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Individuals are increasingly relying on Internet content to influence life-impacting decisions.  This reliance generates the need for these individuals to evaluate the credibility of this content and demands that Web designers effectively communicate the credibility of Web content to the users.

In order to understand credibility evaluation, the proposed study will seek to understand how user involvement affects perceived credibility.  The study will determine the relationship between two variables: enduring involvement and situational involvement.  The study will then measure the effect of these two independent variables on perceived credibility of Web sites.

There will be two levels of enduring involvement: high and low.  There will be two levels of situational involvement: decision-task and no decision-task.  The two variables produce a 2 x 2 factorial design.  The main effects and interaction effects will be analyzed, and the effects of enduring involvement and situational involvement on the perceived credibility of Web sites will be measured.

A supplemental analysis will assess whether the four groups produced by the factorial design (high enduring involvement - decision-task, high enduring involvement - no decision-task, low enduring involvement – decision-task, and low enduring involvement – no decision-task) vary with regard to the Web site element categories (source, message, receiver, context, and medium) noticed during credibility evaluation.


The research will determine the relationship between enduring involvement and situational involvement and will determine interaction effects between the two variables and their effect on perceived credibility.  It is hoped that the supplemental analysis will serve as a foundation for a credibility design framework that can aid Web site designers in more effectively communicating credibility to users. 
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Chapter 1

Introduction

Introduction  

The Internet is transforming how individuals make decisions.  Through use of the extensive content available online, individuals now make decisions for themselves where they might have previously relied on physicians, lawyers, stockbrokers, ministers, and other experts.  A good example of this shift in individual decision-making is the fact that 70% of Web users who access medical information rely on that information to make health decisions for themselves or a loved one (Rainie et al., 2001).  This increasing self-reliance offered by the Internet has changed the role of individuals in society.  They now collaborate interactively with experts to make important decisions. 

 
The American Cancer Society is an example of an institution that encourages patients to collaborate with experts in decision-making.  This organization embedded the Nex-Cura Cancer Profiler decision support tool on its Web site to enable the patient and family to actively research and participate in treatment decisions.  The Cancer Profiler provides a wide range of unbiased information on clinical studies, treatment options, and disease states that the patient can access when facing critical decisions (American Cancer Society, 2000).


Clearly, as individuals become empowered to participate in these kinds of life-impacting decisions, their need to determine the credibility of the online information that frames these decisions becomes critical.  Research has shown that casual Web users rely on peripheral elements to judge Web site credibility (Fogg, Soohoo, et al., 2002).  It is uncertain how a highly involved user, relying on Web content in making a critical decision, assesses credibility.  Understanding of the relationship between user involvement and perceived credibility online is the basis for the proposed research.

Problem Statement and Goal

Involvement level influences what people notice (Bransford, Brown, & Cocking, 1999; Caine & Caine, 2000, Fogg, 2003; Petty & Cacioppo, 1979) and might be a relevant factor in how people assess credibility.  According to Ratchford (1987), involvement implies giving attention to something because that object is relevant or important.  Involvement is the result of a person’s perceived relevance of a subject, based upon inherent needs, values, and interests (Zaichkowsky, 1985).  It is also defined as the perceived importance of a stimulus, whether that stimulus is the topic itself or the decision-task about the topic (Mittal, 1995).  The perceived relevance of an observed topic to the satisfaction of individual wants and needs influences what people notice (Caine & Caine, 2003). 
Cho (1999), Fogg (2003), and Wathan and Burkell (2002) agree that involvement level influences what people notice and how they assess credibility.  However, the problem is that research has yet to provide substantial empirical data showing the relationship between involvement level and perceived credibility (Fogg, Soohoo, et al., 2002).  If involvement level influences the elements noticed during credibility assessment (Fogg, 2003), this could significantly affect Web site design.   

A dichotomy in current Web credibility assessment research illustrates that the elements that people say are important during assessment are not the elements that they notice.  Web site users express the importance of privacy policies, quality service, contact information, search function, and ease of use as factors that increase a Web site’s credibility.  They also list advertisements, lack of updated material, broken links, and typographical errors as factors that decrease a site’s credibility (Fogg, Marshall, et al., 2001).  However, a follow-up study (Fogg, Soohoo, et al., 2002) contradicts the Fogg, Marshall, et al. results.  When Web site users evaluate credibility, they rarely notice the elements they reported were important.  Instead, participants notice the design look of the site in all categories more often than any other Web site element.  Forty-six percent of the participants’ comments regarding credibility assessment refer to design look (e.g., “Looks unprofessional” and “Graphics are of a look of an earlier generation of e-commerce”).  Research by Eysenbach and Kohler (2002) and Rieh (2002) supports the Fogg, Soohoo, et al. findings.  In the Eysenbach and Kohler study, participants indicate source credibility is important in assessing online health content.  However, during actual evaluation of that content, participants rarely looked for source information.  Rieh reports that users often do not notice elements of a Web site on which they could base credibility judgments.

Of the five factors that affect Web credibility assessment, Fogg (2003) states that involvement might be the key in explaining why users do not notice what they describe as credibility markers.  According to Fogg, Web site credibility assessment is a process that requires two steps: 1) the user notices Web site elements, and 2) the user judges the element(s) noticed.  It might be reasoned that if the elements that represent credibility to Web users are unnoticed, those elements have no impact on the assessment.  

One explanation for why users do not notice credibility markers is that individuals with low-involvement tend to rely on peripheral elements such as design look, while higher involvement shifts the focus to more substantive content elements (Cho, 1999; Petty & Cacioppo, 1979).  In the Fogg, Soohoo, et al. (2002) study, the authors speculate that people participated in order to earn a small contribution to a particular charity.  They did not have high-level involvement in a site’s content.  Cho’s research is the first to examine relationships between involvement level and message processing in an online environment.  Although the study size is small and not representative of the general population, the work establishes a relationship between user involvement and response to online messages.  Individuals in high-involvement contexts were more likely to click banner ads relevant to that context.  Peripheral cues such as size of ad and animation influenced low-involvement users.  Cho’s work suggests that manipulating the involvement level of the users might alter the Web site elements noticed.  This in turn might change the Web site credibility assessment.

Given the importance of the need to increase understanding of the relationship between involvement and perceived credibility, the proposed research expands the Fogg, Soohoo, et al. (2002) study.  This research will examine the relationship between user involvement and the Web site elements noticed during credibility assessment.  The study will attempt to determine whether attention given to different elements based on involvement level of the user might influence perceived credibility.  

In this study, involvement is defined as an impelling and affective mental state generated when a specific situation occurs where attention is centered on a particular object because that object is perceived as important (Brennan & Mavondo, 2000; Celsi & Olson, 1988; Ratchford, 1987).  The influence of the individual’s enduring values combined with the influence of the immediate situation (Celsi & Olson, 1988; Houston & Rothschild, 1978) generates varying levels of the involvement state.  Mittal (1995) and Brennan and Mavondo differentiate between topic involvement, which corresponds to enduring involvement, and purchase decision-task involvement, which occurs within situational involvement.  Hunt, Keaveney, and Lee (1995) confirm the importance of measuring these separately, finding that topic involvement (enduring) and purchase decision-task involvement (situational) did not measure the same concept.  High purchase decision-task involvement can exist without a corresponding high topic/product involvement.  Brennan and Movando recommend measuring the involvement levels separately.  
This study broadens purchase decision-task involvement to include involvement surrounding any decision-task, not only decisions related to purchases.  In addition to measuring topic involvement and decision-task involvement, this study will measure the cognitive consequences of the involvement state.  This is called response involvement (Houston & Rothschild, 1978), and for purposes of this study will refer to involvement that is related to the level and type of cognitive activity generated by the involvement state.  This study will measure cognitive activities related to comprehension and focus.

The proposed study will extend the Fogg, Soohoo, et al. (2002) study by providing an examination of the involvement factor.  The same methodology used in Fogg, Soohoo, et al. will be applied in this study with the exception that instead of examining 10 content categories with 10 live Web sites in each category, this study will use the Finance category and 7 of the original 10 Web sites.  Finance is chosen because it can generate a high-involvement level.  It is also a category that had a very high reliance on design look as the basis for evaluating Web credibility in Fogg, Soohoo, et al.  In the Fogg, Soohoo, et al. work, participants were randomly assigned to one of the 10 categories, and then within that category, were randomly assigned two Web sites.  This study will employ that methodology.  Each participant in the study will evaluate the credibility of two randomly assigned Web sites within the Finance category.  They will rank the sites on credibility, and will write comments about the credibility of the sites.  In addition, because a tested credibility scale now exists (Collins, 2004), participants will also complete that credibility scale for the two Web sites they evaluate.

The proposed study will measure the participants’ enduring involvement level for the finance topic before they view and evaluate the Web sites, using Mittal’s (1995) five-item seven-point scale.  This scale measures the perceived importance of a stimulus to the recipient.  Mittal’s scale asks a respondent to indicate level of interest in a topic using the following five items:  1) Important – Unimportant, 2) Of no concern – Of concern to me, 3) Means a lot to me – Means nothing to me, 4) Matters to me – Does not matter, and 5) Significant – Insignificant.

 In addition, the proposed study will manipulate decision-task involvement of participants randomly assigned to a treatment group.  These participants will be asked to examine the two Web sites’ content to gather necessary information for a decision-task they will perform.  After using the sites to gather this information, the treatment group will assess the credibility of each site, again using the Fogg, Soohoo et al. (2002) paired-comparison method described above and the credibility scale (Collins, 2004).  The non-treatment group will evaluate each Web site for credibility without first using the Web sites for a decision-task.

Also important is measurement of the cognitive consequences of involvement, which Houston and Rothschild (1978) call response involvement.  In the proposed study, two elements of response involvement will be measured: 1) comprehension – how many thoughts an individual generates about a stimulus, and 2) focus –whether the participant’s focus is on peripheral cues or message details.
To determine the Web site elements noticed during the credibility assessment, the proposed study will sort participant comments into Web site element categories defined by Fogg, Soohoo, et al., (2002).  A frequency distribution of comments within the 17 categories will form the basis for analysis of the relationship between these categorized Web site elements and two levels of topic involvement (low and high), and two levels of decision-task involvement (decision-task required, and no decision-task required).  In addition, all interactions of the two types of involvement will be examined (Trochim, 1999).  

By expanding the Fogg, Soohoo, et al. (2002) study, the proposed research will explore the relationship between user involvement levels, the Web site elements noticed during Web site credibility evaluation, and the resulting perceived credibility.  The work will explore whether changes in elements noticed related to involvement level correlate to changes in perceived credibility.

Elements, Hypothesis, Theories, or Research Questions to be Investigated
This research will cover three areas:  1) how involvement influences the Web site elements that are noticed; 2) how the Web site elements noticed influence perceived credibility; and 3) development of a conceptual framework that describes how Web site designers can use the knowledge gained in this research to establish credibility more effectively for both the high-involvement and low-involvement user.  The Web site elements will include specific design elements related to the larger categories of source, medium, message, receiver, and context (Wathan & Burkell, 2002).  

The following research questions will be addressed:

1. To what extent, if any, do users with high topic involvement notice different Web site elements (Cho, 1999; Fogg, Soohoo, et al., 2002) compared to users with low topic involvement (Mittal, 1995; Petty & Cacioppo, 1979)?

2.  To what extent, if any, does decision-task involvement alter the elements noticed on a Web site (Mittal, 1995)?

3. If decision-task involvement changes the elements that are noticed, to what extent, if any, does this occur in participants with a low topic involvement level (Mittal, 1995)?

4. To what extent, if any, does increased involvement level decrease the user’s focus on peripheral cues (e.g., design look) (Cho, 1999; Fogg, Soohoo, et al., 2002; Petty & Cacioppo, 1979)?

5. If increased involvement level alters the elements noticed during Web site credibility assessment, is participant focus influenced to a greater degree by topic involvement or by decision-task involvement (Mittal, 1995; Petty & Cacioppo, 1979)?

6. If increased involvement level alters the elements noticed during Web site credibility assessment, to what extent, if any, does perceived credibility change (Fogg, Marshall, et al., 2001; Fogg, Soohoo, et al., 2002)?

The dependent variables will be the Web site elements noticed and perceived credibility.  Research shows that both the level of involvement and the type of involvement can be significant factors that influence cognitive processing in a variety of situations.  Therefore, the independent variables for the study will be user topic involvement and user decision-task involvement.  In addition, the interaction effects between these two involvement types will be examined.  A t-test will measure differences in the means for the treatment and non-treatment groups.  Two-way ANOVA will measure the two main effects and the interaction effects.  Research (Johnson & Kaye, 1998) has shown that gender, age, and education to be significant demographics associated with perceived credibility of online sources.  Stephens (2003) shows that propensity to trust influences the perceived trustworthiness of an organization.  Because trustworthiness is one of the key dimensions of the credibility construct Fogg & Tseng, 1999; Hovland & Weiss, 1951; Sternthal, Phillips, & Dholakia, 1978), it is likely that propensity to trust might also influence perceived credibility.  This research proposes that different user involvement levels and different involvement types in conjunction with additional variables will alter the Web site elements that are noticed by the user.  This in turn will influence the perceived credibility of the Web site.  Figure 1 provides the research model that will be used in this proposed research.   
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Figure 1: Proposed research model

The research hypothesis is: User involvement level has a significant impact on perceived credibility of a Web site.  The sub-hypotheses are:

H1: High topic involvement will result in a significant difference in the Web site element categories noticed when compared to categories noticed by low topic involvement users. 

H2: Decision-task involvement will result in a significant difference in the Web site elements noticed when compared to categories noticed by users with no decision-task involvement.

H3: High topic involvement will result in users noticing significantly more elements in the source and message categories for both users with decision-task and with no decision-task, when compared to low topic involvement users.

H4: Decision-task involvement will result in users noticing significantly more elements in the source and message categories for both high and low topic involvement users, when compared to users with no decision-task involvement.

