold contribution. Thus, the paper is organized as follows: The first section 
summarizes the brief history of fake news in mainstream media and on social media respectively. Then 
it presents some explanations on the rise of fact-checking services. The second part shows the landscape 
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