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THE AGE OF MISINFORMATION: HOW DOES EXPOSURE TO NEW INFORMATION AFFECT PREVIOUSLY HELD BELIEFS?  

MAJOR FINDINGS        
• Two thirds of respondents did not undergo a change in opinion 

for both media forms overall 
• The New York Times was just as ineffective in swaying 

opinion as a Facebook post! 
•  However, when exposed to certain statistics, respondents were 

more likely to change their opinion 
•  One third of respondents underwent “confirmation bias” 

Respondents were exposed to 
one of two stimuli…

… but they each contained the same information! 
They were then asked the following …

1. 1. The author states that the top 1% take home what fraction of the 
national income today?  

2. 2. Did your opinion on income inequity in the United States change after 
reading this article? If yes, how so, and if not, why?  

3. 3. The author points out that CEOs earn about 380 times more than their 
average employee. That rate would be even higher for lower ranked 
employees, such as janitors. Does this impact your opinion on whether 
CEOs and their employees are fairly paid?  

THEORY           
I expect that the social media is going to be less persuasive in its ability to convince 
people. Social media, I predict, will see lower levels of opinion change. The reason that I 
believe this will take place is due to the fact that many people tend to be more skeptical 
of posts on social media, whether it be from family or friends. People tend to be more 
apprehensive of and challenging towards information on Facebook or Twitter that are 
sharing political posts. We often hear of how people are “sick of” seeing political issue 
wars breaking out online and how their timelines are flooded with tons of news articles 
shared by others that they know. However, I do believe that much of the information will 
follow the prior findings by experts in the field. In this way, this thesis is merely an 
extension of their prior work and applying it to a new field – the intersection of social 
media and political science.  