H5:  Low topic involvement will result in users noticing significantly more elements in the context, medium, and receiver categories, when compared to high topic involvement users.

H6:  The interaction effects of topic involvement and decision-task involvement will significantly affect the Web site element categories noticed.

H7: Perceived credibility of Web sites is significantly different across varying levels of involvement.


The results of the hypothesis testing will lead to development of a conceptual framework for designing Web sites that effectively establish credibility with both low and high-involvement users.  In addition, the study will provide relevant information about Web site user behavior during credibility evaluation that will add to the existing body of consumer behavior knowledge and information system knowledge related to Web site design.  

Relevance and Significance

Currently, inadequate guidelines exist to aid Web designers in creating Web sites that establish credibility with the user.  Although numerous studies show what elements Web users think represent credibility (Consumer WebWatch, 2004; Fogg, 2002; Fogg, Kameda, et al., 2002; Fogg, Marshall, et al., 2001; Fogg  & Tseng, 1999), Web users often do not notice these elements during credibility assessment (Eysenbach & Kohler, 2002; Fogg, Soohoo, et al., 2002; Rieh, 2002).  The elements that represent credibility to a user such as reputable source, accuracy, timeliness, ease of use, and contact information (Consumer WebWatch; Fogg; Fogg, Kameda, et al; Fogg, Marshall, et al.; Fogg  & Tseng) now serve as the foundation for both the Stanford Guidelines for Web Credibility  (Fogg, 2002) and the Consumer WebWatch guidelines (2004).  These guidelines, however, can provide only limited improvement because Web users typically do not notice these elements when assessing credibility.  The need now becomes to understand the factors that influence what a Web site user notices.  This understanding could provide an improved approach to designing credible Web sites.  Studying the relationship between user involvement and the elements noticed during credibility assessment will further this understanding.

Credibility is a growing part of evaluating information quality (Health Summit Working Group, 1999; Rieh, 2002), and this is another factor supporting the need to understand how users assess Web site credibility.  Health information sites provide a good example.  A Rand research study on information quality on health Web sites shows that information provided at most sites is accurate, but often incomplete and/or conflicting, and that health information on Web sites is not easy to understand (Berland, et al., 2001).  The quality of Web health information can affect health decisions for millions of people.  Aware of the variability of Web health content and the difficulty people have in evaluating this content, the Health Summit Working Group of Mitretek Systems developed a set of evaluation criteria for assessing health information.  The first assessment criterion they list is credibility.  The group defines what is required to determine credibility of Internet health information as “its source, currency, relevance/utility, and editorial review process.”  (Health Summit Working Group, 1999, p. 4).  The Fogg, Soohoo, et al. (2002) research, however, shows that the user might never notice these evaluation elements.  If experts recommend credibility assessment as a primary evaluation criterion in measuring information quality, then the factors influencing that credibility assessment become increasingly important.

The evolution of the Internet into a tool that influences life-impacting decisions relating to health care, finances, career, and education (Kommers & Rainie, 2002) also supports the relevance of the proposed study.  Eighty percent of Internet users now research product information on the Web before purchasing, and the number of individuals accessing the Web for health information has grown by 59% from 2000 to 2001 (Madden, 2003).  Over 70% of these online health site users say the content on these sites influenced how they made health care decisions (Rainie et al., 2001).  Use of the Internet for work-related research grew to 36% of employees who have Internet access at work in 2001 compared to 25% in 2000.  Online banking increased by 79% in 2001 compared to 2000 (Horrigan & Rainie, 2002).  As users access Web content to assist with these critical decisions, the perceived relevance of the information is high.  As a result, user involvement level increases (Zaichkowsky, 1985).  With the importance of the decisions being made, a user’s need to assess Web site credibility also increases.  The proposed research will examine the relationship of involvement to Web site credibility assessment, adding to the body of knowledge on Web user behavior.  Such understanding is important now and will increase in importance as people access the Internet for a growing range of information affecting life-altering decisions.  This knowledge will aid Web designers in effectively developing credible Web sites.  In addition, the knowledge will provide insight for Web credibility assessment training.

Barriers and Issues

Recent research challenges past assumptions about Web credibility assessment.  These assumptions might have been a barrier to designing effective research.

Until the Fogg, Soohoo, et al. (2002) study revealed that what people say they base credibility assessment on is not what they do base it on, many assumptions were made about how Web site credibility was evaluated.  This lack of understanding of how individuals assess Web site credibility was a barrier to effective research that could produce valuable insight for Web site designers.  The recent understanding that the elements of a Web site that represent credibility to users might not be noticed has opened new avenues for research to determine factors that influence what people notice.  


In addition, the assumption that individuals simultaneously process factors that influence Web credibility assessment might have been a barrier.  Recent work by Wathan and Burkell (2002) suggests that perhaps the processing occurs sequentially, and therefore some elements are noticed only if the initial peripheral and source credibility evaluation does not fail.  

One more assumption that might have limited credibility research was the belief that source credibility drives the judgment of content credibility.  New research by Dutta-Bergman (2004) reveals that there is an interactive effect between source credibility and message credibility.  Message credibility influences source credibility, and concurrently source credibility influences message credibility

Limitations and Delimitations


The scope of this research will be to examine the influence that involvement level of the Web site user has on perceived credibility.  The research will result in a design framework that conceptualizes the design elements noticed by low and high-involvement users.  The results of this proposed study will be limited to an extent because there will be few to no participants with very low Internet usage experience.  This limitation might create the need for further investigation of how low and high-involvement influence perceived credibility of individuals with low Internet experience.

The proposed study will provide a conceptual design framework to aid in effectively establishing credibility with Web site users; it will also provide guidelines in training users to evaluate credibility.  This conceptual framework will have to be tested over time, however, to determine if the concepts can be validated through empirical studies.  In addition, many other factors might influence perceived credibility, and the impact of involvement level might be a portion of a larger design framework.
Definition of Terms
1. Credibility - a perceived trait that is multidimensional, described by two primary factors: trustworthiness and expertise (Hovland &Weiss, 1951).

2. Decision-task involvement - a situational involvement that is generated during a decision-making process (Mittal, 1995). 
3. Enduring involvement - involvement that is persistent and relates to intrinsic values (Houston & Rothschild, 1978).

4. Expertise – describes an individual’s actual knowledge about a topic (Sternthal, Phillips, & Dholakia, 1978).
5. Involvement - a mental state created by causal antecedents of intrinsic values and situational influences (Celsi & Olson, 1988).

6. Propensity to trust – describes an individual’s consistent tendency to accept others as trustworthy across many situations (McKnight, H. D., Choudhury, V., & Kacmar, C, 2002).
7. Response involvement -  the complexity of the cognitive processes generated by the combined influence of situational and enduring involvement (Houston & Rothschild, 1978).
8. Situational involvement - short-lived and is induced when a circumstance creates concern from an individual with regard to how he or she will behave in that situation (Houston & Rothschild, 1978).

9. Topic involvement - an enduring involvement that relates to a particular subject, object, or issue and is defined as the extent to which an individual thinks an object, subject, or issue is personally relevant or important (Petty & Cacioppo, 1979)

10. Trustworthiness - reflects the message recipient’s perception of the source’s knowledge (Sternthal, Phillips & Dholakia, 1978).

11. Web site elements – Web site elements include text content, graphics, audio, video, animation, navigation aids, source information, and overall site design.  Web site designers employ these elements to convey messages (Fogg, Soohoo, et al., 2002).
Summary


Internet use is shifting from an entertainment focus to that of a decision-making tool (Kommers & Rainie, 2002).  Increasingly, individuals rely on Internet content to make life-impacting decisions.  This role of individuals as active participants in decision-making increases their need to evaluate the credibility of the online information that supports their decisions.  At the same time, as individuals increasingly require reliable content, Web designers require a better understanding of how to communicate credibility in the online environment.  This research will provide a substantive conceptual model that can aid designers in communicating credibility using Web design elements that are noticed by users who are at varying involvement levels.  The research suggests that Web site user involvement level will influence the Web site design elements that are noticed, which in turn can influence perceived credibility.

Chapter Two

Review of the Literature

The proposed study will examine the affect that Web site user involvement has on the perceived credibility of Web sites.  The issues relevant to the study include defining involvement, defining credibility, differentiating Web credibility from credibility in other mediums, identifying known factors that influence Web credibility assessment, and understanding what is currently known about the Web credibility evaluation processes.  In addition, although this particular study does not examine the influence of the online medium itself on perceived credibility, an examination of the literature in this area is needed to understand mediating effects that the medium might have that could influence results of this study.  A review of the relevant literature provides a current view of these topics, reveals what issues remain unanswered, and suggests in what areas conflicting results still exist. 
Involvement

Involvement is a psychological state created by causal antecedents of intrinsic values and situational influence (Celsi & Olson, 1988).  Involvement research examines what the cognitive consequences of varying levels of involvement are in a wide range of domains and situations.  Understanding how involvement affects cognitive processing in these domains provides a foundation for examining its influence on perceived credibility in the online environment.  The different contexts within which involvement research occurs generate a variety of definitions for involvement, and the involvement research in different domains has revealed different types of involvement that might exist within these unique areas.  Arguments also exist concerning whether involvement is a multi-dimensional or one-dimensional construct.  Consequently, there are many disparate definitions and a construct that is still evolving.

Involvement as a Mental State

An individual becomes psychologically involved with a topic, product, or stimulus when the object gains importance and relevance (Sherif & Hovland, 1961; Sherif & Cantril, 1947; Zaichkowsky, 1985).  In addition, an individual’s immediate needs (the situational context) and the potential of an object to satisfy those immediate needs can modify the psychological involvement (Zaichkowsky, 1985).  As an impelling, goal-directed affective mental state (Brennan & Mavondo, 2000), involvement occurs only within certain situations, occurs suddenly, and is relatively short-lived (Celsi & Olson, 1988).
Celsi and Olson (1988) define involvement as a state of mind called “felt involvement” (p. 211) which occurs through the combined influence of situational and enduring involvement types (Houston & Rothschild, 1978).  According to Celsi and Olson, “felt involvement” is a function of both situational sources of personal relevance (SSPR) and enduring or intrinsic sources of personal relevance (ISPR), and is the “overall subjective feelings of personal relevance” (p. 211).  Once the mental state of “felt involvement” (p. 211) is reached through the interactive affect of SSPR and ISPR, that mental state then influences both cognitive processes and behaviors.  Figure 2 shows this author’s graphical representation of Celsi and Olson’s model.
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Figure 2: A graphical representation of Celsi & Olson’s involvement definition.

Celsi and Olson (1988) suggest that an overall level of personal relevance will be stimulated as situational and enduring involvements interact.  Their research examines four cognitive processes that will be influenced by this involvement state: 1) attention (amount of time spent on a stimulus), 2) comprehension (number of thoughts), 3) focus (ad related or product related), and 4) inference (product related, evaluative thoughts to number of thoughts).  The authors show that higher “felt involvement” resulting from increased ISPR and SSPR generates greater cognitive processing for attention, comprehension, focus, and elaboration.  

The Process Approach to Understanding Involvement

In addition to examining involvement as a mental state, some researchers approach an understanding of involvement by examining the processes generated at differing involvement levels.  Houston and Rothschild (1978) describe three types of involvement:  situational, enduring, and response.  Situational involvement occurs when a situation evokes concern from an individual with regard to his or her behavior in that situation and is relatively short-lived.  Endurin9g involvement is persistent and combines intrinsic values with prior experience with a situation.  Similar to Celsi and Olson (1988), Houston and Rothschild suggest that response involvement is derived from both situational involvement and enduring involvement.  Rather than focusing on the mental state achieved because of situational and intrinsic involvement, they define response involvement in terms of the complexity and elaboration of the resulting cognitive and behavioral processes.  They indicate that response involvement should be a process-based measurement.  Gardner, Mitchell, and Russo (1985) support the process view of involvement.  They propose that involvement has two components: 1) the amount of attention given to an object, and 2) the strategy used to process information.  They present two strategies (brand evaluation, and non-brand evaluation) related respectively to high and low-involvement.  People using a brand evaluation goal show an interest in the product (similar to enduring involvement).  They tend to seek information regarding purchasing and they might make more inferences during the information search.  People using a non-brand evaluation strategy might be viewing an advertisement because the ad is entertaining.  In this non-brand evaluation, there are few if any inferences made.  Gardner, et al. attempt to explain involvement by looking at the processes generated when an individual views advertising.  They suggest that those processes will differ with different involvement levels, and that the processes are determinants of how an ad will influence knowledge and attitudes.  
Involvement Definitions within Different Contexts


Involvement is generated within three contexts: 1) as a result of topic or product interest (Mittal, 1995; Sherif & Cantril, 1947), 2) as a result of a stimulus (e.g., advertising, promotions, and Web sites) (Krugman, 1967; Petty & Cacioppo, 1979), and 3) through participation in a decision-task (Johnson & Eagly, 1989; Kapferer & Laurent, 1986; Mittal, 1995).  

Sherif and Cantril (1947) define involvement within the context of topic involvement.  They suggest that involvement occurs when an individual relates any social object to the ego realm.  They define ego as an “attitude bundle” that defines the enduring character of an individual's identity and suggest that when these ego attitudes are stimulated, the individual becomes involved.  This involvement then influences judgment, perception, memory, thoughts, and behaviors.  In addition, within this context of topic involvement, Petty and Cacioppo (1979) describe “issue involvement” as the extent to which individuals think a message topic is personally relevant and important.
Krugman (1967) applies involvement in the context of incidences of persuasive stimulus and defines involvement as the number of “connections” that a participant makes between the content of the persuasive stimulus and the experience of his or her own life.  This definition moves the focus away from relevance of the topic and toward the individual’s reaction to a stimulus (e.g., what the individual was thinking when viewing stimulus material).  

