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Appendix D: Stimuli  
  
D.1 Stimuli descriptives   
 

 
Figure D1. Prevalence of emotions by veracity. 
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Table D1. Distribution of emotions for each stimulus. 

 
 

Table D2. Distributions of outcomes for each stimulus. 
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D.2 Stimuli images  
 

 
Figure D2. False 1. 

 

 
Figure D3. False 2. 
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Figure D4. False 3. 

 

 
Figure D5. False 4. 
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Figure D6. False 5. 

 

 
Figure D7. True 1. 
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Figure D8. True 2. 

 

 
Figure D9. True 3. 
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Figure D10. True 4. 

 

 
 Figure D11. True 5. 
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