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Abstract

Several studies show that social media is a source of hoaxes. This study aims to find out who
among Muslim social media users who easily believe hoaxes. The dependent variable in this
study was the ease of believing hoaxes, while religiosity and xenophobia are predictor
variables. Demographic attributes such as education, income, age, and time spent using social
media are control variables. This study uses a sample survey with a structured questionnaire.
The purposive sampling technique used resulted in 350 respondents residing in Jakarta and
surrounding areas. Data analysis was performed using hierarchical multiple regression and
structural equation modeling (SEM). Findings show that xenophobia gives an exceptionally
large influence of 71.8 percent in encouraging people to easily believe hoaxes while religiosity
contributes 13.5%. The combined strength of the two constructs even reaches more than 85%
to further drive Muslims to believe hoaxes. The resulting regression equation also shows that
xenophobia tends to increase with the religiosity rise. Analysis using structural equation
modeling also supports the proposed structural model which involves the four constructs
namely hoaxes, religiosity, xenophobia, and social media use.
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Introduction

Identity politics in political campaigns still cannot be left behind in every general election
in Indonesia. In recent elections, with the help of the Internet, Indonesia has experienced an
escalation of identity politics in which various groups based on race, religion, ethnicity, social,
or culture tend to promote their own interests without regard to the interests of larger
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political groups (Hui, 2018). Hoaxes with sectarian and racist narratives has been used to
arouse ethnic and religious sentiments in political campaigns. Black campaign by spreading
hoaxes on social media was first discovered in 2012 during the Jakarta governor election. At
that time Joko Widodo, a Muslim, along with his running mate Basuki Tjahaja Purnama, a
Christian Chinese descent, campaigned for Governor and Vice Governor of the capital Jakarta.
Black campaigns milling about on social media accused Widodo of coming from the Christian
family and communist supporters while Basuki was accused of being infidels. But despite
black campaigns, both succeeded in winning the election.

The spread of hoaxes increased during the 2014 presidential election which pitted Joko
Widodo against former Army general Prabowo Subianto. During the campaign, Jokowi was
continually the target of hoaxes which accused him of being a child of a member of the
defunct Indonesian Communist Party. The effect of hoax news and black campaigns reached
a peakin 2017 when a wave of a demonstration by conservative Muslim groups succeeded in
pressuring the court to bring down a Christian, Basuki Tjahaja Purnama, from his position as
Governor of Jakarta on charges of blasphemy.

Fake News

Fake news is a form of hoax that happens in the press and the social networks (Torto,
2018): therefore, a fake news is a hoax but there are many forms of hoax that cannot be
labeled “fake news” for example, an effort to fool people for the fun (Husted, 2018). Fake
news can be defined as news articles that are intentionally made wrong and can be proven
wrong and can mislead readers (Allcott & Gentzkow, 2017). This definition includes all news
articles that are deliberately engineered. Fake news can come from various websites. For
example, some sites are built entirely to create misleading articles.

Fake news has trumped up attention across cultures from the United States Elections
to the Arab Spring. Several studies have been conducted to find out why people can easily
believe fake news and its impact on social relationships.

Several studies have been conducted after the 2016 US presidential election to
investigate the effects of fake news on social media (Allcott & Gentzkow, 2017) and the study
produced several findings including 1) As many as 62 percents of adults in the US get news
from the social media (Gottfried and Shearer, 2016); 2) The most popular fake news is more
shared on Facebook than the most popular news articles from the mainstream media
(Silverman, 2016); 3) Many people who read fake news state that they believe it (Silverman
and Singer-Vine, 2016); and 4) The most often discussed fake news tends to support Donald
Trump compared to Hillary Clinton (Silverman, 2016). Based on these facts, many are of the
view that Donald Trump would not have been elected president if it had not been for the
influence of fake news (Parkinson, 2016; Dewey, 2016).

Rampersad and Althiyabi (2019) investigate the influence of demographics and culture
on the spread of fake news via social media in Saudi Arabia. Based on a quantitative study, it
finds that culture has the most significant impact on the spread of fake news. Results shows
that age and not gender or education has a greater influence on the acceptance of fake news
in particular cultures.