Involvement also occurs in the context of decision-making.  This decision process is usually short-lived, and the involvement ends when the decision-task ends.  Purchase decision-task involvement is the amount of solicitude and interest that a consumer exhibits during a purchase-decision-task (Mittal, 1995).
Zaichkowsky (1985) sees a need for and provides a generalized definition of involvement that applies in a number of contexts.  She defines involvement as “a person’s perceived relevance of the object based on inherent needs, values, and interests” (p. 342).  The object here could be a topic, product, promotional event, advertising, Web site, or a decision-task.

Types of Involvement

.  Within the different contexts that involvement occurs, different types of involvement are stimulated.  Johnson and Eagly (1989) discuss the existence of involvement in three research areas: 1) social judgment research, 2) social influence research, and 3) cognitive research.  They suggest that the disparate definitions of involvement generated in each research domain leads to the conclusion that there are three types of involvement.  In the social judgment domain, an attitude provides the basis for judging and reacting to a stimulus (Sherif & Hovland, 1961).  In the social influence domain, Zimbardo (1960) describes response involvement.  He defines this involvement as the individual’s concern with the consequences of his or her response.  The operational definition narrowed this to the impression one makes on others.  In the cognitive domain, Petty and Cacioppo (1979) define issue involvement as the extent to which the attitudinal issue examined is of personal importance.  

Johnson and Eagly (1989) propose that involvement is a motivational condition aroused by an association between an awakened belief and some aspect of the self-concept.  The authors list three aspects of the self-concept that will generate involvement: 1) enduring values, 2) the impression one makes on others, and 3) an individual’s ability to attain an explicit personal goal.  From this definition, they then create three types of involvement: 1) value-relevant involvement (VRI), 2) outcome-relevant involvement (ORI), and impression-relevant involvement.  The authors hypothesize that the three types of involvement will influence message processing differently.  In 1995, Maio and Olson performed a study to test the validity of Johnson and Eagly’s VRI and ORI distinction.  Their study findings support the idea that type of involvement changes the influence that involvement has during message processing and also support differentiating involvement into at least two types:  ORI or situational and VRI or enduring.

The Involvement Construct


Although there have been divergent portrayals of the involvement construct, there is one consistent theme that appears in all constructs, and that is the importance dimension.  Mittal (1995) develops a one-dimensional involvement construct and states that involvement is “the perceived importance of the stimulus – be that stimulus the product itself or the purchase decision-task” (p. 664).  This one-dimensional construct differs from Kapferer and Laurent’s (1986, 1993) four-factor construct.  The factors described by these researchers are importance/interest; sign value, or the degree to which a product expresses the person’s self; pleasure value; and risk.  Mittal argues that sign value, risk, and pleasure value are causes of the stimulus being important.  He further argues that any one of these might be present to make the stimulus important, and not all three have to be present.  Likewise, items under the relevance, hedonic, and attitude categories in the Zaichkowsky (1985) construct are not primary indicators of involvement, according to Mittal.  He argues that a stimulus does not have to be relevant, pleasurable, or in line with one’s values to be involving.  Mittal does not disregard the other dimensions indicated, but considers them antecedent to importance.  Brennan and Mavondo’s (2000) research confirms that the importance of the decision-task accounts for most of the variation in the involvement construct.

Mittal (1995) defends the use of a one-dimensional construct.  He indicates that current researchers are interested in how involvement alters other behavior variables and suggests that this requires the measurement of overall involvement, not individual elements that might influence involvement.  According to Mittal, the importance dimension best measures overall involvement.

The Influence of Involvement on Cognitive Processing 

Petty and Cacioppo (1979) propose that high-involvement encourages a central route to cognitive processing, leading to a more detailed examination of facts.  Low-involvement leads to reliance on peripheral cues for evaluation.  As discussed earlier, Celsi and Olson (1988) identify four cognitive processes that are influenced by involvement:  1) attention, 2) comprehension, 3) focus, and 4) elaboration.  Mittal (1995) suggests two cognitive effects of involvement:  1) extensiveness of the decision-making process, and 2) interest in a stimulus (advertising).  Extensiveness of the decision-making process includes the intensity of information search.  Both topic involvement and decision-task involvement increase motivation to search for information (Brennan & Mavondo, 2000).

Research suggests that low-involvement results in peripheral cue processing,

while high-involvement results in systematic cognitive processing.  Some research, 

however, supports the suggestion that systematic processing and peripheral processing 

occur simultaneously.  Caine and Caine (2003) support the concept of dual functioning of 

attention and peripheral awareness.  In addition to the question of whether different types 

of cognitive processing occur separately or simultaneously with varying levels of 

involvement is the question of when the cognitive processing occurs.  Preston (1970) 

shows that for high-involvement, cognitive processing increases at the point of the 

individual receiving a stimulus. For low-involvement, there is minimal cognitive processing during stimulus reception (e.g., looking at an advertisement).  Instead, cognitive processing increases later, when exposure to the actual product occurs, or possibly even after the purchase.  This suggests that rather than influencing the level of cognitive processing, involvement level might alter when that processing occurs.  Wathan and Burkell (2002) also address the issue of when different types of cognitive processing occur.  They propose that individuals process surface and source cues first, regardless of involvement level.  Next, based on the context of the user’s involvement level, the message will be evaluated, suggesting that involvement level may not be a factor in initial surface and source examination.  This occurs for both low and high 

involvement levels, but if involvement level is high, the individual evaluates the message more thoroughly.
The Hierarchy of Effects 


The cognitive processes examined by Celsi and Olson (1988) are part of the Hierarchy of Effects developed by Lavidge and Steiner (1961) and expanded by Ray, et al. (1973).  The Hierarchy of Effects model, which describes the mental phases experienced by an individual as he or she processes a message, has contributed to the development of involvement research.  Ray et al. defined three mental stages: 1) cognitive (attention, awareness, comprehension, and learning); 2) affective (interest, evaluation, feeling, and attitude); and 3) conative (intention, action, and behavior).  Early research applied these three stages in the order of learn, feel, do, or cognitive, affective, conative.  Ray et al. proposed that these attributes might be experienced both at different levels and in different orders and they developed the Three Orders Hierarchy consisting of 1) learning hierarchy, 2) dissonance-attribute hierarchy, and 3) low-involvement hierarchy.  In the learning hierarchy, individuals process a message in the order of cognitive, affective, conative, as in the original model.  This is most likely to occur in the examination of new ideas or products.  In situations where alternatives are not easily distinguishable and where something other than the message source frames the decision, message processing will occur in the order of conative, affective, cognitive.  This is the dissonance-attribute hierarchy.  The individual will act, then change his or her attitude to support his or her choice.  This is supported by Preston (1970).  Relevant to involvement research is the low-involvement hierarchy.  This situation occurs when there is low audience involvement and minimal differentiation between choices (e.g., purchase of everyday household items like detergent).  Ray et al. propose that individuals in this situation process messages without resistance and evaluation, then act.  The processing order here is cognitive, conative, and affective.  
Low-involvement Learning


As the Ray et al. (1973) Three Orders Hierarchy suggests, different behaviors and cognitive processing occur for low-involvement situations.  Understanding low-involvement learning is important to the proposed study.  The vast scope of the Web and the short attention span of Web users suggest that many Web site visitors are low-involvement users.  How these low-involvement users approach credibility evaluation might differ from the approach of highly involved users.  Krugman (1967) differentiated between low-involvement and high-involvement learning.  In high-involvement learning, evaluation of conflicting ideas would occur and attitude change would precede behavioral changes (Preston, 1970).  In low-involvement learning, message recipients are stimulated to act through repetitious presentation, and attitude change occurs after behavior.  Hawkins and Hoch (1992) suggest three things that occur in low-involvement learning: 1) recipient accepts a message with no intent to evaluate, 2) recipient does not link the message to personal needs or interests, and 3) repetition of the message induces belief in content.  In addition, Hawkins and Hoch show that memory and familiarity are strong mediators of this belief occurring in low-involvement learning.  In the low-involvement circumstance, increases in memory and familiarity do not increase cognitive processing but do lead to increases in belief of the content.
Credibility 

The Credibility Construct


Credibility influences a communicator’s ability to persuade and is the most important contributing factor to persuasion (Hovland & Weiss, 1951).  Credibility is most often associated with speaker credibility or source credibility.  In Aristotle’s “Rhetoric” (Rhys, 1924), he defines ethos as the ability to convince another through the speaker’s credibility.  Aristotle’s speaker credibility traits have not changed over time.  He lists expertise, good will toward others, honesty, dynamism, and confidence as dimensions of credibility.  Hovland and Weiss (1951) define credibility with very similar factors, listing trustworthiness, expertise, physical attractiveness, and power (defined as the amount of control a communicator has over the message receivers).  In 1978, Sternthal, Phillips, and Dholakia define source credibility using only two factors expertise and trustworthiness.  They describe expertise as related to actual knowledge, and trustworthiness as the recipient’s perception of the source’s knowledge.  Fogg and Tseng (1999) define credibility as believability, but list the two dominant factors as expertise and trustworthiness even when applying credibility to computers.  Collins (2004) applies these dimensions of trustworthiness and expertise when referring to both source and message credibility.
Although expertise and trustworthiness emerge as the dominant factors of the credibility construct, the construct itself has been extended not only to the speaker, but also to the message, to organizations, and to external objects such as computers and online environments.  In addition, the suggestion that credibility is a perceived trait has gained support as more research emerges regarding how audiences relate to speakers and how members of the audience evaluate credibility.  This evolution is illustrated in the chronological development of speaker credibility theories.  The structuralist theory of speaker credibility places the central focus on the speaker’s honesty, reputation, and expertise (Quintillian, 1956).  This theory suggests that a speaker’s moral character and good will are more important than speaking skills and style and are also more important than content.  The theory ignores audience perception and assumes that all members of an audience will judge a speaker by the same values.  Corbett (1965) speaks of credibility in terms of the speaker’s presentation style and the importance to credibility of the speaker performing as the audience expects.  This functionalist theory defines credibility as action and begins to define credibility as a perceived trait that depends not only on the speaker’s traits, but also on how the audience responds to the speaker according to that audience’s expectations.  In the constructivist theory (Delia, 1976), the speech content takes on equal importance to the speaker’s characteristics.  This theory describes the dimensions of credibility and looks at what processes and means an audience uses to evaluate speaker credibility as well as what factors might cause that evaluation to change.  The theory postulates that the content of the speech and how the speech is presented combine to create a perception of the speaker’s credibility.  According to this theory, the topic can sustain credibility regardless of the reputation of the speaker.  Mbennah and Schutte (2000) propose a holistic theory of speaker credibility and discuss three elements that influence credibility: 1) the intended or unintended impression that the audience forms of the speaker, 2) the context within which the presentation is given, and 3) the characteristics of the speaking process.  Speaker credibility, according to these authors, is an audience’s judgment of how a speaker conveys his or her characteristics through the presentation.  They also suggest that the context within which a presentation is given and the audience culture could influence individual judgments about a speaker’s credibility.  Mbennah and Schutte define speaker credibility as a “hierarchically ordered stock of universal and context-specific factors of relational, content-related competence, performance, and moral qualities”.  (Abstract section, para. 1).

Computer and Information Credibility

These evolving definitions of speaker credibility provide a context for understanding how credibility applies to computers and information.  Fogg and Tseng’s (1999) work on computer credibility applies speaker credibility concepts to non-human or electronic information credibility.  Fogg and Tseng define credibility as believability.  They agree with prior research findings (Hovland & Weiss, 1951; McCroskey & Young, 1981; Self, 1996; Whitehead, 1968) that source expertise and trustworthiness are the dominant factors in the credibility construct.  In addition, they support credibility as a perceived trait that is multi-dimensional (Berlo, Lemert & Mertz, 1969; Collins, 2004; Dutta-Bergman, 2004; Fogg & Tseng, 1999, Hovland & Weiss, 1951; McCroskey & Young, 1981; Wathan & Burkell, 2002; Whitehead, 1968).  They hypothesize that credible computers will be perceived to be trustworthy and have a high level of expertise.  Fogg and Tseng make an important distinction in moving from speaker credibility to computer credibility by clarifying that in computer products, credibility refers to trust in information.  Trust in the computer product itself is dependability.  

Fogg and Tseng (1999)  propose three new frameworks that expand the credibility construct in the context of computers.  First, they develop a framework that describes four computer credibility types.  These types are 1) presumed credibility, based on the receiver’s assumptions and pre-conceived beliefs; 2) reputed credibility, depending on how much a receiver believes something when relying on a third-party opinion; 3) surface credibility which depends on peripheral cues; and 4) experiential credibility which relies on firsthand experience.  The second framework proposes two credibility errors.  The first is the “gullibility error” that occurs when a computer product is not credible but is perceived as credible by a user.  The second is the “credulity error” which occurs when a computer product is credible, but users perceive it to be not credible.  The third framework proposed by Fogg and Tseng addresses evaluation strategies that people could use to assess credibility.  These will be discussed in the credibility assessment portion of this paper.
As credibility is applied to computers and information, source sometimes becomes a difficult factor to determine.  The concept of information credibility (Fogg & Tseng, 1999) suggests that factors other than source become relevant.  For example, Self (1996) suggests that message credibility is separate from source credibility.  He proposes that message familiarity is a factor in credibility.  Rieh (2002) finds that individuals evaluating information online are more influenced by source credibility at the institutional level than at the individual creator level.  Dutta-Bergman (2004) goes beyond applying credibility separately to message and source as Collins (2004) does.  Dutta-Bergman argues that message characteristics can in turn influence source credibility evaluations.  This author treats credibility as a dependent variable and asks how message completeness influences the judgment of source credibility and overall credibility.  He finds that there is a direct effect between content completeness and source credibility and also a relationship between content completeness and overall credibility.  So, the emerging credibility construct for information is one in which source and message characteristics interact to influence the overall credibility perception.  In addition, characteristics of the receiver, the delivery medium, and the context of the message will influence both source and message credibility (Wathan & Burkell, 2002).  Perceived credibility is an intricate interrelationship between source expertise and content that cannot be easily generalized.  In addition, the peripheral cues noticed during credibility assessment might differ depending on the content subject matter (Eastin, 2001).
Web Credibility

Three areas of interest emerge when discussing whether online credibility is unique when compared to credibility in other mediums.  First is the question of whether Web content is more or less trusted than the same content presented in traditional media.  This question remains unanswered, and research studies have produced conflicting results.  For example, Johnson and Kaye (1998), and Abdulla et al. (2002) conclude that online credibility is higher than that of newspaper and television in the areas of politics and news respectively.  However, in a more controlled experiment, where participants view the same news items across three channels (newspaper, television, and online), Payne, Dozier and Nomai (2001) report that news on the Web was judged the least credible.  

