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 Clickbait is a concept whose research has been increasing since 2018. Four main approaches are 

distinguished: (1) the development of algorithms and programs to detect it, (2) the semantic 
techniques used in headlines and texts, (3) the awakening of curiosity in the audience, and (4) 
the credibility of the headlines. Therefore, the research is proposed as a systematic literature 
review with the objective of analyzing the trends in studies on clickbait in the Scopus and Web 
of Science databases from January 1, 2015, to December 31, 2023. For this, it uses the PRISMA 
declaration as a reference. That is, a simple random sampling technique and bibliographic 
analysis, according to the RSL guidelines. After applying the inclusion criteria, it obtained a final 
sample of 165 studies. Among the main results, it stands out that Europe (n = 77) has the largest 
number of works. Something similar happens with the English language. With 90%, is the one 
with the greatest dissemination. Finally, it established the significant themes, the most 
widespread theories, 11 properties that deepen the four initial approaches, and explain the use 
of the term. That helps to delimit a path for future research. 

Keywords: clickbait, fake news, digital journalism, infodemic 

INTRODUCTION 

Journalism has changed with the development of the Internet and digital applications. At the time, some 
researchers coined the concept of cyberjournalism, which explained journalistic work in this new context 
(Masip et al., 2010; Mitchelstein & Boczkowski, 2009). The work of Salaverría (2019), in the commemoration of 
the 25 years of the birth of the concept of digital journalism, confirms the future perspectives for it. First, the 
use of multimediality, hypertextuality and interactivity. Second, a proliferation of main theories associated 
with network society, liquid modernity, convergence, and transmedia culture. Third, the outstanding 
challenges for digital natives participation, innovation, use of advanced research technologies, etc. 

As in any profession that adapts to technological advancement, digital journalism has challenges that 
involve the ethical behavior of the media, journalists, and audiences (Steensen & Ahva, 2015). This happens 
especially in relation to misinformation, the spread of fake news (Salaverría, 2019), and theories related to 
post-truth (Saquete et al., 2019). Due to the abundance of information in a network society (Castells, 1996), 
whose contents are liquid (Bauman, 2013), convergent and transmedial (Jenkins, 2006), it is difficult to 
distinguish truthful news from misinformation. This situation of uncertainty has been called infodemic 
(Aleixandre-Benavent et al., 2020). 

The proposal by Rastogi and Bansal (2023) stands out to differentiate the concepts of misinformation 
(involuntary errors), disinformation (deliberately manipulated content) and malinformation (publication of 
private information with changes in the context). The researchers explain that within the classification of 
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misinformation are fake news, propaganda, conspiracy theories, hoaxes, biases, rumors, clickbait, and satire. 
This diversity of vices in the information process has a high sociocultural and political impact. In addition to 
the bad decisions due to these practices, freedom of information and freedom of expression are violated. 
Therefore, 88% of people in the world ask for mechanisms to regulate this kind of content on social networks 
(UNESCO, 2023).  

To clearly understand each of these phenomena, it is pertinent to develop studies on each of these 
categories. Precisely, the interest of this research is to analyze the existing knowledge about the concept of 
clickbait. This is not the first proposal that attempts to explore trends in studies on this topic. For example, 
the work of Zuhroh and Rakhmawati (2019) established an ordering of the data available up to the date of its 
publication. It also developed a method to detect clickbait. However, due to the increase in studies on this 
topic in the last five years (2018-2023), it is advisable to establish a new review that addresses the nature of 
the research indexed in Scopus and Web of Science (WoS). They are considered the databases with the highest 
level of confidence worldwide (Universidad de Valladolid, 2022). Therefore, the results of the review will have 
high relevance for the scientific, professional and institutional study of this phenomenon. The analysis aims 
to establish the countries of origin and trends in the last years. In addition, it will be necessary to determine 
the main topics in approaching the concept, theories used, and characteristics that can be used for future 
research. 

Although research on this topic has been increasing since 2018, it is necessary to point out that the word 
clickbait appeared in the late 90s of the 20th century (Prokofeva & Akulovich, 2021). Since then, the concept 
has had a predominant negative use. For Sladkevich (2019), using this kind of content leads to a decrease in 
the loyalty of regular audiences. According to the researcher, clickbait is a powerful tool to capture and 
prolong attention in the short term. However, it is counterproductive after disappointment. 

