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Abstract. (1) Background: This paper is based on the hypothesis that not only
formal education, but also intelligence/mindset should be taken into account when
assessing the vulnerability of citizens to fake news. This is how we seek to deter-
mine the relationship between media consumption associated with fake news and
the mindset in the citizens of Peru. (2) Methods: The sample consisted of 937
citizens aged 19 to 59 from the 25 departments of Peru. SPSS version 26 was used
for data processing and analysis. Pearson’s correlation coefficient was used to test
the hypotheses; (3) Results: It was found that there is a relationship betweenmedia
consumption associated with fake news and the mindset in citizens. Conclusions
(4): Most respondents use social media and television. However, when it comes
to placing your trust in social media, you do so infrequently or never. The list of
social media usage is headed by WhatsApp, Facebook, Instagram and YouTube.
The results on Mindset Assessment and Motivation, Personality and Develop-
ment, indicate that most perceive their own intelligence as something malleable
and susceptible to modification.
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1 Introduction

The social sciences have tried to explain the phenomenon of the viralization of hoaxes
or fake news. Electoral issues from the extreme polarization caused by fake news has
characterized the presidential elections in the last 10 years. The influence on the voting
intention of voters has been proof of this. Likewise, the problem of fake news has
increasedwith theCOVID-19 pandemic,wheremuch information has been disseminated
with the intention of misinforming, threatening public health and the integrity of the
population.

It is important to note that it was detected that more than half of Latin Americans
are not able to identify a false news from a true one, or in fact do not have certainty.
Even more serious is to know that 79% of Peruvians present greater difficulty than other
Latin American countries, followed by Colombia, Chile, Argentina, Mexico and Brazil
(Diazgranados, 2020).
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Given this, the scientific community has been developing multiple investigations to
detect fake news. However, there is a long way to go, given that a multidisciplinary
solution is required, among many things, (Blázquez-Ochando, 2018). In addition, it is
affirmed, from various investigations, the existence of multiple factors that explain the
viralization. In this study, the existence of a close relationship between media consump-
tion associated with fake news and the set of thoughts and beliefs that shape our mind
(mindsent) is considered as an initial proposal.

Therefore, the following research question was posed: What is the relationship
between media consumption associated with fake news and the mindset in citizens aged
19 to 59 years in Peru? As a research hypothesis, it has been proposed that there is a
relationship between media consumption associated with fake news and the mindset in
citizens aged 19 to 59 years of Peru.

To answer the research question, it is necessary to set research objectives. The general
objective was to determine the relationship between media consumption associated with
fake news and the mindset among citizens aged 20 to 59 in Peru. As specific objectives
that lead us to the fulfillment of the research goal, we formulate: measure the degree of
relationship between media consumption and mindset assessment profile, measure the
degree of relationship between media consumption and measure of mindset, measure
the degree of relationship between association of fake news and mindset assessment
profile and measure of mindset and measure of mindset. Next, an important state of the
art associated with the research variables is presented.

In research such as those of Tóth et al. (2022), Näsi et al. (2021), Rapada et al.
(2021), Levy (2021), Barrios-Rubio (2021), Hwang et al. (2021), Pérez-Escoda et al.
(2021), Talabi et al. (2022), Xiong et al. (2021), Tejedor et al. (2021) and Baptista &
Gradim (2020), various explanations have been found about the consumption of media
and hoaxes, from phenomena such as political preference, educational level and the use
of social networks on mobile devices.

As a way to gain a more complete understanding of fake news and identify coun-
termeasures, Xiong et al. (2021) suggest (1) developing a computational model that
considers the characteristics of news consumption environments by leveraging insights
from the social sciences, (2) understanding the diversity of news consumers through
mental models, and (3) increase consumer awareness of the characteristics and impacts
of fake news through support for transparent access to information and education.

As for the Mindset, studies in social sciences have suggested the role played by
intelligence and educational level in the greater or lesser propensity to be manipulated
by messages in the media. However, this research has focused on the style of thinking or
mindset, in order to include different segments of the population that do not have high
levels of education. On the other hand, it tries to test the hypothesis that it is not the formal
studies, but rather the way of thinking, who could be in relation to the consumption of
hoaxes.

The findings of Balthip et al. (2022), Bailey et al. (2022), Brandisauskiene et al.
(2021), Haukås & Mercer (2022), Meierdirk & Fleischer (2022), Sun et al. (2021),
Martini et al. (2022) and Huang & Xie (2021), prove that:

• Cultivating the gratitude mindset is associated with several factors, in particular,
culture and religion.