A study of fake news and increased persecution in Indonesia by a Singaporean research
institution found that the new media industry favouring sensational headlines, a highly
unequal material-technological distribution, and the rapid expansion of formal education and
associated unemployment among educated young people enhance the effectiveness of fake
news (Azali, 2017).
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Talwar et al (2019) found that believing and sharing fake news among social media users
in India were encouraged by the highlevel of online trust, self-disclosure, fear of being
excluded from social or peer groups, and negative emotion resulting from continuous use of
online social media. Duffy et al (2019) studied how fake news affects interpersonal
relationships between sender and receiver. They ran 12 one-hour focus groups of 88 adult
Singaporean in 2016 and 2017. They found that while sharing news can build relationships,
fake news can undermine them.

The formation of accurate and strong beliefs will guide individual behavior, and one of
the contributors to inaccurate beliefs is fake news that appears as if it comes from a legitimate
source and is promoted on social media to deceive the public for ideological or financial gain
(Lazer et al., 2018). Because of the widespread dissemination of false information and news
can give negative consequences for individuals and society, it is very important to investigate
who might be the most vulnerable to fake news and why.

Xenophobia

In literature, a sense of fear of the presence of a foreign party is known as xenophobia.
The word xenophobia comes from the Greek Xenos, which means 'stranger', and phobia
which means, 'fear'. Xenophobia can be defined as "attitudinal, affective, and behavioral
prejudice toward immigrants and those perceived as foreign" (Yakushko, 2009). This means
that people who have xenophobia have attitudes, emotions, and behaviors based on a
negative perspective on immigrants and those who are considered strangers (Yakushko,
2009). More specifically, Reynolds and Vine (1987) state that xenophobia is "a psychological
state of hostility or fear of outsiders" (p. 28). Crowther (1995) also emphasizes that
xenophobia focuses on individuals from "other countries" and to whom native individuals
have "intense dislike or fear" (p. 1,385). On the other hand, according to Landis (as cited in
Cashdan, 2001, p. 761) xenophobia consists of "negative attitudes, insults, distrust."

The meaning of xenophobia often overlaps with racism. Xenophobia implies behavior
based on the idea that others are "foreign" to his or her group, and racism requires
differences based on physical characteristics, such as skin color, hair type and facial features
(Karlsson, 2010). Although much research has been done to study the concept of xenophobia
with other phenomena, there is no consistency in the measurement of xenophobia (van der
Veer, 2011). At the community level, xenophobia measurements are carried out through the
number of officially reported inter-ethnic conflicts involving new immigrants (for example,
Cashdan, 2001). In assessing xenophobic attitudes, researchers usually use questions about
general attitudes towards immigration and immigrants (for example, Eses, Dovidio, Jackson,
& Armstrong, 2001).

Religiosity

Understanding of religion and religiosity as variables that have several dimensions is
rooted in religious theories that emerged since the early 1900s and have been repeatedly
revised, especially during the second half of the 1900s (Pearce et al., 2016). For example,
Joachim Wach (1944) proposes a three-dimensional model including the "theoretical"
dimension, which refers to the strength of doctrinal obedience, the "cult" dimension which is
the level of one's worship practices, and the "sociological" dimension, or social involvement
in community activities.

There is evidence that religious fundamentalists and dogmatic individuals lack analytical
power (Bronstein, 2018). Dogmatic individuals exhibit weak analytic reasoning when they
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must carry out evaluating syllogism tasks (Martin, 2008). These individuals also produce fewer
correct answers on the Cognitive Reflection Test (CRT; Frederick, 2005), which consists of
question items with intuitive-but-wrong answers that must be mastered using analytical
thinking to arrive at the correct answer (Friedman & Jack, 2018). Religious fundamentalists
also have less analytic thinking and are less active in open thinking. Religious beliefs are also
associated with worse CRT performance (Bahc ekapili & Yilmaz, 2017; Shenhav, Rand, &
Greene, 2012; Pennycook, Cheyne, Barr, Koehler, & Fugelsang, 2014).

Several studies show that delusion-prone individuals, those who support unusual ideas
and are considered to be on a continum with psychosis, are very easy to believe fake news
(see Rossler et al., 2015; Van Os, Hanssen, Bijl, & Ravelli, 2000). Psychosis is a serious mental
illness that affects one's personality and ability to know what's real (Cambridge dictionary).
People with psychosis tend to quickly believe in stories about conspiracy theories (Dagnall,
Drinkwater, Parker, Denovan, & Parton, 2015), easily believe in paranormal phenomena
(Pechey & Halligan, 2011), and easily accept unreasonable explanations as something that
makes sense (Bronstein & Cannon, 2017; Zawadzki et al., 2012).