There are four approaches about clickbait in the previous studies. First, the development of algorithms 
and programs to detect clickbait, in search of results that help reduce its proliferation. All of these are linked 
to user actions, establishment of neural networks, website security, and content similarity. Second, the 
semantic techniques used in headlines and texts are used to determine kinds of content. In these studies, the 
researchers use the support of lexicography, syntax, and the detection of certain kinds of words (pronouns, 
adverbs, articles, etc.) according to intention. Third, psychological awakening of audience curiosity helps to 
determine clickbait strategies. These allow the establishment of a classification, which facilitates detection 
and prevention. Finally, there is a relation between the lower credibility of the clickbait headlines after 
disappointing experiences. That is, knowledge is established through interaction with certain media that use 
clickbait often (Table 1). All of them confirm the way in which its use is confirmed and analyzed to attract the 
audience. But they also carry out prevention strategies. 

It should be noted that the clickbait concept already has a corpus of significant findings. For example, 
Chakraborty et al. (2017) concludes that there is a predilection toward including images, hashtags, and user 
mentions in clickbait tweets. Likewise, it points out the greater propensity to consume in certain age groups: 
more in women than in men, and more in young people than in older adults. 

Studies such as that of Küçükvardar (2023) propose a classification for clickbaits, establishing eight types. 
First, exaggeration. This occurs when headlines exaggerate the content, to the point of stimulating audience 
interest. Second, teasing. In this case, details from the title are omitted, and sarcastic expressions are used to 
create tension. Third, inflammatory content. This modality uses vulgar words. Fourth, format. Words are used 
in capital letters or with exclamation points to stand out. Fifth, graphics. This occurs when content and/or 
graphics are treated as shocking or disturbing. Sixth, bait and switch. In this case, what was promised or 
implied in the title is not included on the contents page. Seventh, ambiguous. This is represented when the 
title is vague or confusing to arouse curiosity. Eighth, incorrect content. In this case, the titles have no relation 
to reality. 

This classification complements what is established by Untari et al. (2023). This is referred to as the 
definition of a transcreation strategy for online news headlines based on clickbait. They establish three 
strategies:  

(1) bombing (sophisticated expressions are used to attract the attention of potential clickers),  
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(2) referencing (for reference, names, terms, slang and events related to popular or viral neologisms that 
are added to the headlines), and  

(3) Bamboozling (creates ambiguity through biassed and hyperbolic expressions). 

Despite academic efforts to delve deeper into the typology, there is still a theoretical and methodological 
corpus to explore. One example of that is in the use of artificial intelligence. Sandrini and Somogyi (2023) 
explored the effects of advances in generative artificial intelligence on news media, modelling a representative 
consumer who distributes their time between reading news, and misleading articles such as clickbait. 

Based on the above, this study attempts to answer the question: What are the trends in studies on clickbait 
between 2015 and 2023? And it has the following objective: Analyze the trends in studies on clickbait between 
2015 and 2023. For this purpose, there will be a revision of all articles published in Scopus and WoS around 
that term, taking into account the implications on the scientific, predominant language, and theoretical bases.  

METHODOLOGY 

The research was carried out through a systematic review of scientific literature (RSL), which allows 
information on a certain topic to be addressed, collected, and systematized by summarizing the results 
(Sarkis-Onofre et al., 2021). In addition, the Preferred Reporting Items for Systematic Reviews and Meta-Analyses 
(PRISMA) statement was used as a reference as a support method for applying the RSL (PRISMA, 2024). This 
alternative is effectively used in various studies linked to bibliographic research, in which concepts treated 
with different approaches predominate, to systematize their similarities and differences, and set trends 
(Duarte & Baptista, 2024; Maphosa et al., 2022; Tian et al., 2023).  

Table 1. Summary of approaches from previous clickbait studies 
Research focus Main features Authors 
Development of 
algorithms and 
programs for 
the detection of 
clickbait 

Online Video Clickbait Protector (OVCP) is proposed for detecting videos 
based on comments posted by users. 

Shang et al. (2019) 

Using recurrent neural network (RNN) learning methods to detect clickbait. Liu (2022) 

Using convolutional neural network (CNN) learning methods to detect 
clickbait. 

Agrawal (2016) 

ClickBaitSecurity extension was made to evaluate the security of a link. Razaque et al. (2022) 

Adaptive clickbait was made by lure and similarity criteria (LSAC). Zheng et al. (2021) 

A browser plugin called Stop Clickbait was developed based on a machine 
learning classifier. 

