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Abstract
Aim Developing evidence-based recommendations on how to debunk health-related misinformation and more specific health 
myths in (online) communication is important for individual health and the society. The present study investigated the effects 
of debunking/correction texts created according to the latest research findings with regard to four different health myths on 
recipients’ belief, behaviour and feelings regarding the myths. Further, the study investigated the effects of different visuali-
sations (machine-technical created image, diagram, image of an expert, message without an image) in the debunking texts.
Subject and methods A representative sample of German Internet users (N = 700) participated in an anonymous online 
survey experiment with a 4 (myths) × 4 (picture) mixed study design.
Results The results show that receiving an online news article that refutes a widespread health myth with or without the use 
of an image can significantly change the attitudes of the recipients toward this myth. The most influential variable was the 
attributed credibility: the more credible a debunking text is for a recipient, the more corrective effectiveness it has. However, 
the corrective messages did not differ in their persuasive effects depending on the image types used.
Conclusion The results offer an optimistic outlook on the correction of health-related misinformation and especially health 
myths and insight into why and how people change their beliefs (or not) and how beliefs in health myths can be reduced. The 
findings can be used by journalists, scientists, doctors and many other actors for efficient (online) communication.

Keywords Debunking strategies · Health myths · Correction of misinformation · Visual online health communication · 
Visualisation

Introduction

The existence of health-related mis- and disinformation 
especially on the Internet has been evident not only during 
the novel coronavirus (SARS-oV-2) and COVID-19 (e.g., 
Arif et al. 2018; Pías-Peleteiro et al. 2013; Scullard et al. 
2010), but for centuries. However, the enormous abundance 
of (uncertain) online information worldwide has led to what 
the WHO calls an ‘infodemic’ (World Health Organiza-
tion [WHO] 2020), making it difficult for people to find 
evidence-based information and to distinguish correct from 

incorrect information. Whether the neologism infodemic is 
used properly here can be doubted (Simon and Camargo 
2021), but what remains certain is that health-related mis-
information has been shown to have a variety of negative 
consequences for individuals and society (Lewandowsky 
et al. 2021).

Developing evidence-based recommendations on how 
to adequately debunk health-related mis- and disinforma-
tion and myths in communication is important for not only 
individual health but also society as a whole (Cook et al. 
2017; Swire and Ecker 2018). For example, the idea that 
the MMR vaccine causes autism is a myth whose spread 
poses a risk to society. It is still widespread on the Internet, 
although it has been repeatedly exposed as a myth in the 
media and debunked by strong scientific evidence (Scullard 
et al. 2010). The U.S. vaccination rate probably decreased 
significantly as a result of the spread of this myth (Poland 
and Spier 2010). The economic burden of measles outbreaks 
in the United States was estimated at several million dollars 
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(Ortega-Sanchez et al. 2014; Smith et al. 2008); the number 
of measles cases has also increased in Germany in recent 
years (Robert Koch Institute 2018). Another example, deny-
ing the scientific consensus that HIV causes AIDS led to 
policies in South Africa between 2000 and 2005, which 
are estimated to have contributed to 330,000 excess deaths 
(Chigwedere et al. 2008).

Misunderstandings and inaccurate knowledge can occur 
because people in everyday life have limited time, cognitive 
resources, and/or motivation to understand complex scien-
tific topics (Cook et al. 2017; Swire and Ecker 2018). Some 
people just believe what they have once heard or read from 
their parents and friends or online. However, regardless of 
how the misinformed beliefs were built, they are relatively 
stable in recipients’ cognitive/mental model, quite resist-
ant to persuasive corrective messages and thus difficult to 
eliminate (Cook et al. 2017; Ecker et al. 2011; Lewandowsky 
et al. 2012; Swire and Ecker 2018). Corrective messages 
can even cause backfire effects, i.e. unintended effects when 
originally incorrect attitudes are further reinforced by receiv-
ing a correction message (Cook et al. 2017; Lewandowsky 
et al. 2012; Nyhan and Reifler 2014). Special debunking 
strategies are necessary to correct myths once established 
(Cook and Lewandowsky 2011).

Researchers have assembled a collection of recommended 
best-practice debunking strategies (e.g., Cook and Lewan-
dowsky 2011; Dan 2021; Swire and Ecker 2018). Among 
other things they call for debunking texts that visually sup-
port the correction explanations (e.g., through graphics; 
Cook and Lewandowsky 2011; Dan 2021; Nyhan and Reifler 
2019). A reason is the assumption that pictures can increase 
the perceived credibility of the core statement in a correc-
tion (Dan 2021).

The present study investigates the effects of debunking 
texts created according to the latest research for four dif-
ferent health myths on recipients’ belief, (future) behaviour 
and feelings regarding the health myths. The current state of 
research does not provide insights into how debunking strat-
egies with different images can change the attitudes regard-
ing health myths. The second aim of the study is to inves-
tigate the effect of different visualisations in the debunking 
texts. After discussing health myths and their distribution 
on the Internet, we review the research on debunking of 
misinformation and visual health communication and its 
effects. This forms the basis for the research questions and 
hypotheses. The research design and methodology of the 
online survey experiment and the results are presented next, 
followed by a discussion.

Health myths and their distribution on the internet

Health myths can be defined as health-related statements 
that are generally disseminated, many people believe it 

and either are not supported by scientific evidence or have 
strong scientific evidence that speaks against rather than 
for them. Mostly they are pseudo-scientific explanations 
that may have intuitive appeal (Shmerling 2019). Origi-
nally, old health myths like “swimming after eating is dan-
gerous” are typically provided by individually trustworthy 
sources, such as parents, grandparents and friends (Dono-
van and Thompson 2010; Northwell Health 2017), which 
is why they are credible and persistent. Health myths 
have also been reinforced and disseminated via the Inter-
net (Cook 2019; Lewandowsky et al. 2012; Scullard et al. 
2010). Many people (41%) who did not use the Internet to 
find health information say they usually ask their friends, 
relatives, or other people (Eurobarometer 2014). Health 
myths are mostly plausible, easily understood stories that 
sound like truth and wisdom. Many myths have arisen 
from outdated or misinterpreted scientific findings; oth-
ers are couched in what seems like common sense or logic, 
such as that reading in the dark harms the eyes (Donovan 
and Thompson 2010; Vreeman and Carroll 2007) or alco-
hol enhances digestion (Heinrich et al. 2010). Therefore, 
myths are often based on a grain of truth in combination 
with misinterpretations, wishful thinking, or fears.

The actual spread of health myths on the Internet is still 
underresearched. The media conditions of the Internet, such 
as dynamics, multimedia, multimodality, reactivity and con-
tent personalization, make systematic data collection diffi-
cult, so the spread of health myths has not yet been analysed 
at all in the German-speaking world and only marginally 
in the international context. Primarily, the extent to which 
websites speak for or against vaccination myths was exam-
ined on a semantic-textual level. Pías-Peleteiro et al. (2013) 
assessed Spanish websites on the human papillomavirus 
(HPV) and concluded that 45.5% of all blogs and forums and 
25% of all press sites analysed disseminated information on 
vaccination deterrence. Results from Scullard et al. (2010) 
and Madden et al. (2012) also showed that more or less false 
information is found depending on the health topic and that 
it varies by website type. For example, governmental, aca-
demic and non-profit websites can be trusted most when it 
comes to vaccination information, while sponsored sites are 
least trustworthy (Madden et al. 2012; Scullard et al. 2010). 
Since health information on the Internet is topic-dependent 
(Scullard et al. 2010) and location-dependent (Arif et al. 
2018) dependent and these sources vary in their quality 
and accuracy, this also contributes to the dissemination of 
misinformation.

Debunking of misinformation beliefs

Debunking is about changing the beliefs of recipients. This 
can be seen as a persuasive effect because persuasion in 
its broadest sense describes the process in which one actor 
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attempts to change the beliefs of another social actor through 
the use of communication (Dillard 2010). Beliefs are defined 
by Wyer and Albarracín (2005) as “estimates of subjective 
probability which, in the case of propositions, are reflected 
in either (a) estimates of the likelihood that (b) expressions 
of confidence or certainty that the proposition is valid, or, 
in some cases, (c) agreement with the proposition” (p 277). 
They are thus to be regarded as subjective estimates of the 
probability that certain knowledge is true. A person’s beliefs 
can also be false, that is, they cannot correspond to the truth 
(Perloff 2017). Wyer and Albarracín (2005) describe beliefs 
as being based on verbal, emotional and visual information 
and able to be influenced cognitively as well as affectively 
and conatively. It can also be assumed that beliefs consist of 
a cognitive, affective and conative component (Kruglanski 
and Stroebe, 2008). These components can now potentially 
be influenced by communication. If this process is inten-
tional, it can be persuasion. According to Perloff (2017), 
persuasion can be defined “as a symbolic process in which 
communicators try to convince other people to change their 
own attitudes or behaviours regarding an issue through the 
transmission of a message in an atmosphere of free choice” 
(p 22). The early definition by Bettinghaus and Cody (1987) 
also emphasises the persuasive effects that communication 
can have on beliefs, emotions and behaviour. Persuasion is 
“a conscious attempt by one individual to change the atti-
tudes, beliefs, or behaviour of another individual or group 
of individuals through the transmission of some message” 
(Bettinghaus and Cody 1987, p 3).