The second area of interest involves the differences in what defines credibility across mediums.  Abdulla et al. (2002) identify the following dimensions of news credibility for three mediums: 1) newspapers – balance, honesty, and currency; 2) television – fairness and currency; and 3) online – trustworthiness, currency, and bias.  The existence of a unique dimension, bias, for online credibility is important and might reflect the difficulty users have assessing source credibility in that medium.  Determining what constitutes or portrays trustworthiness on the Web is another relevant issue.  In addition to the factors identified by Abdullah et al., perceived security of the Internet medium is a factor relevant to Web credibility (Jarvenpaa, Tractinsky, & Saarinen, 1999; Jin, 2002).  There are additional technical factors that can influence Web credibility.  These include the Web site’s technical capability (Schweiger, 2000), the large scale of the Web, and invisible data transmission (Stefik, 1999).

A third factor to address in understanding Web credibility is the finding that credibility assessment might be different depending on the content topic.  Walthen, Wang, and Loh (2004) suggest there is a need to determine credibility factors that apply to the specific content and specific audience of each research project.  Eastin’s (2001) research supports these findings.  Both of these research studies addressed the health field, and both studies identified unique factors within that topic area.

Web Credibility Assessment

Factors that Influence Web Credibility Assessment


When individuals assess Web site credibility, they do not notice the elements they define as markers of credibility.  Therefore, these elements do not influence the credibility judgment.  Instead, it appears that peripheral cues as well as usefulness and timeliness of the content are elements relied upon by users to judge credibility (Eysenbach & Kohler, 2002; Fogg, Marshall, et al., 2001; Fogg, Soohoo, et al., 2002; Rieh, 2002).  Chaiken and Eagley (1983) support this focus on peripheral elements in an online environment.  Their research shows that modality controls whether a message receiver relies on what they call systematic processing or peripheral cues to process content.  The print modality enables systematic processing, while audio and video modalities disrupt processing and cause the receiver to focus on peripheral elements.  Chaiken and Eagley also suggest, however, that modality will have different effects with the presence or absence of other variables.  According to Collins (2004), another factor influencing Web credibility assessment is the receiver’s predisposition to trust.


To further the understanding of factors that influence Web credibility assessment it is helpful to review factors that influence credibility judgment in other mediums.  Wathan and Burkell (2002) present five elements that emerge from their literature review on credibility in print and person-to-person communication.  The elements are 1) source (expertise and trustworthiness), 2) receiver (involvement level and motivation), 3) message (topic content and consistency), 4) medium (organization and usability), and 5) context (distractions and timeliness). 

In addition, it is necessary to determine factors that are unique to the online environment.  Burbules (2001) suggests five characteristics of the online context that might influence Web site credibility assessment.  These are 1) the vast scope of the content, 2) the self-referencing nature of the content, 3) the frequency of content changes, 4) the lack of defined credibility markers in the online environment, and 5) the ability to have multiple link sources (e.g., one news article could be linked to from both a high and low credibility Web site).  
Evaluative Processes during Web Credibility Assessment

Fogg and Tseng (1999) propose three evaluation strategies for evaluating Web credibility.  They suggest that low-involvement users (defined as low interest in the issue, low ability to process the information, low familiarity with the topic, and no comparative reference values) will use a binary approach.  The binary approach has no gray areas, but perceives information to be either credible or not credible.  The moderately involved individual (moderate interest, moderate processing ability, moderate familiarity, and moderate ability to compare) will be likely to use what Fogg and Tseng call the threshold evaluation approach.  In this technique, the user has upper and lower levels against which to compare something.  If what is being compared exceeds the upper limit, that element is considered credible.  The spectral strategy proposed by Fogg and Tseng is only for very highly involved individuals.  In this type of evaluation, each element might be compared against each element.  There are no upper and lower levels to compare against, and there is no good/bad categorization.

Two issues exist regarding how an individual processes credibility factors during an assessment, and the involvement level of the user and the evaluation strategy used might influence both of these issues.  First, as previously stated, individuals do not notice what they identify as credibility markers (Eysenbach & Kohler, 2002; Fogg, Soohoo, et al., 2002; Rieh, 2002).  Second, it is undetermined whether Web users evaluate Web site elements simultaneously or sequentially during the assessment process (Collins, 2004; Dutta-Bergman, 2004; Wathan & Burkell, 2002).

Fogg (2003) proposes the Prominence-Interpretation theory to explain the difference noted in what people say indicates credibility on Web sites, and what they, in fact,  notice when making the assessment (Fogg, Marshall, et al., 2001; Fogg, Soohoo, et al., 2002).  This theory proposes that when individuals assess Web credibility, two things must occur.  First, the Web site user must notice something.  Once the user notices an element, he or she interprets or judges that element.  If an element is never noticed, it will not affect the credibility assessment, even though the user might consider that element important.  Prominence is the likelihood that an element is noticed.  Interpretation is a person’s judgment about an element once it is noticed.  Fogg identifies five factors that affect prominence: 1) involvement level of the user, 2) Web site topic, 3) task performed, 4) experience of the user, and 5) individual user differences.  Of these, Fogg states that involvement level of the user is probably the most dominant factor
It is uncertain whether individuals process Web credibility factors simultaneously (Berlo, Lemert & Mertz, 1969; Caine & Caine, 2003; Dutta-Bergman, 2004; Fogg & Tseng, 1999; Hovland & Weiss, 1951; Self, 1996; Whitehead, 1968) or sequentially (Wathan & Burkell, 2002).  Moving away from the traditional belief that individuals process Web credibility factors concurrently, Wathan and Burkell (2002) link Fogg and Tseng’s (1999) four types of credibility to their five factors that influence credibility.  They speculate that in online credibility assessment, a peripheral assessment of the medium occurs first, followed by source credibility assessment.  According to Fogg and Tseng, the source assessment can be presumed, reported, and/or experienced.  At this point, in Wathan and Burkell’s model, receiver involvement and motivation interact  with the organization and content of the message, influencing credibility assessment.  The authors suggest that this stage is only reached if the surface and source credibility are passed first.  At this stage, the context in which the information is viewed influences the credibility assessment.  The authors present this model as a staged, sequential process, in contrast to the prior literature.  If, in fact, the process is serial, it becomes important to determine what factors influence whether a user moves to subsequent stages of the process.  Wathan and Burkell imply that involvement level of the user might be an influencing factor.

The most recent work supporting simultaneous processing is by Dutta-Bergman (2004).  His research shows that message content influences how individuals judge source credibility, implying that judgment of source credibility continues throughout the viewing of the Web site content.  His work also implies that there might be an interactive relationship between source credibility and message credibility, with each influencing the other simultaneously.  Caine and Caine (2003) suggest that individuals process observations made through focused attention and peripheral cues simultaneously.
Mediating Effect of the Medium on Perceived Credibility 

Computer-Mediated Communication and Computer-Mediated Environments

Computer-mediated communication (CMC) is any asynchronous or synchronous communication composition channeled through a computer system and mediated by that system (Metz, 1992).  With regard to Internet communication, mediation describes encoding a message (text, pictures, sound, and video) into electronic, optical, and magnetic patterns for transmission and storage (December, 1996).  When a mediated message travels across the Internet other mediating attributes might also exist such as time delays, distribution modes, and different media types.  Nowak, Watt, and (2004) find that there is a relationship between differences in CMC technologies and perceived credibility and person perception ability.  In addition, they find that although different media types generate communication outcome variations, the involvement level of participants mediates the results.  Therefore, a review of the literature that discusses the effect that CMC might have on impression formation, person perception, and perceived credibility is needed. 
CMC occurs within a computer-mediated environment (CME).  The proposed study will examine participant interaction with Web pages, which are considered hypermedia containing a combination of multiple media types.  Hoffman and Novak (1994) define the hypermedia CME as an environment that includes network navigation, machine interactivity, multiple media formats, and the presence of an environment defined by the hypermedia.  An individual’s awareness of the hypermedia environment is called telepresence.  Machine interactivity has a specific meaning that refers to interaction with the computer-mediated environment (CME), rather than interaction through the environment.  In other words, email represents sending communication through the environment.  Navigating a Web page refers to an interaction with the medium itself.  Network navigation also has a specific meaning.  Hoffman and Novak describe network navigation as self-directed position changes within a CME.  This navigation is non-linear and the user has almost complete freedom in choosing where to go. 

 Impression Formation, Person Perception and Perceived Credibility in CMC
The proposed study discusses three elements that influence credibility: 1) the intended or unintended impression that the audience forms of the speaker, 2) the context within which the presentation is given, and 3) the characteristics of the speaking process (Mbennah & Schutte, 2000).  The impression that a message receiver forms of the source of that message is a key factor in perceived credibility.  As Nowak, Matt, and Walther (2004) suggest, differences in CMC technologies can influence this impression formation.  

It is helpful to understand what occurs in an interaction where perceived credibility will be an outcome.  In 1975, Berger and Calabrese proposed that in a first interaction experience, a person’s primary goal is to reduce uncertainty about others.  This uncertainty reduction becomes part of the overall person perception process and contributes to perceived credibility.  Some definitions are needed here for clarity.  Person perception can be defined as the temporary ability of an individual to make conclusions about the wants, beliefs motivations, intentions, emotions, thoughts, and/or personality traits of other individuals (Hill 1998).  Uncertainty is the disparity between information sought and quality of the information obtained.  Information seeking processes are used in which the sum of the information obtained through experience, instruction, and perception serve to reduce uncertainty (Berger & Calabrese, 1975).  This type of social information searching in computer-mediated environments is the pursuit of desired information about a target and provides the framework for discussing the influence that CMC has on impression formation and ultimately on perceived credibility. 
Early research regarding how CMC influences impression formation resulted in a cues-filtered-out concept that suggested that a computer-mediated environment moved people’s focus toward the task and away from an awareness of others (Culnan & Markus, 1987).  The cues-filtered-out theory also suggested that an individual’s ability to reduce uncertainty by acquiring social information during computer-mediated communication was very limited.  Cues are defined as non-verbal language such as pitch, tempo, intensity, stress, volume, facial expressions, gestures, and physical appearance.  In 1996, Walther challenged this assumption and presented the Hyperpersonal Model which proposed that people employ cognitive strategies and communication behaviors that adapt to the limitations of a computer-mediated environment (text-only in this research).  The Hyperpersonal Model suggests that during CMC individuals ascribe qualities and traits to other individuals in order to reduce uncertainty.  It also suggests that due to the limited cues in computer-mediated text only communication, individuals may exaggerate the ascribed attributes.  

Walther (1996) presents a set of strategies that communicators employ in CMC and discusses what factors affect the strategy that is chosen.  He lists these strategies: interactive, active, extractive, and passive.  Interactive refers to engaging another person in conversation or interaction of some sort.  Active refers to questioning other individuals to gain information about the person being evaluated.  Passive refers to observation of the other person.  The extractive strategy, Walther suggests, is unique to CMC and cannot exist in a face-to-face (FtF) communication.  The extractive strategy refers to the ability to access data stores that can provide information about people (e.g., public records, financial reports, and fact-based reports).  According to Walther, the existence of this unique strategy enhances CMC and offers a superior method for uncertainty reduction that does not exist in FtF interactions.  He proposes that the selection strategy a person selects is influenced by five factors: communicator-related (e.g., involvement level); situation-related (e.g., time, number of sources); goal-related, information-related (e.g., narrow or broad range of information available); and technology-related (e.g., ease of use). 

Based on the Hyperpersonal Model, Hancock and Dunham (2001) evaluated the breadth (number of cues noticed) and intensity (deviation from a neutral response on a Likert scale) of impression formation in CMC.  This study, like Walther (1996) looked only at text-based communication including email, newsgroup, and chat scenarios.  This research examined impression formation through attribution processes in both CMC and FtF communication and measured the breadth and intensity separately in the same study.  Participants were given a list of 60 personality characteristics in five domains (openness, conscientiousness, neuroticism, agreeableness, and extraversion).  They did not have to respond to all 60, but only respond to the ones that they were aware of during the communication.  Results reflected that participants using CMC responded to 59.9% of the 60 items, while participants in FtF communication responded to 74.6% of the 60 items.  This shows that the range of information acquired in CMC is limited.  The study showed significant differences between the domains, however.  The three domains, neuroticism, agreeableness, and extraversion had significantly fewer attributions in CMC than in FtF communication.  Openness and Conscientiousness, however, had equivalent detail between CMC and FtF.  This result is important for the proposed study, because openness and conscientiousness might be factors that contributed to credibility perception in the trustworthiness dimension and these research results indicate that it is possible to identify these traits in a computer-mediated environment.  In addition, the Hancock and Dunham study concludes that people are more likely to believe that others are like them when physical disconfirming cues are unavailable. 