Zhou et al. (2022), 
Chakraborty et al. (2017), 
and Ghanem (2020) 

There is a proposal of an n-gram matching approach based on lemmatization 
(a data retrieval technique in information systems). 

Bourgonje et al. (2017) 

A bidirectional long-term memory architecture is proposed for automated 
clickbait detection in headlines. 

Dimpas and Sabellano 
(2017) 

Semantic 
techniques in 
headlines and 
clickbait texts 

Lexical/semantic cues (unresolved pronouns, affective language and action 
words, suspenseful language, excessive use of numbers) and 
syntactic/pragmatic cues (direct reference and reverse narrative) are 
identified. 

Chen et al. (2015) 

Eight manifestations were identified for the detection of clickbait: (1) 
demonstrative pronouns, (2) personal pronouns, (3) adverbs, 4) definite 
articles, (5) ellipses, (6) imperatives, (7) interrogatives and (8) general nouns 
with implicit discursive deictic reference. 

Blom and Hansen (2015) 

Awakening 
curiosity in the 
audience 

It is proposed that curiosity is a condition that allows the understanding of 
how clickbait works. 

Loewenstein (1994) 

Credibility of 
clickbait 
headlines 

It is noted that being exposed to clickbait headlines can lead to 
disappointment and dissatisfaction, with serious consequences for the 
credibility of the media. 

Kanižaj et al. (2022) 

Note: There is an important trend towards the development of techniques and technologies to detect clickbait. 
Source: The authors’ own elaboration 
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The steps were followed in an attempt to answer the research question: What are the trends in clickbait 
studies between 2015 and 2023? The inclusion criteria were articles in different languages published in 
journals indexed in the Scopus and WoS databases, and between the years 2015 (January 1, 2015) and 2023 
(December 31, 2023). 

The study proposed a protocol for the search and review. For Scopus, the following formula was used: 
(clickbait) OR (click-bait) OR (click) AND (bait) OR (clickbait) AND (news) (TITLE-ABS-KEY) (clickbait) OR TITLE-
ABS-KEY (click-bait) OR TITLE-ABS-KEY (click) AND TITLE-ABS-KEY (bait) OR TITLE-ABS-KEY (clickbait) AND TITLE-
ABS-KEY (news). While for WoS the following was used: clickbait (All Fields) or click-bait (All Fields) or click (All 
Fields) and bait (All Fields) or clickbait (All Fields) and news (All Fields). 

The initial inquiry found 479 articles in Scopus (n = 232) and in WoS (n = 247). After applying the inclusion 
criteria (articles from January 1, 2015, to Decembre 31, 2023) and exclusion (no systematic reviews, no 
conference papers, and discarding repeated ones), a final sample of 165 studies was obtained: Scopus (n = 
29), WoS (n = 69) and contents in both (n = 67) (Table 2). 

Subsequently, the selection of the studies was carried out under three phases recommended in the 
PRISMA flow chart: identification (duplicates and studies distant from the inclusion criteria were excluded), 
screening (the titles and abstract were evaluated to ensure if the research was directly related to the inclusion 
criteria and objectives of the RSL), and inclusion (articles that passed the previous steps were taken). 

Finally, the number of selected articles were compiled in a database (https://bit.ly/clickbaitreview) using 
Microsoft Excel and a standardized protocol in order to extract the following information: author, title, year , 
abstract, language, country, name of the journal, methodology and access. 

RESULTS 

The research results were established in two approaches. The quantitative approach reports the quantities 
detected in the search, and the qualitative approach outlines the concepts based on coded categories. 

Regarding language, studies on clickbait have been disseminated mostly in English (90%). This is explained 
by the universalization of this language within the scientific environment (Hamel, 2013). This is followed by 
Spanish (6%), Russian (2%), Portuguese (1%), and Swedish (1%). Regarding access to information, it is observed 
that 74% of papers are open access (n = 122), while 26% are paid options (n = 43). Regarding the nationality 
of the articles, among the main results 19% are from the United States (n = 32), 13% from Spain (n = 22), 14% 
from China and India (n = 11 each), 8% from the United Kingdom and Russia (n = 7 each), 8% from Australia 
(n = 6) and Indonesia (n = 7), 3% from Canada (n = 5), 15% from Germany, Saudi Arabia, Countries Netherlands, 
Pakistan and Portugal (n = 3 each). Finally, other countries occupy 12% (n = 20). 