Previous meta-analyses examining the effect of correction 
compared to uncorrected control conditions have shown that 
corrective messages can significantly reduce the belief in 
misinformation (Blank and Launay 2014; Chan et al. 2017; 
Walter and Murphy 2018). The exposure to a correction is 
better than not receiving a correction at all.

Researchers have assembled a collection of recommended 
best-practice debunking strategies (Cook and Lewandowsky 
2011; Dan 2021; Ecker et al. 2015; Lewandowsky et al. 
2012; Swire and Ecker 2018). For example, the debunk-
ing text should support credibility judgments (Swire and 
Ecker 2018). In mass communication, basing claims on 
evidence (e.g., study results or expert opinions), adequately 
referencing the evidence and presenting data in an com-
prehensible way will build credibility and thus contribute 
to a greater efficacy of the corrections (Gigerenzer et al. 
2007). Furthermore, to avoid making people more familiar 
with misinformation (and thus risking a familiarity back-
fire effect), a debunking text should emphasise the intended 
facts rather than the myth (Cook and Lewandowsky 2011; 
Lewandowsky et al. 2012). A debunking text should also 
be simple, easily understandable and brief (clear language 
and graphs where appropriate; Cook and Lewandowsky 
2011 and Lewandowsky et al. 2012). If the myth is simpler 

and more compelling than the debunking, it will be cogni-
tively more attractive, which will risk an overkill backfire 
effect (Cook and Lewandowsky 2011; Lewandowsky et al. 
2012). Further, an effective debunking text requires a factual 
replacement for the causal explanations initially supplied by 
the refuted misinformation (Cook and Lewandowsky 2011; 
Ecker et al. 2015). To effectively debunk misinformation, 
messages should provide a coherent and detailed explanation 
that enables recipients to update complete mental models 
and even describes why the misinformation was dissemi-
nated (Chan et al. 2017; Lewandowsky et al. 2012; Walter 
and Murphy 2018; Walter and Tukachinsky 2019). Last, 
graphical information is probably more effective than text 
in reducing misperceptions (Cook and Lewandowsky 2011; 
Dan 2021; Nyhan and Reifler 2019).

However, on average, correction does not entirely elimi-
nate the effect of misinformation; there is a continued influ-
ence of misinformation (Walter and Tukachinsky 2019). 
The phenomenon of maintaining beliefs regarding explicitly 
contradictory evidence is also called “belief perseverance” 
(for an overview, see Anderson 2008). One reason for this is 
mental models, which appear to be the most consistently sup-
ported explanation for the (non)correction of misinformation 
(Walter and Tukachinsky 2019). It is assumed that health 
information forms mental models, which provide simple, 
causal explanations for facts and observations (Johnson and 
Seifert 1994). If these explanations, information, or whole 
health myths are now debunked, an unpleasant gap develops 
in that mental model. This is one reason why many people 
tend to believe in easily accessible myths that are incorrect 
but simple, coherent and complete (Cook and Lewandowsky 
2011; Johnson and Seifert 1994; Lewandowsky et al. 2012). 
Representations of the valid and invalid information might 
also coexist side by side in memory and compete for activa-
tion (Swire and Ecker 2018). The theory of cognitive dis-
sonance is based on the assumption that people tend to have 
cognitive consistency and desire consonant relationships 
between their cognitions. Cognitive dissonance is a state of 
mental imbalance resulting from inconsistent relationships 
between cognitions (Festinger 1957). Further, it is assumed 
that individuals not only attempt to reduce dissonance but 
also actively avoid information in which it is to be expected 
(Festinger 1957; see also confirmation bias, Pohl and Pohl 
2004). In contrast, there are also processes in which people 
consciously reject corrective statements and thereby stabi-
lise misinformation-motivated reasoning (Kraft et al. 2015). 
People are sometimes unwilling to accept new information, 
especially corrective information that contradicts their views 
(Cook et al. 2017; Nyhan and Reifler 2010). Although they 
know the scientific evidence, they refuse to accept it. It can 
therefore be noted that the rejection of scientific findings 
and the stability of misinformation are maintained not only 
by an uninformed population or the ever-increasing spread 
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of misinformation but often by individually motivated char-
acteristics and information processing (Cook et al. 2017).

Different factors can influence the effectiveness of 
debunking, such as individual predispositions, message 
factors, source factors etc. In terms of the nature of misin-
formation, research results show that the correction of real-
world misinformation, which exist in real, as opposed to 
constructed misinformation, which are invented for a study, 
is more challenging (Walter and Murphy 2018). In terms of 
individual predispositions, studies show that a greater degree 
of scepticism can lead to a better refutation of misinforma-
tion (DiFonzo et al. 2016; Lewandowsky et al. 2012; Swire 
and Ecker 2018). The attributed credibility of a message 
and a source are regarded as decisive influencing variables 
(O’Keefe 2002; Pornpitakpan 2004). Using relevant evi-
dence can increase a message’s credibility and persuasive 
effect. At the same time, corrections are less effective if the 
misinformation was attributed to a credible source (Walter 
and Tukachinsky 2019). Further, corrections are less effec-
tive if the misinformation was repeated multiple times prior 
to correction, or there was a time lag before the correction, 
both are mostly the case with health myths (Walter and 
Tukachinsky 2019). The longer a mental model of health 
myth is held, the more it becomes integrated into memory 
and difficult to eradicate (Ecker et al. 2015).

Value- and belief-incongruent news can often have back-
fire effects, which has already been proven for controversial 
topics, such as climate change (Hart and Nisbet 2012) or 
vaccine safety (Nyhan and Reifler 2014). These are unin-
tended effects when originally incorrect attitudes are further 
reinforced by receiving a correction message (Cook et al. 
2017; Nyhan and Reifler 2010 2014). The effect can be par-
tially explained by the fact that people counterattack atti-
tudinal mismatches/cognitive inconsistencies to strengthen 
their existing attitudes, for example, more attitudinally mis-
matched/cognitively inconsistent information is mentally 
activated than before the perception of a debunking message, 
which in turn leads people to report and have more extreme 
attitudes than before (Lodge and Taber 2000; Nyhan and 
Reifler 2010).

One focus of this study lies in professional debunking 
effects, according to the latest research on online debunk-
ing texts about health myths. Most previous studies on 
debunking of misinformation have focused mainly on the 
U.S. context and often used college students for conveni-
ence purposes as the meta-analysis of Walter and Murphy 
(2018) shows. However, nationality, education and age are 
relevant influence factors of debunking effectiveness (Wal-
ter and Murphy 2018). There is some weak evidence in the 
meta-analysis that corrections work better for student sam-
ples compared to nonstudent samples. The few empirical 
studies that highlight the intercultural facets of the debunk-
ing of misinformation support the possibility that corrective 

messages produce different outcomes in different societies 
(e.g., Cook and Lewandowsky 2016). This study aims to 
be representative in terms of age, gender and education in 
Germany.

Research Question 1: What is the persuasive effect of cor-
rective messages on the Internet about health myths on 
recipients’ belief, (future) behaviour and feelings regard-
ing the health myth?
Hypothesis 1: The more credible a debunking text is per-
ceived, the more corrective effectiveness a debunking text 
has.

Visual health communication and its effects

Health information in (online) newspapers is usually com-
municated textually and/or visually. In general, images in 
scientific and medical communication have a persuasive 
power, which can vary in their strength depending on the 
type of image (e.g., Arsenault et al. 2006; Kessler et al. 
2016; McCabe and Castel 2008). Images that make evidence 
visible can be used as a persuasive tool because images gen-
erate more attention and are easier to process and remem-
ber than textual content and individuals consider most of 
what they can visually capture to be true (Holicki 1993). 
In online health communication, for example, images are 
often used as visual arguments for the evidence of research 
results or a proxy for the evidence of a fact. The evidence-
giving illustrations range from Roentgen images and pho-
tographs to tables and diagrams to models and preparations 
(Arsenault et al. 2006). Diagrams present results in great 
detail, accurately and systematically and create more clar-
ity and less opportunity for misinterpretation than purely 
linguistic mediation or numerical comparison do (Pluviano 
et al. 2017). The aim of diagrams is to illustrate structures, 
structural changes and connections and depict proportions 
(Isberner et al. 2013). Technical or machine-technical cre-
ated images, such as MRI or Roentgen images, provide 
insights into areas that are inaccessible to the human senses 
(Lohoff 2008). In this context, they are regarded as measur-
ing instruments as well as replacements for the perception 
of the human eye and thus also serve as empirical evidence 
(Lohoff 2008). A picture on which an expert is depicted is 
said to be less scientific and have less evidentiary power than 
diagrams or machine-technical created images (Kessler et al. 
2016). However, experts on a picture convey authenticity 
and so also serve as credibility heuristic (Holicki 1993). The 
photograph of a single scientist can overcome a deference 
to science bias from a text-only weight-of-evidence article 
because it showcases an episodic frame in a visual format 
(Dixon et al. 2015). People then may use their recall of the 
exemplar when making judgments about what scientists in 
general believe (Dixon et al. 2015). All of these image types 
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ultimately convey a wide variety of information and evi-
dence and represent these in many ways.