Previous Research

This study aims to answer the question of whether religiosity and xenophobia have a role
in encouraging someone to believe more easily in fake news. Earlier study shows that
individuals who support imaginary-like ideas (for example, think that people can
communicate telepathically), dogmatic individuals, and religious fundamentalists, are more
likely to believe fake news (Bronstein, M. V., et al., 2018).

Allcott and Gentzkow (2017) found three factors that tended to be significantly
correlated with one's ability to distinguish between factual news and fake news: people who
spend more time consuming the media, people with higher education, and older people.
People with one of these factors have more accurate beliefs about the news. They also found
a significant relationship between sex and the acceptance level of fake news (Allcott &
Gentzkow, 2017).

In this case, the relationship between education and the ability to determine factual news
needs to be emphasized. Education can help to avoid misperceptions because of the ability
to distinguish fact from fiction. Education equips people with better instruments to fight
inappropriate information (Flynn et al., 2017). Another study investigates the relationship
between the use of social media and political knowledge. Lee and Oh (2013) examined the
relationship between the early Twitter user and their knowledge by using a South Korean
respondent panel. They found a correlation between Twitter use and knowledge of factual
public information.

In the same vein, Yoo and Gil de Zuniga (2014) found no direct relationship between the
use of Facebook or Twitter on general or political knowledge, but they found a knowledge
gap between Facebook users who came from different socioeconomic status ( Yoo & Gil de
Zuiiga, 2014).

Research Questions and Hypothesis

The few studies conducted in this field indicate a clear need to better understand the
influence of xenophobia, religiosity, demographic factors, and the use of social media in
encouraging an individual to easily believe hoaxes. Thus this study poses a question: Is there
a significant relationship between xenophobia and religiosity with the ease of believing hoax
after controlling for demographic predictors and social media use?



INTERNATIONAL JOURNAL OF ACADEMIC RESEARCH IN BUSINESS AND SOCIAL SCIENCES
Vol. 11, No. 2, 2021, E-ISSN: 2222-6990 © 2021 HRMARS

This study aims to find out who among social media Muslim users vulnerable to believe
hoaxes? The dependent variable in this study is the ease level of believing hoaxes. The
xenophobia and religiosity variables will be tested as independent variables (predictors). Also,
this study will measure whether controlling variables such as education, income, age, gender,
and time spent using social media affect Muslims to be more prone to believe fake news. In
the final section, this research wants to propose a structural model (Figure 1) that can be used
to explain the relationships between variables. The proposed structural model is tested with
structural equation modeling (SEM) analysis which allows testing of the relationship model
between variables simultaneously by combining the power of factor analysis and path analysis
(Saxena & Khana, 2013).

Gender .
i Srb‘xéial‘m_edia
ge s Thm— use
Beliey
‘ Xenophobia _},%i
Education ’ = i
Income ; =

Figure 1: The proposed structural model

Based on the discussion above, it can be said there is a strong suspicion that xenophobia
and religiosity have a role in encouraging people to easily believe in false news. Thus, the
research problem formulation can be formulated as follows:

a) Do xenophobia and religiosity influence Muslims to believe hoaxes?

b) Do demographic attributes such as education, income, age, gender, and time spent using
social media influence Muslims to believe hoaxes?

c) How do xenophobia and religiosity correlate with the ease of believing hoaxes after
controlling for demographic factors?

Research Hypothesis

H1: There is a significant relationship between xenophobia and the ease level to believe
hoaxes.

H2: There is a significant relationship between religiosity and the ease level to believe
hoaxes

H4: There is a significant relationship between time spent using social media and the ease
level to believe hoaxes

H5: There is a significant relationship between xenophobia and religiosity with the ease
level to believe hoaxes after controlling demographic factors.
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Based on the above research question and hypothsis, the objectives of the study can be
formulated as the following:
e To find out whether xenophobia and religiosity influence Muslims to believe hoaxes.
e To determine whether demographic attributes such as education, income, age,
gender, and time spent using social media influence Muslims to believe hoaxes.
e To find out whether xenophobia and religiosity correlate with the ease of believing
hoaxes after controlling for demographic factors.