Thus, it is established that in Europe (n = 77) the largest number of works that refer to the concept of 
clickbait has been found, followed by Asia (n = 42) and America (n = 39). The phenomenon on the American 
continent is curious because the majority of works in that territory are found in North America (n = 37) 
(Table 3). 

Regarding the projection of published studies, a clear trend of progressive growth is observed in the last 
five years (2018-2023) (Table 4). Figure 1 shows timeline in the evolution of published studies on clickbait. 

In addition, the research of Blom and Hansen (2015), Zannettou et al. (2019), Zhou et al. (2020), Ghanem 
et al. (2020), and Mourão and Robertson (2019) as the most cited studies on the topic. Most of these focus on 
the detection and analysis of clickbait in different types of media (Table 5). 

Table 2. Summary of articles included in the RSL 
Database Number of published articles Percentage (%) 
WoS 69 42 
Scopus 29 18 
Both 67 40 
Total 165 100 
Note: Although there is a clear predominance of WoS, there is also a high coincidence between both databases. 
Source: The authors’ own elaboration 

https://bit.ly/clickbaitreview
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Table 3. Summary of articles included by continent in the RSL 
Continent Number of published articles Percentage (%) 
Europe 77 47 
Asia 42 25 
America 39 24 
Oceania 6 4 
Africa 1 1 
Total 165 100 
Note: There is a clear predominance in the number of articles published in Europe. 
Source: The authors’ own elaboration 

Table 4. Evolution of published studies on clickbait by years included in the RSL 
Year Number of published articles Percentage (%) 
2015 1 1 
2016 3 2 
2017 5 3 
2018 10 7 
2019 18 12 
2020 26 17 
2021 32 21 
2022 37 22 
2023 33 20 
Total 165 100 
Note: The topic has gained great relevance in recent years. This is associated with the impact of the problem around clickbait. 
Source: The authors’ own elaboration 

 
Figure 1. Timeline in the evolution of published studies on clickbait (Source: The authors’ own elaboration 
based on the results in Scopus and WoS) 

Table 5. Most cited articles and authors on clickbait 
Article title Author(s) Journal Year Citation 
Click bait: Forward-reference as lure in online 
news headlines 

Blom and Hansen (2015) Journal of Pragmatics 2015 202 

The web of false information: Rumors, fake 
news, hoaxes, clickbait, and various other 
shenanigans 

Zannettou et al. (2019) Journal of Data and 
Information Quality 

2019 171 

Fake news early detection: A theory-driven 
model 

Zhou et al. (2020) Digital Threats: Research 
and Practice 

2020 127 

An emotional analysis of false information in 
social media and news articles 

Ghanem et al. (2020) ACM Transactions on 
Internet Technology 

2020 125 

Fake news as discursive integration: An 
analysis of sites that publish false, misleading, 
hyperpartisan and sensational information 

Mourão and Robertson 
(2019) 

Journalism Studies 2019 119 

Source: The authors’ own elaboration based on the results in Scopus and WoS 
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Regarding the qualitative results, significant topics were established, such as those referring to clickbait 
references and mental diagnoses. Thorne’s (2022) research indicated that people with hysteria have a greater 
propensity to follow trends expressed by social networks such as hashtags or to use clickbait. Likewise, 
Berryman and Kavka (2018) studied that vlogs that develop themes of anxiety tend to use clickbait titles and 
present more extreme displays of emotion. 

Likewise, theories have been found that establish a corpus that goes beyond the widely disseminated 
theory of curiosity about information gap (Loewenstein, 1994) for the development of further studies on 
clickbait. They include game theory, relevance theory, cognition theory, among others. This also requires 
attention to different questions: why use clickbait? Why are people so interested in these types of 
publications? What benefits are achieved from the use of clickbait?, etc. (Table 6). 

Besides, it was established that clickbait is used as a digital marketing strategy. Scott’s (2021) research 
recognized that online marketers developed new techniques (including clickbait) to direct users to pages that 
offer online advertising. The more people view a web page, the more valuable the advertising space becomes. 
This establishes a relationship between digital marketing strategies and journalistic practice. 

Regarding the quality of content that uses clickbait, Potthast et al. (2018) report that clickbait links take 
readers to destination sites that present advertisements along with generally low-quality content. Therefore, 
Scott (2021) states that the only purpose of clickbait links is to induce a click. The content on destination sites 
tends to be low in quality. That is, the quality of the content rarely fulfils the promise of the headline. As a 
result, clickbait headlines are often characterized as misleading or disappointing. 