The most recent and relevant study related to how person perception and credibility perception might be impacted by specific media is by Nowak, Watt, and Walther (2005).  This study looks at CMC in both text-only environments and environments with audio-visual cues (video-conferencing) and examines whether using different media systems during group communication affects the person perception process.  The following groups were used: high cue – synchronous (synchronized video conference), high cue – asynchronous (asynchronous video), low cue – synchronous (web-board chat), and low cue – asynchronous (threaded text messaging – newsgroup).  The purpose of the study was to understand how the medium influences the person perception process.  With regard to uncertainty reduction, the study results suggest that participants using low cue asynchronous communication felt more certain than those using asynchronous high cue technologies.  The difference was statistically significant.  In the synchronous low and high cue media differences were not significant.  The study shows a significant effect of number of cues on credibility.  Those participants using a low cue medium rated their partners as more credible.  Overall, the study shows that participants using low cue media technology felt less uncertain, had more social attraction, and felt that their partners were more involved in communication when compared to participants using high cue media technology.  There were no significant effects of synchrony on perceived credibility or perceived involvement. 

The results of Nowak, Watt, and Walther (2005) provide interesting information related to credibility perception in the online environment.  The results imply that the asynchronous nature of Web site interaction will not affect the ability of individuals to form credibility perceptions of the Web site.  The research does suggest, however, that a reduction of cues might lead to an increase in the user’s perceived credibility of the site.  This suggests interesting future directions for research.

Contribution this Study Will Make to the Field

Many studies exist regarding the influence involvement has on persuasion.  As Web designers consciously attempt to communicate credibility to Web site users, this communication of credibility becomes a form of persuasion that asks users to believe the presented content.  The importance of involvement level on persuasion suggests the need to look at how involvement level might influence perceived credibility in the online environment.  This proposed study will examine the influence of user involvement level on the Web site elements noticed and how those noticed elements influence perceived credibility.  The scope of the proposed study is to determine the affect that user involvement has on perceived credibility during computer-mediated communication within a hypermedia computer-mediated environment.

The results of the research will add to the literature on Web design elements that improve perceived credibility.  The proposed research will also add to the involvement literature and computer-mediated communication literature by examining the influence of involvement within a hypermedia computer-mediated environment.

Chapter Three

Methodology

Overview


This chapter discusses the experimental design of the proposed research, sample size, independent variables, dependent variables, instruments used to gather data, and measurement methodology.  Also presented is a description of how the research methodology answers the research questions and hypotheses discussed in Chapter 1.  Reliability and validity assessments are also discussed.  The proposed study will measure two things: 1) Web site elements noticed by users with varying levels of topic involvement and decision-task involvement; and 2) perceived credibility of the Web sites examined by participants.  The proposed study will use a two-group, post-test only design with random assignment of participants to a treatment and non-treatment group (Campbell & Stanley, 1963; Trochim, 1999).  Figure 3 provides an overview of the proposed experiment.



Participants and Sample Size


The proposed study will use a convenience sample of 190 participants for the main study selected from graduates of University of Phoenix, co-workers at America On Line, the Ebay user group, family, and friends.  The target population for this study is Internet users that range in age from 18 to 65.  Individuals will be contacted by phone, email, discussion boards, and in person to develop a list of interested and potential participants.  Participant numbers from one to 300 will be entered into Excel.  A treatment group code (one = no decision task is performed, and two = participant uses Web site for decision-task) will be randomly assigned to each participant number.  For each potential participant a participant number will be randomly selected from the list, and then marked as used (Trochim, 1999).  If a participant declines to participate, that number will remain unavailable.  This type of random selection will ensure external validity for this study (Trochim). 
Sample size was determined using the following calculation:

ss = (Z2 *p * (1-p)) / c2   (Creative Research Systems, 2003)

           = (3.8414) * .5 * .5 / (.05*.05)

           = 192

where: 

Z = Z value (e.g., 1.96 used for 95% confidence level) 
p = percent selecting a choice, expressed as decimal
      (.5 used for sample size needed)
c = confidence interval, expressed in decimal 
      (e.g., .04 = ±4)
Selection of Content Category and Web Sites

The Fogg, Soohoo, et al. study done in 2002 examined 10 Web site content categories.  This study will use only one category.  The selected category will be one that has potential to produce a high-involvement level and in which dependence on design look was high in the Fogg, Soohoo, et al. study.  Finance is a category that meets both criteria.  Finance sites help individuals obtain information for critical life decisions such as retirement planning, investing, and loan decisions.  In addition, 56% of participants in the Fogg, Soohoo, et al. study relied heavily on design look when assessing credibility of finance sites.  Within this finance category, Fogg, Soohoo, et al. selected 10 Web sites for participant evaluation.  These Web sites, selected with input from Consumer WebWatch and Stanford researchers, target ordinary Web users, not experts.  The proposed study will use seven of these Web sites shown in Table 1. 

	Web site Name
	Web site URL

	Domini Social Investments
	http://www.domini.com

	Fidelity
	http://www.fidelity.com

	Merrill Lynch
	http://www.ml.com

	Charles Schwab
	http://www.schwab.com

	ScottTrade
	http://www.scottrade.com

	ShareBuilders
	http://www.sharebuilder.com

	Stocks At Bottom
	http://www.stocksatbottom.com


Table 1: Finance Web sites selected for the proposed study

From the Web sites used in Fogg, Soohoo, et al. (2002) one Web site was deleted because the link was no longer valid, and two were deleted because they had a Christian sponsorship.  It was felt that the participants’ credibility evaluations might be influenced by this sponsorship (both in a positive and negative way) and make the results more difficult to evaluate.  It is felt that seven Web sites provide an adequate number of pairings for the purpose of this study.

Involvement Measures


The proposed study will measure enduring involvement (involvement in the topic of financial planning) and response involvement.  In addition, situational involvement will be manipulated by randomly assigning participants to a treatment group that will perform a decision-task using two finance Web sites.  Measurement of enduring involvement provides a between-individuals perspective and suggests the participant’s involvement state of mind.  The situational involvement provides a between-situations perspective.  Response involvement will apply a process-oriented measurement to describe the cognitive activity generated by varying levels of participant involvement (Houston & Rothschild, 1978).
Measuring Enduring Involvement 


Using Mittal’s (1995) involvement scales, the proposed study will measure the enduring involvement level of the participants with regard to their involvement with the topic “Financial Planning.”  In this proposed study, the enduring involvement level in the finance topic is referred to as topic involvement.

Mittal’s (1995) semantic differential scales are shown below:

For me, “Financial Planning” is:

Important
1 
2 
3 
4 
5
 6 
7 
Unimportant

Of no concern 1 
2
 3 
4 
5
 6 
7 
Of concern to me

Means a lot 

to me

 1 
2 
3
 4 
5 
6 
7 
Means nothing to me

Matters to me 
1 
2 
3 
4 
5 
6 
7
Does not matter to me


Significant 
1 
2
 3 
4 
5 
6 
7 
Insignificant 

                                                                                                             (Mittal, 1995)

For this study, the scales will be used in a semantic differential format as a portion of the Web Credibility Survey (See Appendix F, pp. 78 and 82).  Banwar Mittal provided permission to use these scales (See Appendix K).

Manipulating Situational Involvement
Situational involvement will be manipulated for the treatment group.  Participants in the treatment group will be given a decision-task to perform using two randomly generated Web sites from the seven finance Web sites being used.  This decision-task is designed to temporarily increase the participant’s involvement level in the Web site content.  Participant instructions for the decision-task are shown in the Experiment section and in Appendix D.  In this proposed study, the situational involvement generated by participation in the decision task is referred to as decision-task involvement.
Measuring Response Involvement


Response involvement is a measurement of the amount and type of cognitive processing that occurs because of combined enduring and situational involvement (Celsi and Olson, 1988).  The proposed study will measure the cognitive processes of comprehension and focus.  Comprehension is the number of thoughts that an individual has related to a stimulus.  In this experiment, the number of comments listed by the participant regarding perceived credibility of the Web site will serve to measure comprehension.  For example, will participants with low topic involvement and no decision task write fewer comments than participants with high topic involvement and a decision-task?  Focus will be a measurement of the number of peripheral cues (design look) comments versus comments related to source or message.  In other words, did the participants focus on design look or on substance of the content?  Peripheral focus would be identified with more comments in the context, medium, and receiver category elements.  A more central focus would be identified by more comments in the source and message category elements.  The comments used to measure comprehension and focus will be captured in the Web site credibility-ranking portion of the survey (See Appendix F, pp. 79 and 83).

Measuring Perceived Credibility
Perceived credibility will be measured in two ways.  Participants will rank Web sites based on credibility using a paired-comparison methodology (Guilford, 1928).  Fogg, Soohoo, et al. employed this methodology in their 2002 study.  In addition, because source credibility has been shown to play a key role in credibility assessment (Hovland & Weiss, 1951;  Sternthal, Phillips, & Dholakia, 1978), participants will evaluate the source credibility (trustworthiness and expertise) of the Web sites using the scales developed by Collins (2004) (see Appendix H)..

Paired-comparison Methodology

The paired-comparison methodology developed by Guilford in 1928 is a type of psychometric scaling that produces a ratio-level ranking of items along a defined dimension.  Participants rank the paired items and from this ranking, an overall preference ranking is determined.  The paired-comparison methodology relies on a series of judgments and provides ratio-level data making it robust.  In the Fogg, Soohoo, et al. (2002) study, one point was awarded to a Web site every time that site was listed as more credible than the paired site.  This same paired-comparison methodology will be used for the proposed study.
Measuring Source Credibility of Web Sites

Research has consistently identified the trustworthiness and expertise of the source as playing an important role in credibility assessment (Fogg & Tseng, 1999; Hovland & Weiss, 1951; Rhys, 1924; Sternthal, Phillips, & Dholakia, 1978).  This study, therefore, will measure each participant’s perception of the source credibility of the Web site that the participant ranks as “More Believable” in the paired-comparison ranking.  Scales developed by Collins (2004) will be used (see Appendix F, pp. 80 and 84) and presented as a five-point Likert scale.  Permission to use these scales was received from Collins (see Appendix K)
Measuring Demographics

Age, gender, and education level have been shown to influence perceived credibility (Johnson & Kaye, 1998).  These demographic data will be captured as part of the survey instrument (See Appendix F, pp. 78 and 82).
Measuring Covariates:  Predisposition to Trust and Past Success in Investing


To measure the influence of involvement level on the perceived credibility of Web sites, it is necessary to account for any other effects that might influence perceived credibility.  To accomplish this, an analysis of covariance design can be used (Trochim, 1999).  Collins (2004) shows that a predisposition to trust influences whether a user trusts a Web site’s content.  Because trustworthiness is a primary factor of the credibility construct (Fogg & Tseng, 1999; Hovland & Weiss, 1951; Sternthal, Phillips, & Dholakia, 1978), a propensity to trust might mediate the participants’ perceived credibility of Web sites.  For this reason, predisposition to trust will be measured as a covariate using four of the McKnight, Choudhury, and Kacman (2002) disposition to trust scales (see Appendix G) in a five-point Likert scale as part of the Web Credibility Survey (See Appendix F, pp. 78 and 82).  Permission to use these scales was received from McKnight (see Appendix K). 

In addition, a person’s prior success in investing might also be a covariate.  One survey question was added to measure the participant’s previous success in investment (see Appendix F, pp. 78 and 82).
The Web Credibility Survey Model


The online survey for the proposed study was developed using PHP and MySQL.  The survey (See Appendix F) is designed to capture responses that will answer the research questions and hypotheses discussed previously in this proposal.  The survey model is divided into the following sections:

Section One

Demographic Information – The first part of the questionnaire will collect the general demographic information of the participant – age, gender, and education level.

Section Two
Enduring Involvement – This section of the survey measures the enduring involvement (Mittal, 1995) of the participants in the topic of financial planning
Section Three
Covariate Measurement – This section of the survey measures two covariates: 1) previous success in investments, and 2) predisposition to trust (McKnight, Choudhury, and Kacman (2002)

Section Four
Web Site Credibility Ranking – The fourth section allows the participants to use a paired-comparison methodology to rank the two sites they evaluate as “More Believable” and “Less Believable”.  Each time a site is selected as “More Believable” a point will be assigned to that site.  Addition of these points will determine which sites are ranked as most credible (Fogg, Soohoo, et al (2002).  Web site rankings will be measured and evaluated in the aggregate as well as separately for the treatment group and non-treatment group.
Section Five
Web Site Credibility Comments – Participants are asked to write comments about the credibility of each Web site that they examined or used.  These comments will be sorted into Web site element categories and subcategories to measure which elements are noticed between the treatment and non-treatment groups (Fogg, Soohoo, et al., 2002).  In addition, these comments will be used to measure response involvement.  The number of comments will measure comprehension, while the category the comments are placed in will measure focus (Houston & Rothschild, 1978).  The Web site category and subcategories are shown in Table 2.  Large categories are derived from Wathan & Burkell (2002).  Subcategories are derived from Chang-Hyun (2004); Fogg, Soohoo, et al. (2002), Jarvenpaa et al. (1999), and Schweiger (2000).

Table 2: Web Site Element Categories and Subcategories.
Section Six
Web Site Credibility (Trustworthiness and Expertise of the Source) – In this section of the survey, participants are asked to respond to questions about the credibility and expertise of the source of the Web site that the participant felt was “More Credible” in the paired-comparison ranking..
Experiment Design

A 2 x 2 factorial design will serve to answer the research questions presented earlier.  This design will identify any potential interactions that exist between topic involvement level and decision-task involvement level.  There will be four possible effects of interest: 1) a significant main effect of topic involvement, 2) a significant main effect of decision-task involvement, 3) a significant interaction between topic involvement and decision-task involvement, and 4) a null effect (Trochim, 1999).  The proposed study will identify two levels of topic involvement and two levels of decision-task involvement.  To illustrate the potential interactions, the 2 x 2 factorial is shown in Table 2.     