Images can influence recipients’ attitudes and behav-
iour about a specific issue to a greater extent than a purely 
text-based message can (Holicki 1993; Kessler et al. 2016; 
Nyhan and Reifler 2019). In general, images enhance cogni-
tive processing and generate more attention, which is why 
they are better remembered than textual content (Holicki 
1993; Houts et al. 2006). The increased comprehensibility, 
cognitive processing and better memory lead to images also 
having a stronger influence on attitudes (Arsenault et al. 
2006; Lohoff 2008). In general, images are learned, retained, 
understood and recognised more easily and quickly than 
words, since they are received in larger units than textual 
or verbal information, which recipients capture sequentially 
(Holicki 1993).

McCabe and Castel (2008) examined how the effects 
of different scientific image types differ from one another 
in a one-sided article, as did Kessler et al. (2016) in an 
article that focused on controversy. Both studies found 
that machine-technical created images have a stronger 
persuasive effect than the same message with diagram 
or image of an expert and texts with pictures had more 
persuasive effect than texts without pictures. Nyhan and 
Reifler (2019) analysed the effect of text and diagram 
on factual misperceptions regarding climate change. 
Their results show that the graphic information has a 
stronger impact on reducing misinformation than pure 
text. However, the text only depicted the information 
from the diagram and was not an original debunking text. 
Pandey et al. (2014) examined the persuasive influence 
of diagrams in comparison to tables on three different 
topics. The influence of prior attitudes becomes clear in 
this study; the graphics are more convincing when they 
reinforce recipients’ prior attitudes and when the initial 
attitude is not strongly polarised, charts seem to have 
a stronger effect than tables on persuasion likelihood 
and attitude change. Pluviano et al. (2017) compared the 
effect of text, tables and images of sick, unvaccinated 
children with the debunking of vaccine misinformation. 
The pictures had an inf luence, but no intervention 
strategies worked; the belief in vaccine myths and a 
desire not to vaccinate children increased over time 
(backfire effects).

How an image ultimately affects the recipients, however, 
also depends on various influencing variables. For example, 
as with text-based persuasion processes (Kapoor et al. 2020), 
recipients’ attributed credibility also influences image per-
suasiveness (Kessler et al. 2016).

Attributed credibility can generally be said to have 
a great influence on beliefs and thus on the effects of 
communication in general (Bentele 1988; Pornpitakpan 
2004). One of the most important criteria used to filter 

information and judge it as reliable is credibility. The 
persuasiveness of a communication is strongly dependent 
on whether it is perceived as credible or not (Kapoor et al. 
2020; Pornpitakpan 2004; Valentini 2018). As an important 
heuristic, credibility is a filter in the process of knowledge 
acquisition and simultaneously controls this process 
(Bentele 1988; Schweiger 1998). Ultimately, credibility 
research examines any variables that can be used to make 
decisions and judgements about the credibility of a piece 
of information (Reinhard and Sporer 2010; Valentini 2018). 
In situations of uncertainty, credibility provides necessary 
orientation. Credibility is based on the subjective perception 
that a piece of information corresponds to the truth and thus 
determines the recipient’s degree of willingness to adopt 
the information received from the source as cognition 
(Eisend 2006, Valentini 2018). Credibility can already 
be defined as a property attributed to people, institutions, 
or their communicative products (oral and written texts, 
audio-visual representations) by someone (recipient) in 
relation to something (events, facts, etc.) (Bentele, 1988, p 
408; Valentini 2018). Credibility arises in communication 
starting from the recipient and consequently must be viewed 
and measured as attribution from a recipient-oriented 
perspective (Bentele 1988; O’Keefe 2002; Roberts 2010; 
Schweiger 1998). Credibility is a hypothetical construct 
that arises from interactions between source, message and 
recipient (Kapoor et al. 2020; Roberts 2010).

In the study by Kessler et al. (2016), the credibility attrib-
uted to a journalistic article with different illustrations was 
shown to be a mediator in the persuasion process of the 
article content on the attitudes of the recipients. In this spe-
cific case, this means that a high credibility assessment by 
the recipients influenced the attitudes. Participants who saw 
the articles with pictures rated the content as more credible 
than those who read the version without pictures and recipi-
ents who found the articles more credible also had stronger 
attitude changes.

However, even though images are increasingly being 
used in online communication, the field of visual persuasion 
in the debunking context is not yet well researched and the 
current state of research does not reveal how debunking 
strategies work with different evidence-based images in 
relation to different scientific issues and health myths (Cook 
2019).

Research Question 2: What is the persuasive effect of dif-
ferent images in corrective messages about health myths?
Hypothesis 2: A corrective message with a machine-tech-
nical created image has a stronger persuasive effect on 
recipients than the same message containing a diagram; 
which has stronger effect than the same message contain-
ing an image of an expert; which has a stronger effect 
than the same message without an image.
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Method

We conducted an online survey experiment with a 4 (myths) 
× 4 (picture) mixed study design. The survey participants 
were recruited by the German survey institute respondi AG. 
The sample size of 700 individuals was calculated using a 
priori power analysis.1 Quota sampling was used according 
to age, gender and education with regard to the total German 
population aged 18–74.2 In the first step of the questionnaire, 
participants had to declare how strongly they believe (t1) 
in nine different and (in the German-speaking area) wide-
spread health myths. Four of these nine myths are relevant 
for the experiment: “alcohol is good for digestion” (alcohol 
myth), “picking the nose is unhealthy” (nose myth), “fin-
ger cracking leads to rheumatism or arthritis” (finger myth) 
and “dim light is bad for the eyes” (eye myth). Then, up to 
a maximum of two corrective articles versions for the rel-
evant myths in which the participant believed were randomly 
assigned. The maximum of two myths per recipient was set 
in order to avoid that the survey takes too long. However, if 
a person only believed in one of the relevant myths, he or 
she was only given one debunking text. If a person did not 
believe in any of the relevant myths, he or she did not receive 
a debunking text. That means based on previously given 
answers, participants were assigned and exposed from case 
to case to a varying number of debunking texts. Regarding 
the relevant myths that the recipients believe in, the recipi-
ents are then asked about their feelings and behaviour in 
relation to the myths.3

The corrective messages were created based on the 
research about debunking strategies for misinformation. 
As Cook and Lewandowsky (2011) recommend in their 
debunking handbook, the myths should not be mentioned 
at the very beginning of the message (the heading) of 
an article, the myths should not repeated frequently and 
before they are explicitly mentioned, there should be a 
warning that they are only myths. In addition, alternative/
plausible scientific explanations have been inserted in the 
debunking texts that can close gaps in recipients’ mental 

models; they are formulated with low lexical complex-
ity, contain evidence and even describe why the health 
myth is disseminated (see also Lewandowsky et al. 2012; 
Ecker et al. 2015; Swire and Ecker 2018). The debunking 
texts were formulated as simple, easily understandable and 
brief, with clear language. The online news articles con-
tained contextual information to refute the health myth and 
scientific evidence (expert opinion and scientific study) 
that argues against the myth (Pandey et al. 2014). The 
scientific studies were modified such that the number of 
test subjects, study location and mentioned details about 
study conduct were the same in all articles. The form of 
the articles and the included images also look as identical 
and real as possible. The articles look like online newspa-
per articles and contain text and no image (control group), 
a diagram (which provides evidence to support debunking; 
see supplemental material, Fig. 1), a machine-technical 
created image (which fits the myth, e.g., for the finger 
myth an X-ray of a finger and for the eye myth that of an 
eye; see supplemental material, Fig. 2), or just an image of 
an expert (see supplemental material, Fig. 3). The respec-
tive image types were as identical as possible in size, 
colour, design and information contained. The texts were 
similarly as equal as possible regarding length (M = 310 
± 40 words), type of headings and subheadings, general 
formulations and wording, fictive author, number of argu-
ments (3) and paragraphs (3), evidence sources (study and 
expert) and scientific study details (see supplemental mate-
rial, Fig. 4). Table 1 shows the distribution of the sample 
by myth and visual experimental condition. To ensure that 
the recipient did not click directly away with noticing the 
article, the “next” button was only activated after a dwell 
time of 20 s. After an article was read, participants were 
once again questioned about beliefs, feelings and possi-
ble future behaviour (t2). Corrective effectiveness occurs 
when the belief, positive feelings or behavioural intention 
in relation to a health myth decreases. This pre−/post-
measurement enables a subsequent evaluation of the pos-
sible change. For each relevant myth, the respondents were 
also asked the origin of their belief in it and how credible 
they consider each article (Roberts 2010). Each respondent 

Table 1  Distribution of the sample by myth and visual experimental 
condition

n no image machine-
technical 
image

image of 
an expert

diagram total n

nose myth 68 74 66 67 275
alcohol myth 63 72 70 72 277
eye myth 74 74 77 75 300
finger myth 69 73 64 68 274
total n 274 293 277 282 1126

1 At least 619 subjects are necessary after calculation by G-Power 
(www. gpower. hhu. de/) to identify small to medium effects (f =  .20) 
between two groups (e.g., variables belief t1 and t2) in an analy-
sis of covariance (ANCOVA with max. α-error  =  .05 and power 
(1-ß-error) = .95) with multiple covariates.
2 Age: five steps: 16% of 18–29-year-olds; 18% of 30–39-year-
olds; 21% of 40–49-year-olds; 19% of 50–59-year-olds; and 26% of 
60–74-year-olds. Education: three steps: 34% with low, 32% with 
intermediate, and 34% with higher educational qualification. Gender: 
50% women. The quotation was made by the survey institute and is 
based on the current data of the German Federal Statistical Office.
3 Example myth alcohol: behaviour: “I often drink a glass of alcohol 
when I feel full because it is good for digestion” and feelings “I feel 
better when I feel full because it is good for digestion”.
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was also asked about his or her level of scepticism as a 
personality trait and potential influence variable (Tsfati 
and Cappella 2005). At the very end, a debriefing was held 
on the objectives of the survey and the study as a whole. 
Table 2 describes all survey variables.