176 F. A. R. Incio et al.

• Teachers put the Mindset into practice and this transformed their way of teaching and
learning. It left behind negative rhetoric and the perception of fear, panic and chaos,
and as such, changed the narrative about COVID-19.

• There are positive correlations between teacher support, growth mindset and people’s
performance.

• Beliefs are interrelated with malleability.
• Teacher training students who score “satisfactory” are more likely to have a resilience

mindset than those who earned a “good” grade.
• Cross-cultural differences in intelligence mindset beliefs correspond with how

students defined intelligence.
• People with a higher propensity to have a conspiratorial view of the world tend to

overestimate the immigrant population living in their own country. This association
is maintained when the heterogeneity of countries and other cognitive, affective and
sociodemographic factors are taken into account.

• Mindset acts as a fundamental psychological factor strongly associated with multiple
outcomes, such as educational level, cognitive abilities, attitudes, and well-being of
the subject.

2 Materials and Methods

The Research is Quantitative, with a Non-Experimental Design and Correlational Scope.
To Collect Information, a Questionnaire Validated by Burgoyne & Macnamara (2021)
Was Used as an Instrument. And Pérez-Escoda et al. (2021). Likewise, the Instrument
Obtained Through the Application of a Pilot Test a Cronbach’s Alpha Coefficient of
(A): .98, Which Indicates that the Instrument is Reliable for Its Application in Peruvian
Citizens.

The Population Consisted of 15742782 Citizens Aged 19 to 59 from the 25 Depart-
ments of Peru. 51% of the Participants Were Women and 49% Men, According to
Table 1.

To calculate the probabilistic and representative sample size of the population, the
formula for populations with a finite universe was used. Considering a margin of error
of 3.2%, confidence level of 95% and heterogeneity of 50%, a sample of 937 citizens
was obtained. Of which 456 were men and 482 women, stratified according to the 25
departments of Peru (Table 1).

The instrument that measures the variable of media consumption associated with
fake news, is disaggregated into two dimensions: media consumption and association
of fake news. Likewise, the mindset variable is measured with two dimensions: mindset
assessment profile and measure of mindset. The participants in the research answered 4
demographic items, 33 items for media consumption associated with fake news and 16
items for Mindset.

The instrument was designed through a questionnaire in GoogleForms and collected
the consent of each citizen before freely conducting the survey fromMay26 toSeptember
25, 2022. For the processing and analysis of the data, the statistical package SPSS version
26 was used.

The Measurement Scale UsedWas the Likert Scale. The Values of 1. Never, 2. Little
3. Occasionally, 4. Frequently 5. Always. The Kolmogorow Smirnov Test Proved the
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Table 1. Sample of citizens aged 19 to 59 by departments of Peru

DEPARTMENTS Sex

Men Women

f % f %

1 DEPARTAMENT
AMAZONAS

6 0.59 5 0.58

2 DEPARTAMENT ÁNCASH 16 1.73 17 1.80

3 DEPARTAMENT APURÍMAC 6 0.64 6 0.65

4 DEPARTAMENT AREQUIPA 22 2.37 24 2.54

5 DEPARTAMENT AYACUCHO 9 0.97 9 0.99

6 DEPARTAMENT
CAJAMARCA

19 2.05 21 2.21

7 PROV. CONSTITUCIONAL
DEL CALLAO

16 1.69 17 1.81

8 DEPARTAMENT CUSCO 19 1.98 19 2.04

9 DEPARTAMENT
HUANCAVELICA

5 0.49 5 0.53

10 DEPARTAMENT HUÁNUCO 10 1.12 11 1.17

11 DEPARTAMENT ICA 13 1.41 14 1.47

12 DEPARTAMENT JUNÍN 18 1.96 20 2.12

13 DEPARTAMENT LA
LIBERTAD

26 2.82 29 3.05

14 DEPARTAMENT
LAMBAYEQUE

17 1.86 19 2.08

15 DEPARTAMENT LIMA 156 16.61 167 17.75

16 DEPARTAMENT LORETO 12 1.28 12 1.31

17 DEPARTAMENT MADRE DE
DIOS

2 0.26 2 0.24

18 DEPARTAMENT
MOQUEGUA

7 0.71 7 0.70

19 DEPARTAMENT PASCO 4 0.44 4 0.43

20 DEPARTAMENT PIURA 27 2.91 29 3.07

21 DEPARTAMENT PUNO 18 1.94 19 2.03

22 DEPARTAMENT SAN
MARTÍN

13 1.35 12 1.30

23 DEPARTAMENT TACNA 3 0.32 3 0.33

24 DEPARTAMENT TUMBES 4 0.38 4 0.38

(continued)
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Table 1. (continued)