Finally, 11 properties were established to explain the use of the term clickbait (Table 7). Among them, the 
fact that it attracts the reader to click, that it is presented (as a title or text) to arouse curiosity in the audience, 
that it is of low quality, that it has a misleading, exaggerated or malicious nature encouraging increasing 
advertising revenue, using sensational headlines and informal language, and resorting to keywords and/or 
algorithms. 

Likewise, specific contributions from researchers are highlighted. Such is the case of Flórez-Vivar and 
Zaharía (2022), in which four parameters are established for the analysis of clickbait resources. The first is related 
to complete information (use of lists, questions without answers, and deictic expressions of time and space), 
appellative expressions (personal deictic formulas, imperatives, and parentheses), morphosyntax (colons and 
substantification), and exaggeration (neological acceptance, prefixed adverbial connotation, intensifying 
adjectives, exclamatory symbols, ellipsis, and use of popular expressions). 

Table 6. Review of the main theories that fundamental the clickbait phenomenon 
Theory Characteristic Author 
Relevance theory Explains the natural human tendency to seek information that is relevant 

to each person. It analyses the attraction that a person feels towards 
stimuli that offer cognitive rewards. 

Developed by Wilson 
and Sperber (2004), and 
cited in Scott (2021) 

Game theory It provides a suitable framework to describe the clickbait news offering, 
recognizing interests and actions of publishers, competitors, users and 
platforms. 

Hausken (2020) 

Theory of 
curiosity about 
information gap 

Explains the procedure to attract the user to view content that does not 
faithfully represent the claim it presents, and eventually degrades the user 
experience. It is the most widespread theory for understanding the 
clickbait phenomenon. 

Loewenstein (1994) 

Cognition theory Prior knowledge plays an important role in human cognition. It is necessary 
to adopt prior knowledge in detecting clickbait. 

Developed by Cartwright 
(2001), and cited by 
Zhou et al. (2022) 

Nudge theory It proposes a choice that alters people’s behavior in a predictable way, 
without prohibiting any option or changing it significantly. 

Jung et al. (2022) 

Uses and 
gratification 
theory 

It proposes that both the media and the audience implement media 
channels with the intention of obtaining benefits. In this way, journalists 
will continue to use clickbait for their own gratification. 

Jamiu et al. (2022) 

Source: The authors’ own elaboration based on previous studies on clickbait 
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Table 7. Review of the main properties that explain the use of the clickbait phenomenon 
Property Authors who explain the property Ideas that arise from property 
Clickbait 
content is 
created to 
entice the 
reader to 
click. 

Kuiken et al. (2017), Brogly and Rubin (2018), Bazaco 
et al. (2019), Shang et al. (2019), Molyneux and 
Coddington (2020), Naeem et al. (2020), Zheng et al. 
(2021), Scott (2021), Apresjan and Orlov (2022), Diez-
Gracia and Sánchez-García (2022), Wei and Nguyen 
(2022), Flórez-Vivar and Zaharía (2022), Jung et al. 
(2022), Kanižaj et al. (2022), Prokofeva and Akulovich 
(2022), Putri and Pratomo (2022), Liu (2022), Zhou et 
al. (2022), Dolgova and Orekhova (2022), and Maleki 
et al. (2023). 

Knowledge gaps are used, diverting the content of 
the title (Shang et al., 2019). 

They try to maximize the number of visits (Liu, 2022). 

It is a viral strategy (Florez-Vivar & Zaharía, 2022). 

They use creative headlines (Prokofeva & Akulovich, 
2022), sensitive or exaggerated words (Zheng et al. 
2021), or hyperbolic phrases (Naeem et al., 2020 & 
Putri & Pratomo, 2022). 

Clickbait 
arouses 
curiosity in 
the 
audience 
(readers). 

Alves et al. (2016), Palau-Sampaio (2016), 
Chakraborty et al. (2017), Kuiken et al. (2017), Liu et 
al. (2021), Scott (2021), Apresjan and Orlov (2022), 
Chaparro-Dominguez et al. (2022), Flórez-Vivar and 
Zaharía (2022), Kanižaj et al. (2022), Jung et al. (2022), 
and Mukherjee et al. (2022) 

Use the knowledge gap (Scott, 2021). 

Hides true information about the content (Florez-
Vivar & Zaharía, 2022 & Kanižaj et al., 2022). 