All texts, images, and diagrams were pretested with 
36 students in April 2019. Four pictures of experts, five 
diagrams, five machine-technical created images and five 
debunking messages were tested in an online survey. The 
best four of the tested debunking texts and images of the 
different image types were used for the study. Univari-
ate variance analyses with repeated measures were cal-
culated to test whether there are significant differences 
between the text versions and between the images of the 
different image types. The results of the pretest show that 
the expert images did not differ significantly regarding 
their scientific nature, authenticity, competence, attrac-
tiveness and recognisability (see supplemental material, 
Table 1). Further, no significant differences were found 
in the comprehensibility, credibility and professionalism 

of the diagrams and machine-technical created images. 
The debunking texts showed no significant differences 
in terms of credibility (Roberts 2010), comprehensibility, 
quality, emotionality and convincing power (see supple-
mental material, Table 1).

Description of the sample

Seven hundred subjects (50% women) participated in the 
experiment. These were representative of the German popula-
tion in terms of age, gender and education. Thirty-four percent 
had a lower level of educational qualification (Hauptschule; 
n = 236); 32% had an intermediate educational qualifica-
tion (Mittel-, Real-, Handelsschule; n = 224) and 34% had a 
higher educational qualification (Abitur/university entrance 
qualification; n = 237). On average, the participants were 
47 years old (SD = 15.4); 19% (n = 133) were 18–29 years 
old 16% (n = 112) were 30–39 years old 18% (n = 126) were 
40–49 years old 21% (n = 147) were 50–59 years old and 26% 
(n = 182) were 60–74 years old.

Table 2  Question categories in the online survey, its source/description, descriptive results and Cronbach’s α values

1  = questions before stimulus application; 2 = questions after stimulus application

question category source/description descriptives; M (SD) or frequencies Cronbach’s α

gender 1 female, male M = 1.5 (0.50)
education 1 low, intermediate, higher educational 

qualification
low: n = 239; intermediate; n = 224; high: 

n = 237
age 1 in years M = 46.9 (15.4)
previous attitude to relevant myth (t1) 1 5-point scale (1 = do not agree with the 

statement; 5 = agree with the statement); 
randomised

belief, behaviour and feeling (t1; see 
Table 3)

duration of article viewing in seconds article nose myth: M = 83 (80); article eye 
myth: M = 99 (135); article alcohol myth: 
M = 94 (127); article finger myth: M = 82 
(144)

credibility of the perceived article 2 5 items of the credibility scale of Roberts 
(2010); semantic differential; ran-
domised; 5-point scale: (1 = not credible; 
5 = credible)

article nose myth: M = 3.5 (0.8); .85
article eye myth: M = 3.7 (0.8); .89
article alcohol myth: M = 3.6 (0.8); .88
article finger myth: M = 3.6 (0.9) .88

source of myth beliefs 2 multiple answers allowed; closed-ended 
question

post attitude to relevant myth (t2) 2 5-point scale (1 = do not agree with the 
statement; 5 = agree with the statement); 
randomised

belief, future behaviour and feeling (t2; see 
Table 3)

uncertainty: alcohol myth: M = 2.7 (1.3); 
nose myth: M = 3.0 (1.3); eye myth: 
M = 2.7 (1.2); finger myth M = 2.7 (1.3)

scepticism 2 18 items of the scepticism scale of Hussin 
and Iskandar (2015); item selection: 3 
items per factor with the highest factor 
load; 5-point scale; scale: (1 = sceptical; 
5 = not sceptical)

M = 2.7 (0.6) .83

survey duration 2 in seconds M = 1013 (780)
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Results

The whole survey lasted an average of 17 min. The articles 
were viewed for a similar period: the nose myth was 83 s, 
the eye myth 99 s, the alcohol myth 94 s and the finger myth 
finger 82 s.

Paired-samples t-tests showed highly significant mean 
differences (p < .001) between the pairs belief t1 and t2, 
(future) behaviour t1 and t2 and feeling t1and t2 for all myths 
(Table 3). To measure the debunking effects of the different 
myths more precisely, we calculated repeated measures anal-
yses of covariance (ANCOVAs) for the variables belief t1 
and t2, (future) behaviour t1 and t2 and feeling t1and t2 for 
all myths (Table 4) with the fixed between-subjects factor of 
the different visual experimental conditions. Strong debunk-
ing effects can be seen for the belief in all four myths. When 
it comes to the influence on behaviour, there is a weak effect 
for the nose myth, a very weak effect for the alcohol and 
finger myths and a strong effect for the eye myth. Regarding 
the debunking effect on feelings, significant influences are 
shown for the nose and alcohol myths, but these are very 

weak. For the finger myth, the effect is weak. Regarding 
the eye myth, there is a medium strong debunking effect. 
All effects are independent of the visualisation. Overall, the 
strongest debunking effect can be seen for belief, with less 
strong effects on (future) behaviour and feelings regarding 
the different myths.

Backfire effects may occur when debunking myths, as 
described in section 3. Thus, if the belief in a myth increased 
after correction, this can be considered a backfire effect. On 
the scale of 1 to 5, the belief in a myth mostly increased by 
only one scale point (Table 5). Thus, the backfire effects 
were rather weak. In this study, these effects were found 
in (only) one in 10 persons. When backfire effects were 
observed, it was investigated which person and stimulus 
variables supported them. For all myths, the beliefs t1 
were shown to be relevant variables (nose myth t(38) = 3.9, 
p <  .001; eye myth t(298) = 4.2, p <  .001; alcohol myth 
t(33) = 2.6, p < .05; finger myth t(45) = 3.8, p < .001). How-
ever, the beliefs t1 were surprisingly less pronounced for the 
debunking effect cases for all myths (that is, more moder-
ate). For the eye myth, age was also shown to be influential 

Table 3  Previous attitude and subsequent attitude about relevant health myth grouped by myth and visual experimental condition

5-point scale (1 = do not agree at all; 5 = agree completely)

previous attitude about relevant health myth (t1) subsequent attitude about relevant health myth (t2)

belief in 
myth t1; 
M

behaviour accord-
ing to the myth 
t1; M

feeling according 
to the myth t1; M

belief in 
myth t2; 
M

future behaviour 
according to the myth 
t2; M

feeling according 
to the myth t2; M

nose myth 3.70 3.12 3.00 2.76 2.41 2.67
alcohol myth 3.45 2.28 2.63 2.51 1.97 2.35
eye myth 3.95 3.72 3.45 2.72 2.52 2.65
finger myth 3.62 3.07 3.22 2.56 2.64 2.62

nose myth no image 3.65 3.22 3.13 2.76 2.41 2.81
machine-technical 

image
3.58 3.04 2.86 2.84 2.32 2.55

expert image 3.79 3.36 3.00 2.74 2.45 2.68
diagram 3.81 2.85 2.85 2.69 2.48 2.64

alcohol myth no image 3.51 2.38 2.78 2.43 1.87 2.33
machine-technical 

image
3.38 2.08 2.42 2.43 1.82 2.14

expert image 3.41 2.13 2.56 2.39 1.91 2.24
diagram 3.50 2.54 2.79 2.76 2.28 2.69

eye myth no image 3.95 3.76 3.47 2.74 2.49 2.74
machine-technical 

image
3.88 3.51 3.45 2.74 2.50 2.64

expert image 4.04 3.83 3.66 2.58 2.56 2.48
diagram 3.92 3.77 3.23 2.81 2.52 2.76

finger myth no image 3.67 3.16 3.26 2.68 2.74 2.80
machine-technical 

image
3.59 2.84 3.00 2.42 2.53 2.45

expert image 3.55 2.98 3.25 2.64 2.75 2.70
diagram 3.68 3.31 3.38 2.50 2.53 2.53
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(t(298) = −2.3, p < .05). Older persons were more likely to 
be subject to a backfire effect.

If the difference in number between belief t1 and t2 
is calculated as a variable, significant correlations of the 
change are observed with mean strength. For all myths, the 
belief change correlates with the credibility attributed to the 
respective debunking article (nose myth rSp = .34, p < .001; 
eye myth rSp  = .35, p <  .001; alcohol myth rSp  = .38, 
p < .001; finger myth rSp = .35, p < .001). The more cred-
ible a debunking article is judged, the greater the recipients’ 
intended belief change. A significant correlation with low 
strength of the eye (rSp = .19, p < .01), alcohol (rSp = .15, 
p < .05) and finger (rSp = .16, p < .01) myths was also found 
with the duration in which the respective debunking articles 
were viewed. The longer a recipient viewed a debunking 
article, the greater the intended belief change.