Methods

This research was conducted in the Greater Jakarta area which includes the capital city
of Jakarta and surrounding areas with a population of around 30 million people which is the
most densely populated and fastest-growing region in Indonesia and one of the areas where
most of the population has access to media. This study uses a sample survey with a structured
guestionnaire and the sampling technique used is purposive sampling with criteria: adult
Muslim and active social media users. Questionnaires were distributed online which
generated 350 respondents.

The xenophobia variable was measured using a 5-point Likert scale (1 = strongly disagree
and 5 = strongly agree) by placing 16 statement items adapted from van der Veer (2011) in
the questionnaire including: "Number of China immigrant in Indonesia is uncontrollable";
"Foreigners from China take jobs from Indonesians"; "Interacting with strangers makes me
nervous". The measurement of xenophobia resulted in the lowest score of 16 which means
the level of xenophobia is exceptionally low and the highest 80 which means the level of
xenophobia is extremely high.

Religiosity measurement does not cover all dimensions as discussed in the literature
review because not all of them are relevant but only on behaviors that can be directly
observed, both at the private or public level. Religiosity variables are measured using a 5-
point Likert scale (5 = strongly agree and 1 = strongly disagree) by submitting nine items of
statements including: "I always pray five times a day"; "I always pray in the mosque";
"Women must wear the hijab".

The dependent variable in this study is the respondents’ ease level to believe hoaxes. As
many as 21 hoaxes that once circulated on social media were used in the questionnaire and
respondents were asked to assess whether the statements was 'true’, 'false' or 'do not know/,
including: “President Jokowi's family was Christian”; “Indonesia's economy is controlled by
‘nine dragons’ from China”; “Communist party revives in Indonesia”; “President Jokowi is a
supporter of communist party”.

Data Analysis
The first part of the analysis was conducted using SPSS through the following steps.
First, the independent sample t-test and ANOVA were used to test differences in the ease
level to believe hoaxes among three predictors namely (1) gender: male and female (2) level
of education and (3) income. Second, the Pearson correlation was carried out to examine the
relationship between the following variables: (1) xenophobia, (2) religiosity, and (3) the use
of social media. Third, multiple hierarchical regression is conducted to answer the question:
Is there a significant influence of the two main predictors, xenophobia and religiosity, on the
respondents' ease level to believe hoaxes by controlling other known predictors?
Multiple hierarchical regression is carried out in four blocks as follows. Demographic
factors are assessed in the first block. The second block includes the social media usage
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variable. The third block includes the religiosity variable. In the last block, xenophobia variable
is added to the model to test whether xenophobia can function as a predictor for Muslims to
easily believe hoaxes by controlling religiosity and other independent variables.

Ease to believe hoax = sex, age, education, and income (Block 1)
+ Use of social media (Block 2)

+ Religiosity (Block 3)

+ Xenophobia (Block 4)

In the final part, this research wants to propose a structural model that can explain the
relationship between variables involved in this study, namely the use of social media,
religiosity, xenophobia, and hoax by using a structural equation modeling (SEM) approach
that combines the power of factor analysis and path analysis. According to Singh (2009), SEM
is @ more advanced technique than other multivariate techniques because it can predict a
series of interdependent interrelated relationships simultaneously.

According to Byrne (1998), SEM has an advantage because this technique takes into
account measurement errors during the model testing process and can combine observed
variables (indicators) and latent variables simultaneously during model testing. In this study,
SEM analysis was carried out in two main steps; first, testing the measurement model and
second, testing the structural model. The measurement model provides a series of
relationships that show how the observed variables represent latent variables and are tested
using confirmatory factor analysis (CFA). The structural model examines the conceptual
representation of the relationship between latent variables to find out whether the
relationship and also the proposed structural model meets the minimum specified conditions
or not.

Research Results

As shown in Table 1, the distribution of the questionnaire produced a sample of 314
respondents consisting of 132 women (42%) and 182 men (58%). The average age of the
respondents was 27.74 years (SD = 10.32) with the youngest respondent being 15 years old
and the oldest 58 years. The education level of most respondents was a bachelor's degree
(38.2%) with an average income of less than Rp. 6 million / month (67%). In terms of social
media usage, this study only focuses on the duration, ie the time spent by respondents using
social media consisting of 11 levels, ranging from less than one hour/day (weight 1) to more
than 20 hours/day (weight 11). The results of data collection showed that respondents used
social media at all levels, from the lightest to the heaviest. However, the use of social media
mostly is 2 to 5 hours per day (52.5%).