Open the curiosity gap (Liu, 2022). 

Use of keywords (Muslikhin & Mulyana, 2021). 

The content 
the click 
leads to is 
of low 
quality. 

Kazimianec (2020), Zhou et al. (2020), Kanižaj et al. 
(2022), Flórez-Vivar and Zaharía (2022), Zhou et al. 
(2022), Apresjan and Orlov (2022), and Bronakowski 
et al. (2023). 

Use of weak fonts (Florez-Vivar & Zaharía, 2022). 

Abandon the principles of journalism (Zhou et al., 
2020). 

Clickbait is 
deceptive in 
nature. 

Rochlin (2017), Daoud and Abou El-Seoud (2019), 
Pengnate (2019), Ahmad et al. (2020), Ghanem et al. 
(2020), Kaur et al. (2020), Lim (2020), Lazar and Pop 
(2021), Apresjan and Orlov (2022), Flórez-Vivar and 
Zaharía (2022), and Carcioppolo et al. (2023). 

Use of falsehood and bias (Lim, 2020). 

Unverified information (Kaur et al., 2020). 

Exaggerated 
headline or 
text 

Shang et al. (2019), García Orosa et al. (2017), and 
Skärlund (2022). 

 

Malicious 
content  

Lazar and Pop (2021), Wei and Nguyen (2022), 
Razaque et al. (2022), and Liu (2022). 

Harms the digital ecosystem (Liu, 2022). 

It is spam-like content (Lazar & Pop 2021). 
Increase the 
income 
generated 
to digital 
portals. 

Daoud and Abou El-Seoud (2019), Lim (2020), Flórez-
Vivar and Zaharía (2022), Kanižaj et al. (2022), and 
Maleki et al. (2023). 

 

Use of 
sensational 
headlines 

Alves et al. (2016), Kwak et al. (2018), Pengnate 
(2019), Bazaco et al. (2019), Ahmad et al. (2020), Lim 
(2020), Naeem et al. (2020), Apresjan and Orlov 
(2022), Chaparro-Domínguez et al. (2022), Diez-
Gracia and Sánchez-García (2022), Flórez-Vivar and 
Zaharía (2022), Carcioppolo et al. (2023), and Lischka 
and Garz (2023). 

 

Clickbait 
uses 
informal 
language 
(less formal 
than 
standard). 

Daoud and Abou El-Seoud (2019), Zhou et al. (2020), 
and Bronakowski et al. (2023) 

Use of bad words (Zhou et al., 2020). 

Netspeak (Zhou et al., 2020). 

Nods (Zhou et al., 2020). 

Lack of fluidity (Zhou et al., 2020). 

Fillers (Zhou et al., 2020). 

Clickbait 
uses 
keywords 

 

Kuiken et al. (2017), Potthast et al. (2018), Chua et al. 
(2021), and Mukherjee et al. (2022) 

Hyperbolic words (Chua et al., 2021). 

Signal words (Kuiken et al., 2017). 

Use of questions (Kuiken et al., 2017). 

Clickbait 
uses 
algorithms 

Zheng et al. (2018) and Pujahari and Sisodia (2021) Lexical similarity algorithms (Zheng et al., 2018). 

Algorithms based on machine learning (Zheng et al., 
2018). 

Source: The authors’ own elaboration 
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Lu and Shen (2023) identified five persuasive strategies for reviewing clickbait videos. These are: 

(1) humor,  

(2) logic,  

(3) storytelling,  

(4) authority, and 

(5) clickbait sources and thumbnails.  

On the other side, Zheng et al. (2018) found four types of features when structuring a clickbait headline:  

(1) sentence structure features,  

(2) n-grams,  

(3) special words, and 

(4) accuracy, precision, and recall features. 

On the other side, Kazimianec (2020) (citing Grice, 1985) pointed out interesting points to recognize 
clickbaits by measuring the  

(1) quality of the content (the truth),  

(2) the quantities (write as much as necessary in a certain communication step),  

(3) relevance (speaking directly to the point), and  

(4) and forms of expression (speak clearly, avoid ambiguities).  

Likewise, Kaur et al. (2020) established that clickbaits are mainly composed of adverbs, articles, demonstrative 
and personal pronouns. Biyani et al. (2016) presented eight types of clickbait: exaggeration, jokes, 
inflammatory, format, graphic, bait and switch, ambiguity, and misleading. 