If we include all covariates in the calculated ANCOVAs, 
for the nose myth, the credibility of the article content (F(1 
223) = 23.9, p < .001, partial η2 = .097; f = 0.09) and the 
scepticism of the respondents (F(1 223) = 8.8, p < .001, par-
tial η2 = .038; f = 0.04) have a significant interaction effect 
on debunking but with very small effect size. The same is 
true for the variable credibility of the article content about 
the eye myth (F(1 253) = 24.0, p < .001, partial η2 = .087; 
f = 0.09) and the alcohol myth (F(1 236) = 21.8, p < .001, 
partial η2 = .085; f = 0.09). For the finger myth, the same 

appears for credibility of the article content (F(1 234) = 18.0, 
p < .001, partial η2 = .071; f = 0.07) and duration of article 
viewing (F(1 234) = 5.6, p < .05, partial η2 = .023; f = 0.02). 
Neither duration of article viewing for the finger myth nor 
scepticism for the nose myth show significant correlations 
with the output variable. Taking all myths together, it is evi-
dent in the one-way analysis of variance (ANOVA) that only 
the credibility of the article content is generally a significant 
covariate with respect to the belief in a myth at the time t2, 
but this has a small effect size (F(1 1118) = 149.9, p < .001, 
partial η2 = .117; f = 0.12). Even recipients’ scepticism 
had no significant influence on the corrective effectiveness 
of the debunking texts. As also indicated in Table 2: The 
respondents’ scepticism was in the middle range. There was 
no direct connection between scepticism and prior beliefs t1 
to the relevant health myths.

Taking all myths together, it is evident that no significant 
correlations can be found between the credibility attributed 
to a debunking article’s content and the image type used or 
the belief in a myth at time t2; the variable credibility of the 
article content is independent. The more credible a debunk-
ing text is for a recipient, the more corrective effectiveness 
it had.

Respondents rated the credibility of the online articles 
as rather credible. The attributed credibility did not differ 
significantly in terms of the different image types for all 

Table 4  Repeated measures ANCOVAs

Requirements for the calculations of a repeated measures ANCOVA are given for all analyses; normal distribution of the dependent variables is 
given; the box tests for equality of the covariance matrices in the analyses are always not significant; sphericity is assumed for all analysis
1 Between-subjects factor was the visual experimental condition and in each case not significant

variables1 belief t1 and t2 variables1 (future) behaviour t1 and t2 variables1 feeling t1and t2

nose myth;
n = 275

F(1 271) = 169.1, p < .001, partial η2 = .384; f = 0.49 F(1 271) = 64.4, p < .001,
partial η2 = .192; f = 0.21

F(1 271) = 11.3, p < .001,
partial η2 = .040; f = 0.04

eye myth;
n = 277

F(1 296) = 284.0, p < .001, partial η2 = .490; f = 0.69 F(1 269) = 205.4, p < .001,
partial η2 = .410; f = 0.53.

F(1 269) = 85.5, p < .001,
partial η2 = .224; f = 0.25

alcohol myth;
n = 274

F(1 273) = 182.6, p < .001, partial η2 = .401; f = 0.52 F(1 273) = 24.8, p < .001,
partial η2 = .083; f = 0.09.

F(1 273) = 19.3, p < .001,
partial η2 = .066; f = 0.07

finger myth;
n = 300

F(1 270) = 181.9, p < .001, partial η2 = .403; f = 0.52 F(1 270) = 22.9, p < .001,
partial η2 = .078; f = 0.08.

F(1 270) = 53.3, p < .001,
partial η2 = .165; f = 0.18

Table 5  Backfire effects change in belief (scale 1–5) nose myth
n (%)

eye myth
n (%)

alcohol myth
n (%)

finger myth
n (%)

−4 5 (1.8) 14 (4.7) 3 (1.1) 8 (2.9)
−3 26 (9.5) 26 (8.7) 17 (6.1) 20 (7.3)
−2 54 (19.6) 84 (28.0) 82 (29.6) 86 (31.4)
−1 81 (29.5) 94 (31.3) 60 (21.7) 63 (23.0)
0 84 (30.5) 59 (19.7) 92 (33.2) 69 (25.2)
+1 ≙ backfire effect 22 (8.0) 18 (6.0) 20 (7.2) 20 (7.3)
+2 ≙ backfire effect 3 (1.1) 5 (1.7) 3 (1.1) 8 (2.9)
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myths. The articles were judged to be equally rather credible 
(see Table 2). Mediation analyses according to Hayes (2017) 
were calculated for each health myth. For all four health 
myths, there was no significant mediation of credibility in 
the effect of the picture types on the change in beliefs of the 
recipients. Only the direct effect of attributed credibility on 
belief change was significant. All other direct and indirect 
effects were not significant. Attributed credibility does influ-
ence the effectiveness of debunking, but image types do not 
significantly influence the attributed credibility and belief 
change. Overall, there is evidence to support hypothesis 1: 
the more credible a debunking text is for a recipient, the 
more corrective effectiveness it had.

By means of t-tests with independent samples, we calcu-
lated for each myth whether the image type has an influence 
on belief t2, future behaviour t2, or feeling t2. There were 
no significant differences between the different image types. 
Even if the image type is defined as a dummy variable (with 
image vs. without image), no significant differences were 
found. Thus, the results confirm the findings of the ANCO-
VAs with repeated measurement that the image type was not 
a decisive factor in this investigation. The texts worked well 
as debunking tools with and without images. Hypothesis 2 
must be rejected: The corrective messages do not differ in 
their persuasive effects depending on the image types used.

Discussion

In times of fake news and conspiracy theories, which are 
rampant on the internet, it is important for a well-informed 
society to strengthen social trust in facts and science in 
general. By identifying debunking strategies for mis- and 
disinformation, we can disseminate correct (health) infor-
mation, prevent the spread of more misinformation and help 
people to better understand why and when they can trust 
scientific advice. In addition, knowing debunking practices 
specifically related to health issues will, at best, result in 
less money spent on dubious medical treatments and more 
confidence in effective, evidence-based treatments (Betsch 
and Sachse 2013). The results also contribute to the still 
relatively unexplored field of research on visual persuasion 
(Pandey et al. 2014), especially in the debunking context and 
the context of pre-existing beliefs.

The results of this study can show, among other things, 
that receiving an online news article that refutes a wide-
spread health myth with or without an image can signifi-
cantly change the recipient’s beliefs toward this myth. 
This finding is consistent with meta-analyses by Blank and 
Launay (2014), Walter and Murphy (2018) and Walter and 
Tukachinsky (2019), which showed that corrective messages 
can significantly reduce belief in misinformation and there-
fore presenting them is usually advantageous if the message 

is appropriately designed. The debunking articles were 
designed according to the correction recommendations of 
Cook and Lewandowsky (2011), Ecker et al. (2015), Lewan-
dowsky et al. (2012); Pandey et al. (2014) and Swire and 
Ecker (2018). The debunking went very well, despite the 
poor conditions: correction of real-world misinformation is 
challenging, the myths were mostly attributed to a credible 
source, the misinformation was repeated multiple times prior 
to correction and there was a time lag between the delivery 
of the myth and the correction (Walter and Murphy 2018; 
Walter and Tukachinsky 2019).

Our study did not show an increased persuasion power 
through images. This result does not correspond with the 
assumptions and investigations of, for example, Holicki 
(1993), Houts et al. (2006) and Nyhan und Reifler (2019). 
Further, the results did not provide scientific evidence for 
the assumption that the persuasion power of the different 
image types differs in the correction of health myths. This 
contradicts the findings of McCabe and Castel (2008) and 
Kessler et al. (2016). Research on misinformation shows 
that illustrated articles with misinformation are considered 
as more credible than text-only stimuli (Dan 2021; Smelter 
and Calvillo 2020). We were unable to demonstrate this for 
debunking texts in this study. One possible explanation: the 
debunking texts were so well and unambiguously formu-
lated that the evidence power of the images had no further 
influence on the attitude changes. Perhaps the debunking 
texts themselves were so effective, because they are based 
on the latest research findings, that the recipients simply 
did not care what picture was shown. In contrast to previous 
studies that found significant differences, in this investiga-
tion, the article content itself was not as controversial as in 
Kessler et al. (2016) and no first-time information was con-
veyed about a topic on which the recipient had no opinion, 
as in McCabe and Castel (2008). Further research on when 
images generate evidence and persuasively affect settings is 
needed here.

The extent to which the correction articles worked with 
or without an image also depended on the article’s attributed 
credibility. There was a significant influence of credibility on 
belief change, with a higher credibility based on a stronger 
belief change. The actual potential for effect arose through 
the complex interrelation between the stimulus and the 
recipient variables. The attributed credibility of a message 
was a decisive influencing variable (as suspected, according 
to O’Keefe 2002; Pornpitakpan 2004). For scepticism, no 
influence on belief change could be found, which contradicts 
the results and assumptions of DiFonzo et al. (2016), Lewan-
dowsky et al. (2012) and Swire and Ecker, 2018.