Before the statistical analysis is conducted, this study needs to examine several
assumptions as a condition before employing a regression analysis that includes sample size,
data normality, linearity, homoscedasticity, and the absence of multicollinearity. The
multicollinearity test between the independent variables does not show a correlation with a
coefficient value higher than 0.7 which is used as a general standard of multicollinearity
assumptions; thus, the multicollinearity assumptions are met. In this case, the correlation
between the predictor variables is in the distance between the minimum r = -0.24 to the
maximum r = +0.38. The assumption of a linear relationship between the independent and
dependent variables as a condition of regression analysis in this research model is also fulfilled
when looking at the normal PP plot graphic where all values representing the relationship
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between all X and Y variables are very close around the best-fit line, thus the assumption of
homoscedasticity is fulfilled. Furthermore, testing to check outliers is conducted by examining
scatterplot charts that do not show any value that exceeds the standard deviation of -3 or +
30. The residual standard value is in the range of -2.70 to +2.16. Similarly, the value for Cook’s
distance is between 0.00 to 0.064 which does not exceed 1.00. Thus, there are no outliers in
the research data as a condition for multiple regression analysis. To fulfill the assumption of
normal distribution in sampling, the bootstrapping technique is used by sampling 2000 times
(resampling) with SPSS version 25 which is also used for all analyzes in this study.

Table 1. Descriptive Statistics

Demography Frequency % Demography Frequency %
Gender Monthly income
Male 182 58 Below Rp2 M 70 22,3
Female 132 42 Rp2-59M 140 44,6
Age Rp6-9,9M 50 16
15-24 175 55,7 Rp10-13,9M 22 7
25-34 68 21,7 Rp14-17,9M 10 3,2
35-44 39 12,4 Rp 18-19,9 M 6 1,9
45-54 27 8,6 Above Rp 20 M 16 51
Above 55 5 1,6 Social media use
Education Below 1 hour 14 4,5
Student 86 27,4 2 -5 hours 164 52,2
Bachelor 120 38,2 6 —9 hours 68 21,6
Master 56 17,8 10-13 hours 36 11,5
PhD 52 16,6 14 — 17 hours 22 7,0
18 — 20 hours 6 1,9
Above 20 hours 4 1,3

Rp 1 M = USS 64.3

Demographic Influence

The first stage of data analysis was conducted to determine whether the four
demographic factors (gender, age, education, and income) which are independent variables
can be used to predict the other four variables in this study, namely the use of social media,
religiosity, xenophobia, and respondents' ease level to believe hoax which at this stage are all
considered as dependent variables. Calculations employing multiple regression analyses are
performed to determine the effect of the four demographic factors.
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Table 2: Correlation coefficient between variables

1 2 3 4 5 6 7 8
Pearson 1
1. Gender Correlation
Sig. (2-
tailed)
N 314
Pearson 0,004 1
2. Age Correlation
Sig. (2- 0,950
tailed)
N 314 314
Pearson 0,045 0,105 1
3. Education  Correlation
Sig. (2- 0,431 0,064
tailed)
N 314 314 314
Pearson 129" 0,066 .134" 1
4. Income Correlation
Sig. (2- 0,022 0,245 0,017
tailed)
N 314 314 314 314
5. Social Pearson -0,089 -.175" - -.244™ 1
media use Correlation 176"
Sig. (2- 0,116 0,002 0,002 0,000
tailed)
N 314 314 314 314 314
Pearson 0,019 0,025 .232" 127" - 1
6. Religiosity  Correlation 181"
Sig. (2- 0,739 0,665 0,000 0,024 0,001
tailed)
N 314 314 314 314 314 314
Pearson -0,102 0,034 125" -0,038 0,005 .349™ 1
7.Xenophobia Correlation
Sig. (2- 0,071 0,548 0,027 0,507 0,932 0,000
tailed)
N 314 314 314 314 314 314 314
Pearson -130° 0,057 0,057 -0,026 - .378" 763" 1
8. Hoax Correlation 0,072
Sig. (2- 0,021 0,316 0,318 0,643 0,201 0,000 0,000
tailed)
N 314 314 314 314 314 314 314 314

*, Correlation is significant at the 0.05 level (2-tailed).