This conglomerate of options and alternatives significantly expands the concept of clickbait, turning it into 
a term that can be analyzed from different angles: objectionable or harmful content, advertising strategy, 
rhetorical construct, among others. For this reason, it is necessary to establish a reflection on the results 
obtained, with a view to extending the present analysis, and to propose future research based on what was 
obtained.  

DISCUSSION 

Research on clickbait proposes challenges for years to come. This is a topic that addresses the ethical 
behavior of journalism in the digital ecosystem, which is among the most crowded with information for the 
present and future. One of the main challenges has to do with the number of publications on the matter, 
because it is still a topic that is not so addressed at a scientific level. Academic development establishes 
guidelines in Europe, Asia and America, with a pending challenge being to know the reality in Africa and 
Oceania, as well as the particularity in the different world realities (countries, regions, communities, ethnic 
groups, etc.). This is evidenced by a wide inequality in the treatment of information, and its relationship of 
greater or lesser transparency with the ways of doing politics (Palau-Sampio & Carratalá, 2022). 

90% of the research is in English, which is not a new fact. Likewise, the country with the highest number 
of investigations is the United States, followed by Spain. Therefore, it remains a challenge to know the reality 
of clickbait in other contexts such as South America or Africa. Knowing the amount of open access (71%) and 
paid research (29%) is also a challenge in order to propose future studies that specifically address these 
circumstances. The participation of other languages, the information about more realities, and the presence 
of a greater percentage of open access could generate a broader panorama of the realities, and conditions 
on which this phenomenon is generated. 

Regarding the theoretical bases, the review establishes a set of eight theories that become foundations 
for subsequent research on clickbait. Such is the case of relevance theory, routine activity theory, game 
theory, theory of curiosity about information gap, theory of cognition, Nudge theory, uses and gratification 
theory, and theory of the choice of media. It stands out that one of the most popular communication theories, 
such as uses and gratifications, also adapts to the reality of clickbait. 
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The research concludes with the eight main topics about clickbait: persuasive strategies (Lu & Shen, 2023), 
mental diagnoses (Thorne, 2022), digital marketing strategies (Scott, 2021), kinds of clickbait (Zheng et al., 
2018), analysis of clickbait resources (Flórez-Vivar & Zaharía, 2022), content quality (Kazimianec, 2022), 
headline structures (Zheng et al., 2018), and curiosity gap (Loewenstein, 1994) (Figure 2). This implies a wide 
range of interests, that includes the pernicious meaning that has been given to the original concept of clickbait 
but goes beyond it. The emphasis on the four initial approaches (development of algorithms, semantic 
detection techniques, the awakening of curiosity in the audience, and the credibility of the headlines) is 
expanded to the study of psychology, digital marketing, the development of a classification, among other 
features (Figure 3). That is to say, besides the initial pernicious sense, there is an objective interest in its 
strategic dimension that must be analyzed. The fact that this phenomenon is widespread in both official and 
informal media represents an important challenge for journalism, the importance of developing it fully, and 
the professional rigor associated with this (García-Serrano et al., 2019; Romero-Rodríguez & Rivera-Rogel, 
2019; Romero-Rodríguez et al., 2021). This is significant for the sustainability of the media, its reputation, and 
the commitment of these proposals with the rights to inform and be informed (Marino-Jiménez et al., 2023). 
 
 

 
Figure 2. Topics studied on clickbait included in the RSL (Source: The authors’ own elaboration, based on the 
literature review) 

 
Figure 3. Properties established from the literature on clickbait included in the RSL (Source: The authors’ own 
elaboration, based on the literature review) 
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Likewise, it concludes with 11 properties established as trends of the study of clickbait, hoping to 
contribute a way to approach it in future research that will deepen the four initial approaches, and explain 
the use of the term. 

CONCLUSION 

Although this is not the first research that brings together the existing knowledge about the concept and 
trends in studies on clickbait, its results establish the main countries of origin and the trends in the last years. 
Additionally, the main topics developed, the theories reviewed, as well as 11 properties that can establish a 
path for the approach and future research are added. In consequence, this work constitutes a current and 
comprehensive formulation for determining trends, characteristics and needs for more information on 
clickbait.  

The use of the PRISMA method promotes the establishment of statements regarding the management of 
topics of great interest and controversy. Therefore, the coincidences established in the trends on the value, 
use, and strategies against clickbait are of value for different readers in education, research, and media 
management. Therefore, the usefulness of this article is transferable to several productive and knowledge 
areas. 
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