The backfire effects found in this study can be justified 
by neither a stronger prior belief nor other personal and 
stimulus characteristics, which contradicts the assumptions 
of Lodge and Taber (2000), Hart and Nisbet (2012) and 
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Nyhan and Reifler (2014). Thus, these are presumably not 
worldview backfire effects. Since the selected health myths 
are so fluent and familiar, it can be assumed that they result 
from familiarity backfire effects (Berinsky 2017; Cook and 
Lewandowsky 2011; Lewandowsky et al. 2012). There are 
some studies showing that the backfire effect increases over 
time (e.g., Peter and Koch 2016). Future studies should con-
sider such long-term effects.

The interpretation of the results and the associated valid-
ity of the experiment are subject to certain methodological 
limitations. Thus, the experiment may suffer from reactivity 
and lack of standardisability due to its artificial interview 
situation. Interference variables, such as the test subjects’ 
attention and distraction, are difficult to control in web sur-
veys. In addition, participants may respond in a socially 
desirable way or try to present themselves in a good light 
because of the transparent query about their conscious, ver-
balisable attitudes. The debunking stimuli were artificially 
created, which may limit their external validity and gener-
alisability. Further, we do not know whether there might be 
different persuasive effects of the image types for less good 
created debunking texts. We cannot make any statements 
on which precise point in the debunking texts promotes the 
effective debunking, either. Even with the minimum dwell 
time, we do not know whether the recipients attentively read 
the articles and images or observed the pictures. Here, eye 
tracking studies could generate deeper insight and be used to 
check how long and in what detail the text and image of the 
correction message are viewed and whether the viewing time 
differs between the different image types. Future research 
should also carry out a further attitude measurement after 
a certain period and not only directly measure the attitudes 
after article reception, to be able to (better) measure the con-
tinuous influencing effect (Walter and Tukachinsky 2019).

Despite these limitations, the results of this study offer 
an optimistic outlook on the correction of health-related 
misinformation and especially health myths. In the current 
era, with extensive discussion about a post-truth society and 
fake news, this work can offer insight into why and how 
people change their beliefs (or not) and how beliefs in health 
myths can be reduced. While it is imperative to address the 
influence of misinformation, research also finds that poorly 
designed interventions can be ineffective or counterproduc-
tive (Cook 2019). The understanding of how different evi-
dence representations and images work and which factors 
and processes influence (visual) persuasion and the refuta-
tion of misinformation can be used by journalists, scientists, 
doctors and many other actors for efficient (online) commu-
nication. Thus, the findings can be applied not only in the 
field of health communication but to effectively counteract 
misinformation, myths, or fake news on the Internet in gen-
eral to avoid potential negative social or individual effects 
as much as possible.

Supplementary Information The online version contains supplemen-
tary material available at https:// doi. org/ 10. 1007/ s10389- 022- 01694-3.

Authors’ contributions Both authors contributed to the study. The first 
author with the main part of the work (raising funds, calculations, writ-
ing up the study). Ms. Bachmann mainly prepared the stimuli material 
and the questionnaire for the study.

Funding Open access funding provided by University of Zurich. This 
work was supported by the German Society for Online Research under 
Grant Online Research Support Fund 2019.

Stimulus material and data availability The study material (stimuli) is 
supplied in the supplemental material to the study. The authors confrm 
that all relevantdata are included in the article.

Code availability Code available on request from the correspondingauthor.

Declarations 

Conflict of interest The authors have no conflicts of interest to declare.

Ethical statement The project was approved by the ethics committee 
of the first author’s University.

Ethics approval The study has received ethics approval from the Philo-
sophical Faculty of the University of Zurich.

Consent to participate In accordance with the ethics guidelines, con-
sent to participate was obtained from the participants in the survey.

Consent for publication We give consent to the publication of the study 
and the supplemental material of us.

Open Access This article is licensed under a Creative Commons Attri-
bution 4.0 International License, which permits use, sharing, adapta-
tion, distribution and reproduction in any medium or format, as long 
as you give appropriate credit to the original author(s) and the source, 
provide a link to the Creative Commons licence, and indicate if changes 
were made. The images or other third party material in this article are 
included in the article's Creative Commons licence, unless indicated 
otherwise in a credit line to the material. If material is not included in 
the article's Creative Commons licence and your intended use is not 
permitted by statutory regulation or exceeds the permitted use, you will 
need to obtain permission directly from the copyright holder. To view a 
copy of this licence, visit http:// creat iveco mmons. org/ licen ses/ by/4. 0/.

References

Anderson CA (2008) Belief perseverance. In: Baumeister R, Vohs 
KD (eds) Encyclopedia of social psychology. Sage, Thousand 
Oaks

Arif N, Al-Jefri M, Bizzi IH, Perano GB, Goldman M, Haq I et al 
(2018) Fake news or weak science? Visibility and characteriza-
tion of anti-vaccine webpages returned by Google in different 
languages and countries. Front Immunol 9:1215. https:// doi. org/ 
10. 3389/ fimmu. 2018. 01215

Arsenault DJ, Smith LD, Beauchamp EA (2006) Visual inscriptions 
in the scientific hierarchy: mapping the treasures of science. Sci 
Commun 27(3):376–428. https:// doi. org/ 10. 1177/ 10755 47005 
285030

1833Journal of Public Health (2022) 30:1823–1835

https://doi.org/10.1007/s10389-022-01694-3
http://creativecommons.org/licenses/by/4.0/
https://doi.org/10.3389/fimmu.2018.01215
https://doi.org/10.3389/fimmu.2018.01215
https://doi.org/10.1177/1075547005285030
https://doi.org/10.1177/1075547005285030


1 3

Bentele G (1988) Der Faktor Glaubwürdigkeit [the credibility factor.]. 
Publizistik 33:406–426

Betsch C, Sachse K (2013) Debunking vaccination myths: strong risk 
negations can increase perceived vaccination risks. Health Psy-
chol 32(2):146–155. https:// doi. org/ 10. 1037/ a0027 387

Bettinghaus EP, Cody MJ (1987) Persuasive communication. Holt, 
Rinehart &Winston: New York

Berinsky AJ (2017) Rumors and health care reform: experiments in 
political misinformation. Br J Polit Sci 47(2):241–262. https:// 
doi. org/ 10. 1017/ S0007 12341 50001 86

Blank H, Launay C (2014) How to protect eyewitness memory against 
the misinformation effect: a meta-analysis of post-warning studies. 
J Appl Res Memory Cognit 3(2):77–88. https:// doi. org/ 10. 1016/j. 
jarmac. 2014. 03. 005

Chan MPS, Jones CR, Hall Jamieson K, Albarracín D (2017) Debunk-
ing: a meta-analysis of the psychological efficacy of messages 
countering misinformation. Psychol Sci 28(11):1531–1546. 
https:// doi. org/ 10. 1177/ 09567 97617 714579

Chigwedere P, Seage GR, Gruskin S, Lee TH, Essex M (2008) Estimat-
ing the lost benefits of antiretroviral drug use in South Africa. J 
Acquir Immune Defic Syndr 49(4):410–415. https:// doi. org/ 10. 
1097/ QAI. 0b013 e3181 8a6cd5

Cook J (2019) Understanding and countering misinformation about 
climate change. In: Chiluwa I, Samoilenko S (eds) Handbook of 
research on deception, fake news and misinformation online. IGI-
Global, Hershey, pp 281–306

Cook J, Lewandowsky S (2011) The debunking handbook. University 
of Queensland, St. Lucia

Cook J, Lewandowsky S (2016) Rational irrationality: modeling cli-
mate change belief polarization using Bayesian networks. Top 
Cogn Sci 8:160–179. https:// doi. org/ 10. 1111/ tops. 12186

Cook J, Lewandowsky S, Ecker UKH (2017) Neutralizing misinfor-
mation through inoculation: exposing misleading argumentation 
techniques reduces their influence. PLoS One 12(5):e0175799. 
https:// doi. org/ 10. 1371/ journ al. pone. 01757 99

Dan V (2021) Von Fehlinformationen lernen. [learning from misinfor-
mation]. Publizistik. https:// doi. org/ 10. 1007/ s11616- 021- 00667-y

DiFonzo N, Beckstead JW, Stupak N, Walders K (2016) Validity 
judgments of rumors heard multiple times: the shape of the truth 
effect. Soc Influ 11(1):22–39. https:// doi. org/ 10. 1080/ 15534 510. 
2015. 11372 24

Dillard JP (2010) Persuasion. In: Berger CR, Roloff ME, Ewoldsen DR 
(eds) The handbook of communication science. Sage, Thousand 
Oaks, pp 203–218

Dixon GN, McKeever BW, Holton AE, Clarke C, Eosco G (2015) 
The power of a picture: overcoming scientific misinformation 
by communicating weight-of-evidence information with visual 
exemplars. J Commun 65(4):639–659. https:// doi. org/ 10. 1111/ 
jcom. 12159

Donovan S, Thompson C (2010) Does an apple a day keep the doctor 
away? And other questions about your health and body. Lerner 
Publishing Group, Minneapolis

Ecker UKH, Lewandowsky S, Tang DT (2011) Explicit warnings 
reduce but do not eliminate the continued influence of misinfor-
mation. Mem Cogn 38(8):1087–1100. https:// doi. org/ 10. 3758/ 
MC. 38.8. 1087