**_ Correlation is significant at the 0.01 level (2-tailed).

10
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Table 3: Hierarchical multiple regression

Unstandardized Standardized

Coefficients Coefficients
Std.

Model B Error Beta t Sig.

1 (Constant) 5,926 1,891 3,134 0,002
Gender -1,538 0,671 -0,130  -2,292 0,023
Age 0,031 0,033 0,052 0,925 0,356
Education 0,339 0,324 0,060 1,046 0,296
Income -0,046 0,126 -0,021  -0,365 0,716

2 (Constant) 7,345 2,180 3,370 0,001
Gender -1,589 0,672 -0,134  -2,366 0,019
Age 0,024 0,033 0,041 0,715 0,475
Education 0,282 0,326 0,050 0,863 0,389
Income -0,082 0,129 -0,037 -0,634 0,527
Social media -0,195 0,149 -0,077 -1,304 0,193

3 (Constant) -1,729 2,383 -0,726 0,469
Gender -1,538 0,623 -0,130 -2,471 0,014
Age 0,030 0,031 0,051 0,953 0,341
Education -0,166 0,309 -0,029  -0,538 0,591
Income -0,143 0,120 -0,065  -1,189 0,235
Social media -0,064 0,140 -0,025 -0,456 0,648
Religiosity 0,384 0,053 0,390 7,182 0,000

4 (Constant) -8,034 1,671 -4,809 0,000
Gender -0,709 0,430 -0,060 -1,649 0,100
Age 0,015 0,021 0,026 0,714 0,476
Education -0,423 0,212 -0,075 -1,992 0,047
Income -0,038 0,083 -0,017  -0,465 0,642
Social media -0,175 0,096 -0,069  -1,820 0,070
Religiosity 0,133 0,039 0,135 3,404 0,001
Xenophobia 0,492 0,026 0,718 18,584 0,000

a. Dependent Variable: HOAX

Multiple regression analysis with the four independent variables (gender, age,
education, and income) and one dependent variable namely the use of social media which is
calculated in hours shows that the model used is statistically significant. The four predictor
variables explained 10.5% variance of social media use (R2 =.105, F (4, 309) = 9.03, p <.001).
The calculation results show that education significantly provides predictions in a negative
direction towards the use of social media (B =-.29, p <.05), as well asincome (B =-.18 p <.05),
and age (B = - .034, p <.05). In this model, gender does not provide a statistically significant

11
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role (B =-.26, p = .31). Thus, the regression equation for this model can be stated as follows;
Y (use of social media) =7.28 - .29 (education) -.18 (income) -.034 (age). This means that the
average use of social media will decrease by 0.29 hours for each unit of increase in education
level if the other variables are constant; likewise, the average use of social media will decrease
by 0.18 hours for each unit increase in the income level if the others are constant; and the
average use of social media will decrease by 0.34 hours for each year of age rise.

Demographic variables are again used to estimate religiosity which is the dependent
variable using multiple linear regression calculations. In this case, whether predictor variables
such as gender, age, education, and income of a person have a role in determining one's level
of religiosity. The calculation results show that the model used is statistically significant and
the four predictor variables collectively explain 6.3% variance in religiosity (R2 = .063, F (4,
309) = 5.23, p <.001). But individually, only education showed a significant influence, giving
predictions in a positive direction to religiosity (B = .22, p <.001). The other three predictor
variables did not show a significant effect on religiosity: income (B =.010 p = .079), gender (B
= -.004, p =.095) and age (B = -.005, p = .93). Thus, the regression equation for this model
can be stated as follows; Y (religiosity) =21.17 + 1.27 (education). This means that the average
level of religiosity will increase by 1.27 units for each unit of increase in education level if the
other factors remain.