DEPARTMENTS Sex

Men Women

f % f %

25 DEPARTAMENT UCAYALI 7 0.78 7 0.78

PERÚ 456 48.63 481 51.37

Source: Based on data from the National Institute of Statistics and Informatics of Peru

Existence of Data Normality in Both Variables. Pearson’s Correlation Coefficient Was
Used to Test the Research Hypotheses.

3 Results

After Applying the Research Instrument to the 937 Citizens of the 25 Departments of
Peru, the Pearson Correlation Test Was Applied to Measure the Correlation or Associa-
tion, Which is a Statistical Measure Widely Used in Various Areas of Science, Lately in
Social Research, Where the Covariation Between Both Variables is Evaluated (Hernán-
dezLalinde, 2018). TheAnswer to theQuestionsAskedAllowed toObtain the Following
Results.

Figure 1 shows a Statistical Value of Pearson’s R of 0.493, in Addition to a Very
Significant Correlation Between the Variable’s Media Consumption Associated with
FakeNews andMindset in 937 Citizens of All Departments of Peru. Therefore, It Can Be
Affirmed with 99% Confidence that There is a Moderate Degree of Positive Correlation
Between Both Variables, Given that the Value of the Sig. (Bilateral) is Lower Than
Required <.001.

Table 2 shows a Pearson r statistical value of 0.512, in addition to a very signifi-
cant correlation between the dimensions of media consumption and mindset assessment
profile in 937 citizens of all departments of Peru. Therefore, it can be affirmed with

Fig. 1. Correlation between media consumption associated with fake news and mindset
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Table 2. Correlation between media consumption and mindset assessment profile

Media consumption Mindset Assessment
Profile

Media consumption Pearson correlation 1 ,512**

Sig. (bilateral) <.001

N 937 937

Mindset Assesment
Profile

Pearson correlation ,512** 1

Sig. (bilateral) <.001

N 937 937

**. La correlación es significativa en el nivel 0,01 (bilateral)

99% confidence that there is a moderate degree of positive correlation between both
dimensions, given that the value of the sig. (bilateral) is lower than required <.001.

4 Discussion

In this research paper, the following research questionwas posed:What is the relationship
between media consumption associated with fake news and mindset in citizens aged
19 to 59 in Peru? The hypothesis is confirmed: there is a correlation between media
consumption associated with fake news and mentality in citizens aged 19 to 59 in Peru.
The issue of media consumption faces a crisis of trust and/or credibility in the media.
Although most respondents use social networks, when they place their trust, they do so
at a lower rate.

Researchers have decided to avoid the temptation to use intelligence as a theoretical
construct by linking it to hoax consumption. In other words, we find it discriminatory to
consider that smarter or highly educated people are less likely to consume and spread
hoaxes. That is why we have focused on the Mindset Assessment, understood as a rapid
diagnostic tool based on validated measures so that people aged 12 and over can assess
their mentality. It has been used in many studies to show how mindsets can change.

Dweck (1986) through the battery of questions onMotivation, Personality andDevel-
opment, aims to describe how motivational processes influence the acquisition, transfer
and use of knowledge and skills by the person. Recent research within the sociocognitive
framework illustrates adaptive and maladaptive motivational patterns, and presents an
investigation-based model of motivational processes that shows how the particular per-
formance or learning goals that children pursue in cognitive tasks shape their reactions
to success and failure and influence the quality of their cognitive performance.

The results found confirm that mindset acts as a fundamental psychological factor
strongly associated with multiple outcomes, such as educational level, cognitive skills,
attitudes and well-being of the subject (Huang & Xie, 2021).

All correlations between media consumption associated with fake news and mindset
were positive. This can shed light on how the success of fake news can be associ-
ated with its characteristics (more surreal, exaggerated, shocking, emotional, persuasive
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images) that seem to be strategically thought out and exploited by fake news creators,
for people who perceive their own intelligence as something malleable and amenable to
modification.
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