	 
	Low Topic Involvement
	High Topic Involvement

	No Decision-Task
	 
	 

	Decision-Task
	 
	 


Table 3.  2x2 Factorial Design (Trochim, 1999)
How the Research Methodology answers the Research Questions and Hypotheses

Having described the measurement methodologies that will be applied in this research, having described the experimental design to be used, and having presented a model of the Web Credibility Survey, it is now necessary to discuss how these measurements, design,  and instruments will answer the research questions and hypotheses presented in Chapter One..

Research question one asks to what extent, if any, do users with high topic involvement notice different Web site elements (Cho, 1999; Fogg, Soohoo, et al., 2002) compared to users with low topic involvement (Mittal, 1995; Petty & Cacioppo, 1979).  This research question corresponds to H1: High topic involvement will result in a significant difference in the Web site element categories noticed when compared to categories noticed by low topic involvement users.  The five-item semantic differential scale, based on Mittal’s (1995) enduring involvement scales, used in Section Two of the Web Credibility Survey, will measure the participants’ enduring involvement in the topic of financial planning (Mittal, 1995), and will provide the topic involvement measurement.  Respondents will indicate the Web site elements they noticed by responding to Section Five of the Web Credibility Survey where they are asked to write comments about the credibility of the Web sites they examined.  These comments will be placed into the categories of source, message, medium, context, and receiver and will be analyzed taken together and within both the high and low topic involvement groups.

Research question two asks to what extent, if any, does decision-task involvement alter the elements noticed on a Web site (Mittal, 1995).  This research question corresponds to H2:  Decision-task involvement will result in a significant difference in the Web site element categories noticed when compared to categories noticed by users with no decision-task involvement.  In this experiment, decision-task involvement will be generated by assigning a treatment group to use two finance Web sites to research and obtain answers to investment planning questions.  This treatment group will not be looking at the Web sites for evaluating the believability of the sites, but rather for the purpose of performing a task.  Respondents will indicate the Web site elements they noticed by responding to Section Five of the Web Credibility Survey where they are asked to write comments about the credibility of the Web sites they examined and used.  These comments will be placed into the categories of source, message, medium, context, and receiver.  The responses will be analyzed taken together, within the group that performed no decision task, and within the treatment group that performed a decision task.

Research question three asks if decision-task involvement changes the elements that are noticed, to what extent, if any, does this occur in participants with a low topic involvement level (Mittal, 1995).  This research question corresponds to H6: The interaction effects of topic involvement and decision-task involvement will significantly affect the Web site element categories noticed.  The experiment will use a 2x2 factorial design (described in the Experiment Design section of this proposal).  This design provides information on any interaction effects between topic involvement and decision-task involvement.  Respondents will indicate the Web site elements they noticed by responding to Section Five of the Web Credibility Survey where they are asked to write comments about the credibility of the Web sites they examined.  These comments will be placed into the categories of source, message, medium, context, and receiver.  Responses will be analyzed within the four groups generated by the 2x2 factorial (high topic involvement - no decision-task, high topic involvement – decision-task, low topic involvement – no decision-task, and low topic involvement – decision-task).

Research question four asks to what extent, if any, does increased involvement level decrease the user’s focus on peripheral cues (e.g., design look) (Cho, 1999; Fogg, Soohoo, et al., 2002; Petty & Cacioppo, 1979).  This research question corresponds to three hypotheses: H3, H4, and H5.  H3: High topic involvement will result in users noticing significantly more elements in the source and message categories for both users with decision-task involvement and users with no decision-task involvement.  H4:  Decision-task involvement will result in users noticing significantly more elements in the source and message categories for both high and low topic involvement users when compared to users with no decision-task involvement.  H5: Low topic involvement will result in users noticing significantly more elements in the context, medium, and receiver categories, when compared to high topic involvement users.  Topic involvement will be measured with Mittal’s (1995) five-item semantic differential scale in Section Two of the Web Credibility Survey.  Decision-task involvement will be generated in the experiment by asking a treatment group to use the two finance Web sites to research and obtain answers to investment planning questions.  Respondents will indicate the Web site elements they noticed by responding to Section Five of the Web Credibility Survey where they are asked to write comments about the credibility of the Web sites they examined.  These comments will be categorized into source, message, medium, context, and receiver.  These responses will be analyzed to determine response involvement (Celsi & Olson, 1988) within the high and low topic involvement groups, the decision-task involvement group, and the four groups created by the 2x2 factorial design.  Comprehension (number of comments made) and focus (the number of peripheral cues noticed) will be measured across all groups.
Research question five asks if increased involvement level alters the elements noticed during Web site credibility assessment, is participant focus influenced to a greater degree by topic involvement or by decision-task involvement (Mittal, 1995; Petty & Cacioppo, 1979).  This research question corresponds to most of the hypotheses mentioned in the preceding research questions, H1, H2, H3, H4, and H5.  By measuring high topic involvement using Mittal’s (1995) topic involvement scales and by generating decision-task involvement by asking the users to perform a task, it will be possible to determine whether one type of involvement appears to have a greater influence on the Web site elements noticed.  Previous research by Celsi and Olson (1988) suggests that an overall level of personal relevance will be generated when enduring involvement and situational involvement interact.
Research question six asks if increased involvement level alters the elements noticed during Web site credibility assessment, to what extent, if any, does perceived credibility change (Fogg, Marshall, et al., 2001; Fogg, Soohoo, et al., 2002).  This research question corresponds to H7: Perceived credibility of Web sites is significantly different across varying levels of involvement.  Topic involvement and decision-task involvement will be measured and generated, respectively, as described previously.  Two measures of Web site credibility will be used.  First, participants will use the paired-comparison methodology (Fogg, Soohoo, et al., 2002; Guilard, 1928) to rank the two Web sites as “More Credible” and “Less Credible”.  These rankings will be analyzed overall for all participants, as well as for participants with high and low topic involvement level, participants with decision-task involvement and with no decision-task involvement, and with regard to any interaction effects between the two types of involvement.  The source of content plays a significant role in how content users perceive credibility (Hovland & Weiss, 1951; Rhys, 1924; Sternthal, Phillips, & Dholakia, 1978).  Because of the importance placed on source in the credibility literature, this proposed study will measure the perceived credibility of the source of the Web site that the participant ranks as “More Believable” during the paired-comparison ranking.  Source credibility of the Web site will be measured using Collins (2004) Web Credibility scales.  These scales measure how the participant perceives the trustworthiness and expertise of the source.

Experiment

 As stated previously using Excel, each participant number (1-300) will be randomly assigned to a treatment (code 2) or non-treatment (code 1) group.  For each individual on the list of people who indicated interest in participating, a participant number will be randomly selected causing the potential participant to be randomly assigned to a treatment or non-treatment group.  These individuals will receive an introduction email explaining the research and explaining what their involvement will entail.  This introduction email (see Appendix A) will provide a link to an online informed consent form (See Appendix B).  If, after reviewing the terms of the informed consent, the individual wants to participate, he or she will enter their initials and the date into the online informed consent form and submit.  The initials and date for the informed consent will be stored in a separate database from the database storing the survey responses.  Upon submission of their informed consent, each participant will be directed to a particular Web page based on whether they are in the treatment or non-treatment group.  When the Web page loads, two of the seven financial Web sites are randomly generated to create a randomly generated pair of Web sites that the participant will review.  Links to the two Web sites will appear on the Web page with detailed instructions (See Appendix C and D)
Non-treatment Group

After submitting their initials and date to indicate their informed consent to participate, participants in the non-treatment group will be directed to the first Web page where they are asked to answer demographic questions, questions about their enduring involvement in financial planning, and questions that will measure their predisposition to trust and prior success in investing.  When they submit these responses, participants will be taken to the next Web page where they are provided a randomly generated pair of finance Web sites.  Participants will be instructed to examine these two finance Web sites and evaluate both Web sites with regard to believability (see Appendix C).  When  participants finish reviewing the two Web sites, they will be asked to rank the Web sites based on believability and to then write comments about the believability of each Web site (see Appendix F, p. 79).  Upon submission of these responses, the participants will go to the third Web page where they are asked to answer eight questions (see Appendix F, p. 80) about the source of the Web site that they had indicated was “More Believable” on the previous page.
Treatment Group


After submitting their initials and date to indicate their informed consent to participate, participants in the treatment group will be directed to the first Web page where they are asked to answer demographic questions, questions about their enduring involvement in financial planning, and questions that will measure their predisposition to trust and prior success in investing.  When they submit these responses, participants will be taken to the next Web page where they are provided a randomly generated pair of finance Web sites.  They will be asked to examine content on the two finance Web sites and to use the information they find on only these two Web sites to answer the following questions on an online form on this same Web page (See Appendix F, p. 85)
Based on the information I found on the two Web sites:

[image: image1.wmf]My current investment plan will achieve all of my investment goals.  
[image: image2.wmf]My current investment plan will achieve only some of my investment goals.  
[image: image3.wmf]My current investment plan will not achieve my investment goals. 
_____________________________________________________________________
You may enter more than one response below 
[image: image4.wmf]I should increase my investment contributions 
[image: image5.wmf]I should change my investment allocations 
[image: image6.wmf]I should change my risk strategy.  
[image: image7.wmf]I should make no changes 
_____________________________________________________________________
After the participants have used the two finance Web sites to answer these investment-planning questions, they will be asked to rank the Web sites based on believability and to then write comments about the believability of each Web site (see Appendix F, p. 85).  Upon submission of these responses, the participants will go to the third Web page where they are asked to answer eight questions (see Appendix F, p. 86) about the source of the Web site that they had indicated was “More Believable” on the previous page.
The responses to the investment planning questions are not captured or stored and have no relevance to the results of this research.  The purpose of having the participants use the sites to answer these questions is to generate decision-task involvement.  
Data Analysis


This experiment is a two-group, post-test only randomized experiment using a 2 x 2 factorial design.  There is one factor for enduring topic involvement and one factor for situational involvement.  ANOVA will be used to compare measurement results between the treatment and non-treatment groups (Trochim, 1999).  There will be two main effects and four interaction effects.
Involvement Level

Participants will be placed into one of two enduring topic involvement buckets: high and low involvement.  Through random assignment to a treatment or non-treatment group, participants will also fall into one quadrant of the 2 x 2 factorial design: high involvement – no decision task, high involvement – decision task, low involvement – no decision task, and low involvement – decision task.  The decision task will create situational involvement.
Categorizing Comments


Data preparation will involve coding of the comments written by participants.  The same coding categories for comments will be used as those developed for the Fogg, Soohoo, et al. (2002) study.  These 25 coding categories (See Appendix I) come from Consumer WebWatch guidelines (Consumer WebWatch, 2004) and from emerging themes in the consumer comments in the study itself.  In addition to examining each category separately, the comment categories will be grouped into Wathan and Burkell’s (2002) five characteristics that influence credibility perception.  For the proposed study, two other coding categories will be added, based on the review of literature.  Perceived security (Jin, 2002; Jarvenpaa et al., 1999) and technical capability (Schweiger, 2000) will be categories placed under the Medium group.  The individual categories and groupings are shown in Table 2:

Analysis of Comments

Grouping the categories contributes to the development of a conceptual involvement framework to aid designers.  As in the Fogg, Soohoo, et al. study, the frequency of the comment categories will be calculated as a percentage of total comments.  The category groupings will also be calculated as a percentage of total comments.  Categories and category groupings will be analyzed to determine what elements and groups of elements were used to assess Web site credibility.  Use of ANOVA will determine differences in the categories noticed within the two main effects and the interaction effects (Trochim, 1999).  
Ranking Web Sites Based on Credibility


The paired-comparison methodology (described previously) will be used for the proposed study.  Each time a Web site is evaluated to be “More Believable”, that site will receive one point.  At the end of the study, each site will receive a final score, which will be the average (mean) of all the scores it has received.  The seven sites in the finance category will then be ranked according to their mean scores, highest to lowest.  After the sites are ranked, the proposed study will also examine differences in the ranking distribution across the involvement effects (topic involvement and decision-task involvement) and within the interactions using ANOVA.  
Analysis of Source Credibility of Web Sites

The Collins (2004) Web Credibility Scale results will measure how the participants perceive the source credibility of the Web site that they ranked as “More Believable”.  ANOVA will determine differences in the perceived source credibility across the treatment group and non-treatment group as well as any interaction effects.
Formats for Presenting Results

Survey results will be stored in a MySQL database and exported to SSFS for analysis.  Results will then be presented in a tabular format for the final report.
Resource Requirements

The proposed study will be an expansion study of the Fogg, Soohoo, et al. (2002) study.  Participants will be a convenience sample of 190 participants selected from graduates of University of Phoenix, co-workers at America On Line, the Ebay user group, family, and friends.  Participants will receive an introduction email after being randomly selected from the list of potential participants.  This introduction email will direct the participants to an online survey available on the Internet.  Participants will need to have a computer and Internet access.  No facility or computer equipment will be required.
Reliability and Validity

External validity for this study will be achieved through random selection of the 190 participants from a pool of approximately 300 interested individuals.  This random selection will help to ensure that the study results can be generalized to a larger population.  Internal validity will be achieved through random assignment of participants to a treatment or non-treatment group.  These two groups will be probabilistically equivalent and will help to ensure that the treatment given to one group will be the cause of the observed output (Trochim, 1999).

Equally important for this study are the validity and reliability of the scales used.  Cronbach's α measures the reliability of a psychometric instrument because it assesses how well a set of items measures a single construct.  The measurement is related to the outcome of an analysis of variance of the items into variance due to the participants in the sample and variance due to the items themselves.  The higher the proportion of variance due to participants, the higher Cronbach's α (Trochim, 1999).  Also important in assessing the validity of survey instruments are convergent and discriminate validity.  Convergent validity is the degree to which an actualization of a construct is similar to other constructs with which it should be similar.  Discriminant validity is the degree to which that actualization differs from constructs with which it should differ.
Mittal’s five-item, seven-point Likert scale has a sound theoretical basis and psychometric properties concerning reliability as well as convergent and discriminate validity (Steenkamp & van Trijp, 1991).  Van Kenhove, Wijnen, and De Wulf (2000) performed a factor analysis that revealed a one-factor structure accounting for 77% of the variance with all items scoring .75 or higher.  For the overall sample, Cronbach’s a was .90.