Religiosity and Xenophobia

Multiple hierarchical regression analysis is performed to predict who is most vulnerable
to xenophobia by referring to variables that have been previously analyzed, namely
demographic variables (age, sex, education, and income), social media use variables, and
religiosity variables. In the first step of hierarchical regression, four demographic predictors
were included: education, income, gender, and age. This model is not statistically significant
F (4, 309) = 2.35; p =.055. The inclusion of social media usage variables in step 2 shows that
the model still has not shown significant results F (5, 308) = 1.88; p = .097. Then in the third
step, by including the religiosity variable, the model is statistically significant F (6, 307) = 8.70;
p <.005. But in the standardized final model, religiosity is the only statistically significant
variable that explained 35.4% of xenophobic variants (B = .354, p <0.005). Three other
predictors did not show significant results; education (f =.063, p =.25), income (B = -.066, p
=.23), gender (B = -.098, p = .068), age (B = .034, p =.53), and use of social media (B =.061,
p =.276). The resulting regression equation is, Y (xenophobia) = 12.80 + 51 (religiosity). This
means that xenophobia will increase by 51 points for each unit rise of religiosity. In other
words, the more religious a person is, the greater the person's potential to experience
xenophobia.
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Image 2: Measurement model
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Who believes hoaxes more?

In the final stage, hierarchical multiple regression analysis is re-used to predict who is
most vulnerable to easily believe hoaxes by referring to variables that have been previously
analyzed: demographic variables (age, gender, education, and income), variables social media
usage, religiosity variable, and xenophobia variable. In the first step of hierarchical regression,
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four demographic predictors were included: education, income, gender, and age. This model
is not statistically significant F (4, 309) = 1.88; p = .11. The inclusion of social media usage
variables in step 2 shows that the model still has not shown significant results F (5, 308) =
1.85; p =.103. In the third step, by including the religiosity variable, the model is statistically
significant F (6, 307) = 10.40; p <.001. In the final step, xenophobia is included, and the results
show that the model is statistically significant F (7, 306) = 68.24; p <.001. In the standardized
final model, only two of the seven predictor variables used were statistically significant
namely religiosity (B = .135, p <0.05) and xenophobia (B = .718, p <0.001). While the other
five predictors did not show significant results; education (B = -.075, p = .047), income (B =
-.017, p =.642), gender (B = -.060, p =.100), age (B =.026, p = .476), and use of social media
(B =-.069, p =.070).

The calculation results show that xenophobia gives a very large force of 71.8 percent in
encouraging people to easily believe in hoax when it coupled with a religiosity that
contributes 13.5%. The combined strength of the two even reaches more than 85% in
encouraging someone to believe in hoaxes. By using the beta coefficient value
(unstandardized), the resulting regression equation can be written as follows: Y (believe hoax)
=-8,034 + .13 (religiosity) + .492 (xenophobia). This means that xenophobia will increase by
51 points for every one unit of religiosity rise. In other words, the more religious a person is,
the greater the potential for that person to experience xenophobia, which in turn encourages
someone to more easily believe false news.

Structural Model

SEM analysis is carried out in two main steps; first, to test the measurement model and
second, to test the proposed structural model. The measurement model shows how the
construct is operationalized through several measured items. Confirmatory factor analysis
(CFA) is used to test the reliability of the measurement model. According to Salisbury et al.
(2001), CFA allows the researcher to specify the actual relationship between the items and
factors as well as links between them. According to Hair et al. (2007), CFA shows construct
validity, which is a measurement of the extent to which measured items can represent the
latent constructs proposed in this study consisting of hoaxes (ease level of believing false
news), religiosity, xenophobia and the use level of social media (Sosmed) (See Figure 2). The
structural model examines the representation of the relationship between the proposed
variables to tell whether the model meets the requirements to represent the conceptual
relationship between the variables or not (Figure 3).
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Table 4. Model Fit Indices for Measurement Model

Statistic Recommended Obtained
value value

Chi-square %2 126.2

Df 43

x2/df (Wheaton et al, 1977, 2.00 - 5.00 2.93
Tabachnick dan Fidell, 2007)

GFI (Hooper et al., 2008; >0.90 0.94
Hair et al., 2007)

AGFI (Muenjohn and >0.80 0.89
Armstrong, 2008)

RMSEA (Hooper et al, 2008) <0.08 0.079

CFI (Watchravesringkan >0.80 0.96
et al., 2008)

Table 5. Model Fit Indices for Structural Model

Statistic Recommended Obtained
value value

Chi-square x2 241

Df 68

x2/df (Wheaton et al, 1977; 2.00-5.00 3.54
Tabachnick dan Fidell, 2007)

GFI (Hooper et al., 2008; >0.90 0.91
Hair et al., 2007)