Ecker UKH, Lewandowsky S, Cheung CS, Maybery MT (2015) He did 
it! She did it! No, she did not! Multiple causal explanations and 
the continued influence of misinformation. J Mem Lang 85:101–
115. https:// doi. org/ 10. 1016/j. jml. 2015. 09. 002

Eisend M (2006) Source credibility dimensions in marketing communi-
cation - a generalized solution. J Empir Gen Mark Sci 10(2):1–33

Eurobarometer (2014) Flash Eurobarometer 404, European citizens’ 
digital health literacy. www. ec. europa. eu/ public_ opini on/ flash/ 
fl_ 404_ en. pdf

Festinger L (1957) A theory of cognitive dissonance. Stanford Univer-
sity Press, Stanford

Gigerenzer G, Gaissmaier W, Kurz-Milcke E, Schwartz LM, Woloshin 
S (2007) Helping doctors and patients make sense of health sta-
tistics. Psychological science in the Public Interest 8(2):53–96. 
https:// doi. org/ 10. 1111/j. 1539- 6053. 2008. 00033.x

Hart PS, Nisbet EC (2012) Boomerang effects in science communica-
tion: how motivated reasoning and identity cues amplify opinion 
polarization about climate mitigation policies. Communication 
research 39(6):701–723. 10. 1177% 2F009 36502 11416 646

Hayes AF (2017) PROCESS. https:// www. proce ssmac ro. org/ downl 
oad. html

Heinrich H, Goetze O, Menne D, Iten PX, Fruehauf H, Vavricka SR 
et al (2010) Effect on gastric function and symptoms of drinking 
wine, black tea, or schnapps with a Swiss cheese fondue: ran-
domised controlled crossover trial. BMJ 341:c6731. https:// doi. 
org/ 10. 1136/ bmj. c6731

Holicki S (1993) Pressefoto und Pressetext im Wirkungsvergleich. Eine 
experimentelle Untersuchung am Beispiel von Politikerdarstel-
lungen [press photo and press text in the impact comparison. An 
experimental study on the example of political representations]. 
Fischer, München

Houts PS, Doak CC, Doak LG, Loscalzo MJ (2006) The role of pic-
tures in improving health communication: a review of research 
on attention, comprehension, recall and adherence. Patient Educ 
Couns 61(2):173–190. https:// doi. org/ 10. 1016/j. pec. 2005. 05. 004

Hussin SAHS, Iskandar TM (2015) Re-validation of professional skep-
ticism traits. Procedia Economics and Finance 28:68–75. https:// 
doi. org/ 10. 1016/ S2212- 5671(15) 01083-7

Isberner MB, Richter T, Maier J, Knuth-Herzig K, Horz H, Schnotz W 
(2013) Comprehending conflicting science-related texts: graphs 
as plausibility cues. Instr Sci 41(5):849–872. https:// doi. org/ 10. 
1007/ s11251- 012- 9261-2

Johnson HM, Seifert CM (1994) Sources of the continued influence 
effect: when misinformation in memory affects later inferences. 
J Exp Psychol 20(6):1420–1436 https:// psycn et. apa. org/ doi/ 10. 
1037/ 0278- 7393. 20.6. 1420

Kapoor PS, Jayasimha KR, Sadh A, Gunta S (2020) eWOM via social 
networking site: source versus message credibility. Intl J Internet 
Market Adver 14(1):19–47. https:// doi. org/ 10. 1504/ IJIMA. 2020. 
106043

Kessler SH, Reifegerste D, Guenther L (2016) Die Evidenzkraft von 
Bildern in der Wissenschaftskommunikation [the evidential power 
of images in science communication]. In: Ruhrmann G, Kessler 
SH, Guenther L (eds) Wissenschaftskommunikation zwischen 
Risiko und (Un)Sicherheit [Science communication between risk 
and (un)certainty]. Herbert von Halem, Köln, pp 171–192

Kraft PW, Lodge M, Taber CS (2015) Why people “don’t trust the evi-
dence” motivated reasoning and scientific beliefs. The ANNALS of 
the American Academy of political and social science 658(1):121–
133. 10. 1177% 2F000 27162 14554 758

Kruglanski AW, Stroebe W (2008) The influence of beliefs and goals 
on attitude: issues of structure, function and dynamics. In: Crano 
WD, Prislin R (eds) Attitudes and attitude change. Psychology 
Press, New York, pp 261–286

Lewandowsky S, Cook J, Schmid P, Holford DL, Finn A, … Vraga 
EK (2021) The COVID-19 vaccine communication handbook. A 
practical guide for improving vaccine communication and fighting 
misinformation. https:// sks. to/ c19vax

Lewandowsky S, Ecker UKH, Seifert CM, Schwarz N, Cook J (2012) 
Misinformation and its correction: continued influence and suc-
cessful debiasing. Psychological science in the public interest 
13(3): 106–131. 10. 1177% 2F152 91006 12451 018

Lodge M, Taber CS (2000) Three steps toward a theory of motivated 
political reasoning. In: Lupia A, McCubbins MD, Popkin SL (eds) 
Elements of reason: understanding and expanding the limits of 

1834 Journal of Public Health (2022) 30:1823–1835

https://doi.org/10.1037/a0027387
https://doi.org/10.1017/S0007123415000186
https://doi.org/10.1017/S0007123415000186
https://doi.org/10.1016/j.jarmac.2014.03.005
https://doi.org/10.1016/j.jarmac.2014.03.005
https://doi.org/10.1177/0956797617714579
https://doi.org/10.1097/QAI.0b013e31818a6cd5
https://doi.org/10.1097/QAI.0b013e31818a6cd5
https://doi.org/10.1111/tops.12186
https://doi.org/10.1371/journal.pone.0175799
https://doi.org/10.1007/s11616-021-00667-y
https://doi.org/10.1080/15534510.2015.1137224
https://doi.org/10.1080/15534510.2015.1137224
https://doi.org/10.1111/jcom.12159
https://doi.org/10.1111/jcom.12159
https://doi.org/10.3758/MC.38.8.1087
https://doi.org/10.3758/MC.38.8.1087
https://doi.org/10.1016/j.jml.2015.09.002
http://www.ec.europa.eu/public_opinion/flash/fl_404_en.pdf
http://www.ec.europa.eu/public_opinion/flash/fl_404_en.pdf
https://doi.org/10.1111/j.1539-6053.2008.00033.x
https://doi.org/10.1177/0093650211416646
https://www.processmacro.org/download.html
https://www.processmacro.org/download.html
https://doi.org/10.1136/bmj.c6731
https://doi.org/10.1136/bmj.c6731
https://doi.org/10.1016/j.pec.2005.05.004
https://doi.org/10.1016/S2212-5671(15)01083-7
https://doi.org/10.1016/S2212-5671(15)01083-7
https://doi.org/10.1007/s11251-012-9261-2
https://doi.org/10.1007/s11251-012-9261-2
http://dx.doi.org/10.1037/0278-7393.20.6.1420
http://dx.doi.org/10.1037/0278-7393.20.6.1420
https://doi.org/10.1504/IJIMA.2020.106043
https://doi.org/10.1504/IJIMA.2020.106043
https://doi.org/10.1177/0002716214554758
https://sks.to/c19vax
https://doi.org/10.1177/1529100612451018


1 3

political rationality. Cambridge University Press, London, pp 
183–213

Lohoff M (2008) Wissenschaft im Bild. Performative Aspekte des 
Bildes in Prozessen wissenschaftlicher Erkenntnisgewinnung 
und -vermittlung [science in the picture. Performative aspects of 
the image in processes of scientific knowledge acquisition and 
transmission]. RWTH, Aachen

Madden K, Nan X, Briones R, Waks L (2012) Sorting through search 
results: a content analysis of HPV vaccine information online. 
Vaccine 30(25):3741–3746. https:// doi. org/ 10. 1016/j. vacci ne. 
2011. 10. 025

McCabe DP, Castel AD (2008) Seeing is believing: the effect of 
brain images on judgments of scientific reasoning. Cognition 
107(1):343–252. https:// doi. org/ 10. 1016/j. cogni tion. 2007. 07. 017

Northwell Health (2017) grandparents who practice outdated health 
myths may pose safety threat on grandchildren. ScienceDaily. 
www. scien cedai ly. com/ relea ses/ 2017/ 05/ 17050 40830 52. htm

Nyhan B, Reifler J (2010) When corrections fail: the persistence of 
political misperceptions. Political Behaviour 32(2):303–330. 
https:// doi. org/ 10. 1007/ s11109- 010- 9112-2

Nyhan B, Reifler J (2014) Does correcting myths about the flu vac-
cine work? An experimental evaluation of the effects of corrective 
information. Vaccine 33(3):459–464. https:// doi. org/ 10. 1016/j. 
vacci ne. 2014. 11. 017

Nyhan B, Reifler J (2019) The roles of information deficits and identity 
threat in the prevalence of misperceptions. J Elect Pub Opin Part 
29(2):222–244. https:// doi. org/ 10. 1080/ 17457 289. 2018. 14650 61

O’Keefe DJ (2002) Persuasion: theory and research. Sage Publications, 
Thousand Oaks

Ortega-Sanchez IR, Vijayaraghavan M, Barskey AE, Wallace GS 
(2014) The economic burden of sixteen measles outbreaks 
on United States public health departments in 2011. Vaccine 
32(11):1311–1317. https:// doi. org/ 10. 1016/j. vacci ne. 2013. 10. 012