McKnight et al. (2002) established convergent and discriminant validity for the disposition to trust scales and showed a Cronbach’s a of over 80%.  Collins (2004) compared his Web Credibility scale to the Trusting Belief’s scale to determine convergent validity and shows a correlation of 91%.  Discriminant validity was also validated.  The Collins Web Credibility scale showed overall reliability of .92.

Timeline

July 31, 2005 – Obtain necessary permissions to use scales and surveys 

September 15, 2005 - Validate that finance Web sites are still “live” and that accurate links are being used.

September 15 – Obtain IRB approval for University of Phoenix

October 5, 2005 – Complete preparation of the Web pages for online informed consent and all online survey instruments and instruction Web pages.  Complete database development in MySQL for data capture and storage.

November 6 – Obtain approval of formal proposal from committee.

November 10 to November 20, 2005 – Perform pilot study of proposed experiment 

                                Evaluate results of pilot study


                    Make any necessary modifications to instruments or 

                                 Process, based on pilot study results

December 1, 2005 to January 31, 2006 - Field study research – gather data

February 1, 2006 to February 28, 2006 – Data analysis and conclusions

March 1, 2006 – June 30, 2006 – Write Results portion of dissertation

July 1, 2006 – Submit final dissertation


Summary


The goal of the proposed research is to determine the relationship between Web site user involvement level and perceived credibility of online information.  From this knowledge, a conceptual design framework will be developed to enable Web site designers to establish credibility with both low and high-involvement Web site users.  As the literature review revealed, the elements that Web site users say would indicate credibility of online information are often not noticed when users view a Web site.  Consequently, Web site elements currently used by Web designers to establish credibility are not being noticed and used in credibility evaluations.  The proposed study intends to provide new and improved guidelines for establishing credibility in the online environment.

Chapter Four

Discussion of Expectations

Anticipated Benefits


Involvement has long been an important factor in persuasion.  Understanding how the involvement level of Web users influences their credibility perceptions online is important as Web designers strive to persuade users to rely on content and return to a Web site in the future.  Credibility design is becoming as important as usability design with Web users relying more on Web content in making important decisions.  As the literature review reveals, traditional credibility markers are not noticed in the online environment.  The proposed research will identify credibility markers that users rely on in an online environment and will determine how those markers differ with varying involvement level of the Web site user.  This knowledge will lead to a credibility design framework that will allow Web designers to communicate credibility to users more effectively.  

This study will:

1) Redefine credibility markers in the online environment, based on what users notice when evaluating credibility.

2) Distinguish credibility markers for high and low-involvement Web site users.

3) Determine the effect that user involvement level has on perceived credibility of Web sites.

4) Propose a credibility design framework. 

5) Provide an understanding of how involvement level of the user might influence Web site design strategy.

6) Add to the body of knowledge on Web site user behavior.

The credibility design framework will allow Web designers to more effectively communicate credibility to users.  As designers improve how they communicate credibility, users will have a greater ability to assess the quality of the online information they rely on for making decisions.

Projected Outcomes

One outcome of the proposed research will be an improved understanding of the effect that Web user involvement level has on perceived credibility of Web sites.  Another outcome will be a set of credibility design guidelines that will enhance Web design methodology.  Both users and Web designers benefit by an improved understanding of online credibility markers, and this understanding helps to elevate Web design to the level required as Internet use shifts from providing casual entertainment to being a resource for making informed decisions.
Practical Applications of the Findings


The proposed research will develop a set of credibility design guidelines that will add to Web designers’ existing tools.  The increased understanding of how users perceive credibility will allow both the Web designers and the businesses they design for, to be more competitive in their respective markets.  The proposed guidelines will address the growing need to communicate credibility in today’s online environment.  Improved credibility design that uses markers that are relevant in the online environment will aid the end-users of Web sites in more quickly determining credibility.  

Constraints and Limitations Affecting the Scope of the Study
This study will focus on individuals with medium to high Internet experience.  How involvement level influences individuals with minimal Internet experience, and how these individuals assess credibility might differ from the results of this study.  In addition, this study asks individuals to evaluate credibility of only one type of Web site, financial.  Walthen, Wang, and Loh (2004) and Eastin (2001) suggest that credibility markers might differ depending on the topic. 

Recommendations for Additional Studies


Credibility design studies are in the early stages, suggesting many future research projects.  The literature review reveals the need to determine if credibility markers differ between content categories (e.g., credibility markers on medical Web sites may differ from credibility markers on finance Web sites).  Additional research is needed on the influence of involvement specifically in the online environment.  Several questions exist that need to be addressed.  Do individuals in an online environment process peripheral cues and systematic cues simultaneously or in a sequential manner?  How does the processing differ for low and high-involvement Web site users?  With reference to perceived credibility, how important is source credibility in an environment where source is often vague?  In the online environment, when is mental processing generated for high and low-involvement Web site users (e.g., at the time of receiving the stimulus, at the time of taking action, after the action is taken)?  In general, studies are needed to determine how the influence of involvement level might differ in the online environment.  The proposed study measures two types of response involvement for low and high-involvement users:  comprehension and focus.  Houston and Rothschild (1978) define two other types of response involvement:  attention and elaboration.  Further research could examine the effect of involvement level on attention and elaboration in the online environment.

Contributions in the Field of Study and Advancement of Knowledge


The proposed research study will make contributions in the field of involvement research, human-computer interaction research, Web design research, computer-mediated communication research, and credibility research.  Understanding of the role that involvement plays specifically in the online environment and how credibility is perceived specifically in the online environment will expand both involvement and credibility knowledge.  In addition, the proposed study will add to knowledge of Web site user behavior.  More specifically, the research will provide a design framework for communicating credibility on a Web site.  Credibility design can be based on a sound set of principles obtained from empirical research.
Appendix A

Introduction Email 

Hello,

Your name has been provided to me as someone interested in participating in Web credibility research. Your interest in participating is appreciated. If, after reading the informed consent form, you agree to participate in this study, you will be asked to examine two finance Web sites and evaluate the believability of these Web sites.  There will be an online survey for you to complete.  You will complete some portions before reviewing the Web sites and some portions after you review the Web sites. 

Please click the link below and you will see an online informed consent form.  Please read this carefully and enter your initials and date where indicated.  After you have submitted your consent information you will receive links to the two finance Web sites and you will receive further instructions on how to proceed.

This exercise will take between 20 and 30 minutes to complete.

Thank you very much for your participation!

Continue to the Consent Form>>>>>>>   
This link is active and can be tested to view a sequence of the Web pages the non-treatment participants will see.

Continue to the Consent Form>>>>>>>


This link is active and can be tested to view a sequence of the Web pages the participants in the treatment group will see.

Appendix B

Informed Consent Form
Adult/General Informed Consent form for participation in the dissertation research study, “An Examination of the Effects of Web User Involvement on Perceived Credibility of Web Sites”

Funding Source: None

IRB approval # ___________

Principal investigator

Susan Ferebee

1521 E. Placita Lupita

Tucson, AZ 85718

(520) 869-7076

Email: ssferebee@aol.com

Dissertation Committee Chair

Laurie P. Dringus, Ph.D., Professor 
Graduate School of Computer and Information Sciences 
Nova Southeastern University 
3301 College Avenue 
Ft. Lauderdale, FL, USA, 33314 
954-262-2073(phone); 954-262-3915(fax) 
email: laurie@nova.edu
Institutional Review Board

Nova Southeastern University 

 Office of Grants and Contracts 

(954) 262-5369 
Risks /Benefits to the Participant:

There are no direct benefits to you for participating other than what may be an educational experience in financial planning and in understanding how you, individually, evaluate the believability of a Web site.  There are also probably no risks to you; you will simply be using a computer, viewing some Web sites, and answering survey questions online.  There is a risk that you might feel uncomfortable or anxious in thinking about and answering questions about your personal investment planning.  These questions will be of a very general nature.  Your participation is completely voluntary and there is no penalty to you for refusing to participate.  You may stop participating at any time during the survey.  If you have any concerns about the risks or benefits of participating in this study, you can contact Susan Ferebee and Dr. Laurie Dringus or the IRB office at the numbers indicated above. 

Costs and Payments to the Participant:

There are no costs to you or payments made to you for participating in this study.

Confidentiality and Privacy:

During this questionnaire, your interactions with the computer and with the online survey will be recorded automatically in a log file.  We will associate an ID number with your log files but at no time will you be asked to supply your name.  If you enter partial responses to the survey, and then voluntarily decide to exit the survey before completing it, your partial response data will not be used in the study and will be deleted from the database at the conclusion of the study.  Survey results will be reported based on the aggregate group and no single participant's responses will be discussed.  Data will be stored in a database to which access is only granted to the principal investigator and the Dissertation Committee Chair.  The IRB and regulatory agencies may review research records.  All information obtained in this study is strictly confidential unless law requires disclosure.

Voluntary Consent

I have read the preceding consent form, or it has been read to me, and I fully understand the contents of this document and voluntarily consent to participate.  All of my questions concerning the research have been answered.  I hereby agree to participate in this research study.  If I have any questions in the future about this study the researcher, Susan Ferebee, will answer them.  A copy of this form has been given to me.  This consent ends at the conclusion of this study.

Participant

Signature:  _______________________________

Date:     __________________________________

Witness 

Signature: ​​​​​​​​​​​​​​____________________________

Date: ________________________________

Appendix C

Instruction Page Non-Treatment Group

You will be looking at two finance Web sites and evaluating those sites based on how believable they seem to you.
INSTRUCTIONS
· Please review both of the financial Web sites shown below.

· Evaluate the Web sites based on how believable you feel each one is.

· Each Web site will open in a new window. 

· When you are finished evaluating the sites, close both of the financial Web sites.

· Return to this Web page and answer the questions on the right side of this page.

ShareBuilders 
View This Site 
Domini 
View This Site 
Appendix D

Instruction Page Treatment Group

Instructions

· Read the questions on the right side of this page (See Appendix E)

· Leave this Web page open while you examine the two finance sites (links provided below).
· Please Use These Two Finance Web Site
· Use content from BOTH and from ONLY the two Web sites provided to find answers to the questions regarding your investment planning.
Fidelity 
View This Site [image: image8.png]



Domini 
View This Site
· Each Web site will open in a new window. 

· When you have finished using the site to find information on your investment planning, return to this Web page and enter and submit your responses to the questions on the right side of this page.
· You should allow approximately 30-45 minutes for this exercise.

Appendix E

Investment Planning Questionnaire for Treatment Group

Investment Planning Questionnaire
Top of Form

[image: image9.wmf]

1



 HTMLCONTROL Forms.HTML:Hidden.1 [image: image10.wmf]

http://www.sitelin


Based on the information I found on the two Web sites:

[image: image11.wmf]My current plan will achieve all of my investment goals.  
[image: image12.wmf]My current plan will achieve only some of my investment goals.  
[image: image13.wmf]My current plan will not achieve my investment goals. 

You may enter more than one response below 
[image: image14.wmf]I should increase my contributions 
[image: image15.wmf]I should change my investment allocations 
[image: image16.wmf]I should change my risk strategy.  
[image: image17.wmf]I should make no changes 

Appendix F
Web Credibility Survey for Non-Treatment and Treatment Groups
To best view the Web Credibility survey, including all instructions, go to the following links

Non-Treatment Group:  http://www.sitelineaz.com/surveyitem.php
Treatment Group: http://www.sitelineaz.com/surveyitem2.php
Any responses captured prior to the survey going live will be deleted.  A copy of the survey  is inserted into the following pages as well .but cannot be easily read without applying zoom to the document.

Web Credibility Survey for Non-Treatment Group
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THANK YOU FOR AGREEING TO PARTICIPATE.

after answering the questians on this page, you will be taken
to & page with instructions and links to two financial Web
sites. Please follow the instructions regarding haw to use or
evaluate the Web sites. After reviewing the financial Web
sites you will be asked another series of questions. This
entire process can take from 20 to 40 minutes. We
appreciate your willngness to give us this time.

Tell us about yourself

Gender.
Hale: O Female: O

Age:
18-30 O 3150 O 5165 O 66+ O

Education Completed:
O High Schaol

O associate's Degree

O Bathelor's Degree

O Master's Degree

O Doctoral o Professional

Please answer the following

To me, financial planning is
tmportant 1 O 2 O 3 O 4 O 5 O unimportant

of concerntome 1 O 2 O 3 O 4 O 5 O of no concern to me
Does not mattertome 1 O 2 O 3 O 4 O 5 O Matters to me.
significant 1 O 2 O 3 O 4 O 5 O Insignificant

Means alottome1 O 2 O 3 O 4 O 5 O Means nothing to me.