AGFI (Muenjohn and >0.80 0.86
Armstrong, 2008)

RMSEA (Hooper et al, 2008) <0.08 0.09

CFl (Watchravesringkan >0.80 0.94
et al., 2008)

The reliability of the scale for the ease level of believing in hoaxes is examined by
determining this model in CFA using AMOS 24. The results confirm the overall compatibility
of the measurement model when used for CFA (see Table 1). Regarding the hypothesized
structural model, the modification indices point to the fact that items with low factor loading
need to be removed and the covariance among sets of error is also needed (say e10 and e14,
and el4 and el6, etc. See Figure 3). Since these errors are on the same construct (xenophobia)
so this is not the issue and after covarying the errors, this study gets the acceptable model fit.
After the modification, the hypothesized structural model is supported by the overall model
fit index obtained.

All fit indices are above the recommended value except for c2/df values that do not
meet the recommended value less than 3 (Carmines and Mclver, 1981) but are still
permissible because there is no consensus on an acceptable ratio for this statistic;
recommendations range from as high as 5.0 (Wheaton et al, 1977) to as low as 2.0 (Tabachnick
and Fidell, 2007). Hair et al. (2007) argue that the chi-square value is sensitive to sample size
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and number of variables; Therefore, the value of c2/df is not taken as the only model fit
indicator. All other model fit indicators are within the recommended range (see Table 2). In
short, various model fit indices indicate that the proposed model matches the existing data
set.

Conclusions and Discussion

Based on the results of the study it can be concluded that xenophobia and religiosity
influence Muslims to easily believe in fake news. Two of the seven predictor variables tested
in this study showed a statistically significant relationship with the ease with which a person
believed a hoax, namely religiosity (B = .135, p <0.05) and xenophobia (B = .718, p <0.001)
while the other five controlling predictors that include education, income, gender, age, and
use of social media do not show a significant effect. The five control variables will only affect
if they get influence by religiosity and xenophobia.

The calculations show that xenophobia gives an exceptionally large force of 71.8
percent in encouraging people to easily believe hoaxes while religiosity contributes 13.5%.
The combined strength of the two variables even reaches more than 85% to further drive
Muslims to believe hoaxes. The resulting regression equation also shows that xenophobia will
tend to increase with the addition of the strength of religiosity. In other words, the more
religious a person is, the greater the potential for that person to experience xenophobia,
which in turn encourages someone to more easily believe fake news, especially news that has
a relationship with the religion they profess. At the extreme level, religiosity drives one to
become fundamentalist or radical.

Analysis using structural equation modeling also supports the proposed structural
model which involves four constructs namely hoaxes, religiosity, xenophobia, and social
media use which shows that there is a significant influence of religiosity and xenophobia on
one's ease of believing hoaxes among Muslims who use social media.

The results of this study support the view of Bronstein (2018) which shows evidence
that religious fundamentalists and dogmatic individuals lack analytical thinking so they can
easily believe fake news (Bronstein, 2018). The test conducted to measure the level of
xenophobia in this study also supports Martin's view and is also in line with Frederick (2005)
and Friedman & Jack (2018) who through his Cognitive Reflection Test (CRT) found that
dogmatic individuals are often wrong in answering intuitive questions that require analytic
thinking to arrive at the right answer.

Cases related to xenophobia, namely psychological conditions of hostility or fear of
outsiders, are quite common in many countries. Negative attitudes or fear towards other
groups, usually minority groups, which are considered different from ones’ group of origin
are often displayed in public with hostility that results in physical conflict. Hostility towards
minority groups is often driven by radical groups who wear various religious attributes who
act as if on behalf of the majority of Islam.

The theoretical and contextual contribution of this research is to strengthen previous
research which shows that xenophobia and religiosity play an important role in encouraging
people to easily believe in irrational information. This study gives an important contribution
because of the lack of studies on hoaxes at the moment in the midst of mushrooming of
hoaxes on social media and there are no effective solutions that can be used by the
governments in overcoming this problem on social media. Efforts to overcome the hoax must
start from information about who is the target of the hoax. The results of this study contribute
to proving that xenophobia and religiosity are two important factors that influence a person
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to easily believe false news. Xenophobia arises because of ignorance about other groups
combined with beliefs in religion without rationality and critical thinking.
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