Pandey AV, Manivannan A, Nov O, Satterthwaite M, Bertini M (2014) 
The persuasive power of data visualization. IEEE Trans Visual 
Comput Graph 20(12):2211–2220. https:// doi. org/ 10. 1109/ TVCG. 
2014. 23464 19

Perloff RM (2017) The dynamics of persuasion. Routledge, New York
Peter C, Koch T (2016) When debunking scientific myths fails (and 

when it does not): the backfire effect in the context of journalistic 
coverage and immediate judgments as prevention strategy. Sci 
Commun 38(1) :3–25. 10. 1177% 2F107 55470 15613 523

Pías-Peleteiro L, Cortés-Bordoy J, Martinón-Torres F (2013) Dr 
Google: what about the human papillomavirus vaccine? Human 
Vacc Immunother 9(8):1712–1719. https:// doi. org/ 10. 4161/ hv. 
25057

Pluviano S, Watt C, Della Sala S (2017) Misinformation lingers in 
memory: failure of three pro-vaccination strategies. PLoS One 
12(7):e0181640. https:// doi. org/ 10. 1371/ journ al. pone. 01816 40

Pohl R, Pohl RF (2004) Cognitive illusions: a handbook on fallacies 
and biases in thinking, judgement and memory. Psychology Press, 
Brighton

Poland GA, Spier R (2010) Fear, misinformation and innumerates: 
how the Wakefield paper, the press and advocacy groups damaged 
the public health. Vaccine 28(12):2361–2362. https:// doi. org/ 10. 
1016/j. vacci ne. 2010. 02. 052

Pornpitakpan C (2004) The persuasiveness of source credibility: a 
critical review of five decades' evidence. J Appl Soc Psychol 
34(2):243–281. https:// doi. org/ 10. 1111/j. 1559- 1816. 2004. tb025 
47.x

Reinhard MA, Sporer SL (2010) Content versus source cue information 
as a basis for credibility judgments: the impact of task involve-
ment. Soc Psychol 41:93–104. https:// doi. org/ 10. 1027/ 1864- 9335/ 
a0000 14

Robert Koch Institute (2018) Aktuelle Epidemiologie der Masern in 
Deutschland [current epidemiology of measles in Germany]. Epi-
demiologisches Bulletin 33

Roberts C (2010) Correlations among variables in message and 
messenger credibility scales. American Behavioural Scientist 
54(1):43–56. 10. 1177% 2F000 27642 10376 310

Schweiger W (1998) Wer glaubt dem world wide web. Ein experiment 
zur Glaubwürdigkeit von Nachrichten in Tageszeitungen und im 
world wide web [who believes the world wide web. An experi-
ment on the credibility of news in daily newspapers and on the 
world wide wide web.] In Rössler P (eds) Online-Kommunikation. 
Beiträge zur Nutzung und Wirkung [Online communication. Con-
tributions to use and impact]. Opladen, Wiesbaden, pp. 123–145

Scullard P, Peacock C, Davies P (2010) Googling children’s health: 
reliability of medical advice on the internet. Arch Dis Child 
95(8):580–582. https:// doi. org/ 10. 1136/ adc. 2009. 168856

Shmerling R (2019) Ditch the gluten, improve your health? Harvard 
Health. www. health. harva rd. edu/ stayi ng- healt hy/ ditch- the- gluten- 
impro ve- your- health

Simon FM, Camargo CQ (2021) Autopsy of a metaphor: The origins, 
use and blind spots of the ‘infodemic.’ New Media Soc https:// 
doi. org/ 10. 1177/ 14614 44821 10319 08

Smelter TJ, Calvillo DP (2020) Pictures and repeated exposure increase 
perceived accuracy of news headlines. Appl Cogn Psychol 
34(5):1061–1071. https:// doi. org/ 10. 1002/ acp. 3684

Smith MJ, Ellenberg SS, Bell LM, Rubin DM (2008) Media coverage 
of the measles-mumps-rubella vaccine and autism controversy 
and its relationship to MMR immunization rates in the United 
States. Pediatrics 121(4):e836–e843. https:// doi. org/ 10. 1542/ peds. 
2007- 1760

Swire B, Ecker UKH (2018) Misinformation and its correction: cogni-
tive mechanisms and recommendations for mass communication. 
In: Southwell B, Thorson E, Sheble L (eds) Misinformation and 
mass audiences. University Texas, Austin, pp 195–211

Tsfati Y, Cappella JN (2005) Why do people watch news they do not 
trust? The need for cognition as a moderator in the association 
between news media skepticism and exposure. Media Psychol 
7(3):251–271. https:// doi. org/ 10. 1207/ S1532 785XM EP0703_2

Valentini C (2018) Credibility. In: Heath RL, Johansen W (eds) Inter-
national encyclopedia of strategic communication. Wiley-Black-
well, Hoboken. https:// doi. org/ 10. 1002/ 97811 19010 722. iesc0 053

Vreeman RC, Carroll AE (2007) Medical myths. BMJ 335(7633):1288–
1289. https:// doi. org/ 10. 1136/ bmj. 39420. 420370. 25

Walter N, Murphy ST (2018) How to unring the bell: a meta-analytic 
approach to correction of misinformation. Commun Monogr 
85(3):423–441. https:// doi. org/ 10. 1080/ 03637 751. 2018. 14675 64

Walter N, Tukachinsky R (2019) A meta-analytic examination of the 
continued influence of misinformation in the face of correction: 
how powerful is it, why does it happen and how to stop it? Com-
munication research 47(2):155–177. 10. 1177% 2F009 36502 19854 
600

World Health Organization [WHO] (2020) Working together to tackle 
the infodemic. https:// www. euro. who. int/ en/ health- topics/ health- 
emerg encies/ coron avirus- covid- 19/ news/ news/ 2020/6/ worki ng- 
toget her- to- tackle- the- infod emic

Wyer RS, Albarracín D (2005) Belief formation, organization and 
change: cognitive and motivational influences. In: Albarracín D, 
Johnson BT, Zanna MP (eds) The handbook of attitudes. Erlbaum, 
Mahwah, pp 273–322

Publisher’s note Springer Nature remains neutral with regard to 
jurisdictional claims in published maps and institutional affiliations.

1835Journal of Public Health (2022) 30:1823–1835

https://doi.org/10.1016/j.vaccine.2011.10.025
https://doi.org/10.1016/j.vaccine.2011.10.025
https://doi.org/10.1016/j.cognition.2007.07.017
http://www.sciencedaily.com/releases/2017/05/170504083052.htm
https://doi.org/10.1007/s11109-010-9112-2
https://doi.org/10.1016/j.vaccine.2014.11.017
https://doi.org/10.1016/j.vaccine.2014.11.017
https://doi.org/10.1080/17457289.2018.1465061
https://doi.org/10.1016/j.vaccine.2013.10.012
https://doi.org/10.1109/TVCG.2014.2346419
https://doi.org/10.1109/TVCG.2014.2346419
https://doi.org/10.1177/1075547015613523
https://doi.org/10.4161/hv.25057
https://doi.org/10.4161/hv.25057
https://doi.org/10.1371/journal.pone.0181640
https://doi.org/10.1016/j.vaccine.2010.02.052
https://doi.org/10.1016/j.vaccine.2010.02.052
https://doi.org/10.1111/j.1559-1816.2004.tb02547.x
https://doi.org/10.1111/j.1559-1816.2004.tb02547.x
https://doi.org/10.1027/1864-9335/a000014
https://doi.org/10.1027/1864-9335/a000014
https://doi.org/10.1177/0002764210376310
https://doi.org/10.1136/adc.2009.168856
http://www.health.harvard.edu/staying-healthy/ditch-the-gluten-improve-your-health
http://www.health.harvard.edu/staying-healthy/ditch-the-gluten-improve-your-health
https://doi.org/10.1177/14614448211031908
https://doi.org/10.1177/14614448211031908
https://doi.org/10.1002/acp.3684
https://doi.org/10.1542/peds.2007-1760
https://doi.org/10.1542/peds.2007-1760
https://doi.org/10.1207/S1532785XMEP0703_2
https://doi.org/10.1002/9781119010722.iesc0053
https://doi.org/10.1136/bmj.39420.420370.25
https://doi.org/10.1080/03637751.2018.1467564
https://doi.org/10.1177/0093650219854600
https://doi.org/10.1177/0093650219854600
https://www.euro.who.int/en/health-topics/health-emergencies/coronavirus-covid-19/news/news/2020/6/working-together-to-tackle-the-infodemic
https://www.euro.who.int/en/health-topics/health-emergencies/coronavirus-covid-19/news/news/2020/6/working-together-to-tackle-the-infodemic
https://www.euro.who.int/en/health-topics/health-emergencies/coronavirus-covid-19/news/news/2020/6/working-together-to-tackle-the-infodemic

	Debunking health myths on the internet: the persuasive effect of (visual) online communication
	Abstract
	Aim 
	Subject and methods 
	Results 
	Conclusion 

	Introduction
	Health myths and their distribution on the internet
	Debunking of misinformation beliefs
	Visual health communication and its effects

	Method
	Description of the sample

	Results
	Discussion
	References


