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Abstract

Nowadays, food safety rumors are rampant on social media, leading to cognitive biases in public
health information and affecting social stability and harmony. Analyzing the factors influencing
the willingness to share food safety rumors on social media can provide targeted refutation strat-
egies and achieve efficient refutation effects. This article integrates the S-O-R theoretical model
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and MOA theory to construct a factor model for the willingness to share anti rumor information
related to social media food safety. The structural equation model and AMOS software are used to
verify the proposed hypothesis and analyze the results. The data analysis results show that the
motivation for information exchange has the most significant positive impact on users’ positive
emotions; the motivation for information exchange has a positive impact on users’ perceived use-
fulness; the effect of self-efficacy on users’ willingness to refute rumors and share information is
the weakest; among the two mediating variables of perceived usefulness and positive emotions,
perceived usefulness has a more significant positive impact on users’ willingness to share refuta-
tion information.
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Figure 1. Influencing factors model of sharing willingness of social media food safety rumor information
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Table 1. Sample population statistics
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Figure 2. Path of sharing willingness model of social media food safety rumor information
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Table 3. Structural equation fitting test
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