Mast peaple are honest in their dealings with others:
stronaly Agree: O Agres: O Undecided: O Disagrae: O Strongly Disagree: O

Most professionals are very knowlsdgeable in their chosen field:
stronaly Agree: O Agres: O Undecided: O Disagrae: O Strongly Disagree: O

4 largs mjority of professional peopls are competent in their area of expertise.
stronaly Agree: O Agres: O Undecided: O Disagrae: O Strongly Disagree: O

1 usually trust people until they give me a reason not to:
stronaly Agree: O Agres: O Undecided: O Disagrae: O Strongly Disagree: O

My past experience with investing has been successful
stronaly Agree: O Agres: O Undecided: O Disagrae: O Strongly Disagree: O

SUBMIT and CONTINUE

»
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@ Internet
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Thank you for agreeing to participate. You will be Of the tuo Web sites that you viewed select which ane you felt was Mare Credible and
looking at twa finance Web sites and evaluating those D EDSER e Bl Eaii
sites based on how believable they seem to you. later

ScotTrade

More Credible: O Less Credible: O
INSTRUCTIONS
Charles Schwab

o Please review bath of the financial Web sites shown
More Credible: O Less Credible: O

belaw

+ Evalunte the Web sites based on how believable you 4 very important part of this study is to undsrstand your responses. Please share your
P thoughts sbout the belisvability of each Web site that you examined and about what
made each site seem believable or nat belisvable.

o Each Web site will open in 3 new window,

 When you are finished evaluating the sites, close both
of the financial Web sites.

o Return to this Web page and dlick "Take the Survey”

to continue. SUBMIT and CONTINUE

ScotTrade
View This Site
Charles Schwab
View This Site
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would characterize the zource of the Wb sits 32 hanest,

trongly Agree; O agree; O Undecided: O pisagree: O strongly Disagree;

he sourcs of the Web site trasts others with decancy.

trongly Agree; O agree; O Undecided: O pisagree: O strongly Disagree;

he source of the Web site has an sxcellent past performance,

trongly Agree; O agree; O Undecided: O pisagree: O strongly Disagree;

belise the source of the Web sitz iz 3 laader in its fisld

trongly Agree; O agree; O Undecided: O pisagree: O strongly Disagree;

belisue the source of the Web sits iz <killul in vhat it doss,

trongly Agree; O agree; O Undecided: O pisagree: O strongly Disagree;

verall the source of the Web site is capble.

trongly Agree; O agree: O Undecided: O pisagree: O strongly Disagree;

belisus th source of the Wb sits iz honorabls in desling vith others,

trongly Agree; O agree; O Undecided: O pisagree: O strongly Disagree;
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careful attention is appreciated!

If you have questions or would be interested in
seeing the results of this research, please contact:

Principal investigatos
1521 E. Placita Lupita
Tucson, AZ 85718

(520) 869-7076

Email: ssferebee@aol.com
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Web Credibility Survey for Treatment Group
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THANK YOU FOR AGREEING TO PARTICIPATE.

after answering the questians on this page, you will be taken
to & page with instructions and links to two financial Web
sites. Please follow the instructions regarding haw to use or
evaluate the Web sites. After reviewing the financial Web
sites you will be asked another series of questions. This
entire process can take from 20 to 40 minutes. We
appreciate your willngness to give us this time.

Tell us about yourself

Gender.
Hale: O Female: O

Age:
18-30 O 3150 O 5165 O 66+ O

Education Completed:
O High Schaol

O associate's Degree

O Bathelor's Degree

O Master's Degree

O Doctoral o Professional

Please answer the following

To me, financial planning is
tmportant 1 O 2 O 3 O 4 O 5 O unimportant

of concerntome 1 O 2 O 3 O 4 O 5 O of no concern to me
Does not mattertome 1 O 2 O 3 O 4 O 5 O Matters to me.
significant 1 O 2 O 3 O 4 O 5 O Insignificant

Means alottome1 O 2 O 3 O 4 O 5 O Means nothing to me.

Mast peaple are honest in their dealings with others:
stronaly Agree: O Agres: O Undecided: O Disagrae: O Strongly Disagree: O

Most professionals are very knowlsdgeable in their chosen field:
stronaly Agree: O Agres: O Undecided: O Disagrae: O Strongly Disagree: O

4 largs mjority of professional peopls are competent in their area of expertise.
stronaly Agree: O Agres: O Undecided: O Disagrae: O Strongly Disagree: O

1 usually trust people until they give me a reason not to:
stronaly Agree: O Agres: O Undecided: O Disagrae: O Strongly Disagree: O

My past experience with investing has been successful
stronaly Agree: O Agres: O Undecided: O Disagrae: O Strongly Disagree: O

SUBMIT and CONTINUE

»
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Instructions

 Read the questions on the Investment Planning
Questionnaire to the right

o Leave this Web page open while you exsmine the two
finance sites (links provided below)

« Use cantent fram BOTH and from ONLY the two Web

sites shown below to find answers to these questians.

Merril Lynch
View This Site
ScotTrade
View This Site

o Each Web site will open in 3 new window,

« When you have finished using the sites to find
information on your investment planning, return to
this Web page and enter and submit your respanses
to the questions on the right side of this page.

o You should sllow spproximately 30-45 minutes for this

Please answer the following questions

Based on the information I found on the twa Web sites:

Oy current plan will achieve all of my investment goals

O My current plan will achieve only some of my investment goals.

Oy current plan will not achieve my investment goals.

‘You may enter mare than ane response belaw

[ 1 should increase my contributions

[ 1 should change my investment allocations

[ 1 should change my risk strategy

[0 1 should make no changes

0f the two Web sites that you viewed, select which one you felt was More

Believable and which one you felt was Less Believable.

Merril Lynch
More Believable: O Less Believable: O

ScotTrade
More Believable: O Less Believable: O

4 very important part of this study is to undsrstand your responses. Please share your

thoughts sbout the belisvability of each Web site that you examined and about what

made each site seem believable or nat believable.

SUBMIT and CONTINUE
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THANK YOU FOR PARTICIPATING! Your time and

careful attention is appreciated!

If you have questions or would be interested in
seeing the results of this research, please contact:

Principal investigatos
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(520) 869-7076
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Appendix G
Predisposition to Trust Scales

1. In general, people really do care about the well-being of others.

2. The typical person is sincerely concerned about the problems of other



3. Most of the time, people care enough to try to be helpful, rather than just looking out for themselves. 

4. In general, most folks keep their promises. 

5. I think people generally try to back up their words with their actions. 

6. Most people are honest in their dealings with others. 

7. I believe that most professional people do a very good job at their work. 

8. Most professionals are very knowledgeable in their chosen field. 

9. A large majority of professional people are competent in their area of expertise. 

10. I usually trust people until they give me a reason not to trust them. 

11. I generally give people the benefit of the doubt when I first meet them. 

12. My typical approach is to trust new acquaintances until they prove I should not trust them.

McKnight et al. (2002)

Appendix H

Web Credibility Scales

The source is interested in my well-being, not just its own. 

I would characterize the source as honest.

The source treats others with decency. 

I believe the source is honorable in dealing with others.    

Overall, the source is capable. 

I believe the source is skillful in what it does. 

I believe the source is a leader in its field. 

The source has an excellent past performance. 

 (Collins, 2004)

Appendix I
  Comment Coding Categories

Large categories derived from Wathan and Burkell (2002).  Sub-categories taken from the Fogg, Soohoo, et al. (2002) study.

Source:

Identity

Name Recognition

Reputation

Motivation of Source

Message:

Information Focus

Information Accuracy

Information Bias

Information Usefulness

Information Clarity

Corrections/Mistakes

Source:

Identity

Name Recognition

Reputation

Motivation of Source

Message:

Information Focus

Information Accuracy

Information Bias

Information Usefulness

Information Clarity

Corrections/Mistakes

Writing Tone

Privacy

Customer Service

Medium:

Organization


Information Design


Design Look


Readability


Site Functionality


Perceived Security


Technical Capability

Context:


Advertising


Affiliations


Sponsorships

Receiver:


Past experience with site


General Suspicion


General like/dislike


Performance on experiment


Appendix J
IRB Approval
From: James Cannady <j.cannady@computer.org> 
> Date: September 15, 2005 1:31:15 PM EDT 
> To: ferebee@nova.edu 
> Cc: Laurie Dringus <laurie@nova.edu> 
> Subject: IRB Approval 
> 
> Your research has been approved for IRB purposes.  The approval memo 
> is attached. 
> 
> Dr. Cannady 
> 
> ------ 
> James Cannady, PhD 
> Associate Professor 
> 
> Graduate School of Computer 
>   and Information Sciences 
> Nova Southeastern University 
>
Appendix K
Permissions

Certainly.  In fact, for academic research, anyone can use them.  Best wishes,
 

Ban Mittal
----- Original Message ----- 

From: SUSAN FEREBEE 

To: mittal@nku.edu 

Sent: Friday, July 08, 2005 12:50 PM

Subject: Seeking Permission to use your Scales in Research

 Dr. Mittal,
 

My name is Susan Ferebee.  I am a Ph.D. student working on my dissertation involving the effect of involvement level of Web site users on the perceived credibility of Web sites.  I am writing for permission to use the five seven-point semantic differential scales for measuring topic involvement which were published in Mittal, B. (1995). A comparative analysis of four scales of consumer involvement. Psychology and Marketing, 12(7), 663-682.  I will be using these scales to measure participants' topic involvement level in "finance management" in a two-group post-test only design with random assignment of participants to a treatment and non-treatment group (treatment group performs a decision-task, non-treatment group performs no decision-task).  Participants will be placed into categories of high and low topic involvement before random assignment to the treatment groups.
Thank you.
Susan Ferebee
Lead Faculty, Web Development
University of Phoenix
Southern Arizona Campus
520-869-7076
Susan
You have my permission to to use the Web Credibility Scale.  Best wishes
on your work and please let me know your results.

Jim Collins, Ph.D.
Associate Professor
Missouri Southern State University
3950 E. Newman Rd.
Joplin, Missouri 64801-1595
Phone - (417) 625-9661
Fax - (417)659-4450
>>> "SUSAN FEREBEE" <ferebees@email.uophx.edu> 07/14/05 11:30 AM >>>
Dr. Collins, 

My name is Susan Ferebee.  I am a Ph.D. student working on my
dissertation involving the effect of involvement level of Web site users
on the perceived credibility of Web sites.  I am writing for permission
to use the Web Credibility scales you developed in your 2004
dissertation.

I will be using these scales to measure participants' perceived
credibility of Web sites in a two-group post-test only design where the
participants' topic involvement is measured, then participants are
randomly assigned  to a treatment and non-treatment group which
manipulates situational involvement (treatment group performs a
decision-task, non-treatment group performs no decision-task).  I want
to measure the participants' perceived credibility in relation to their
enduring and situational involvement.
Susan Ferebee
Online Faculty
University of Phoenix
520-869-7076

Dear Susan Ferebee,

You are welcome to use the scales for any non-commercial use.

Best wishes,

Harrison McKnight



From: SUSAN FEREBEE [mailto:ferebees@email.uophx.edu] 
Sent: Friday, July 08, 2005 1:11 PM
To: mcknig26@msu.edu
Subject: Seeking Permission to use your Scales in Research
Dr, McKnight, 
 

My name is Susan Ferebee.  I am a Ph.D. student working on my dissertation involving the effect of involvement level of Web site users on the perceived credibility of Web sites.  I am writing for permission to use the disposition to trust scales published in McKnight, H. D., Choudhury, V., & Kacmar, C. (2002). Developing and validating trust measures for e-commerce: An integrative typology.  Information Systems Research, 13(3), 334–359.  
 

I will be using these scales to measure participants' disposition to trust in a two-group post-test only design where the participants' topic involvement is measured, then participants are randomly assigned  to a treatment and non-treatment group which manipulates situational involvement (treatment group performs a decision-task, non-treatment group performs no decision-task).  I want to measure the participants' disposition to trust to determine any mediating effect this might have on the results of my study.
 

Susan Ferebee
Lead Faculty, Web Development
University of Phoenix
Southern Arizona Campus
520-869-7076
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Abdulla, R. A., Garrison, B., Salwen, M., Driscoll, P., & Casey, D. (2002, August).  The credibility of newspapers, television news, and online news. Paper presented at the meeting of the Association for Education in Journalism and Mass Communication Annual Convention, Miami Beach, FL.

Using phone surveys and a self-reporting methodology, this study examines the differences and similarities of the perceived credibility of news across three mediums: newspaper, television, and online.  The survey instrument focuses on traditional credibility dimensions: (trustworthiness, currency, bias, fairness, completeness, objectivity, honesty, up-to-date, believability, balance, accuracy, and timeliness). 

The authors find that balance, honesty, and currency define credibility in newspapers.  Credibility in television news is defined by fairness and currency.  Three factors define online news credibility: trustworthiness, timeliness, and bias.  The existence of a unique dimension for online news, bias, reflects user concern about the uncontrolled placement of content on the Web and how this might affect their ability to determine source credibility.  

Berger, C., & Calabrese, R., (1975).  Some explorations in initial interaction and beyond: Toward a developmental theory of interpersonal communication.  Human Communication Research, Vol 1,  99-112.  
Berger and Calabrese developed the theory of uncertainty reduction in 1975. This theory describes the relationships between a variety of communication dimensions and uncertainty  Seven factors in a communication exchange between two individuals were identified: verbal communication, nonverbal cues, attraction,  information-seeking, intimacy, feedback, and similarity   Uncertainty motivates people to interact because it is unpleasant, and people want to reduce uncertainty.  The work on uncertainty reduction is relevant to the current proposed research because how uncertainty is reduced in a computer-mediated communication might influence perceived credulity of the communication partner.
Berland, G., Morales, L., Elliott, M., Algazy, J., Kravitz, R., Broder, M., et al. (2001). Evaluation of English and Spanish Health Information on the Internet. California HealthCare Foundation. Retrieved May 12, 2004, from http://www.rand.org/publications/documents/interneteval/
The demand for health information on the Web is increasing, but quality of this information is variable.  To address this problem, the California HealthCare Foundation requested RAND to perform an in-depth evaluation of web-based health information on both Spanish and English Web sites.  Results of the study show that in both languages, search engine performance is inefficient in providing relevant results when users search for health information.  In addition, information provided on the same topic is inconsistent between sites, and inconsistent information exists on the same site.  Finally, the results show that the average health information seeker on the Internet is unable to comprehend the college-level material.  The study makes recommendations for consumers, consumer advocates, health-care providers, providers of Web health content, and policy makers.  Assessing credibility of a Web site source becomes important to users when Web sites present conflicting, difficult to understand content.

Berlo, D. K., Lemert, J. B., & Mertz, R. J. (1969).  Dimensions for evaluating the acceptability of message sources.  Public Opinion Quarterly, 33, 563-76.

The authors perform an empirical study to understand the criteria that message receivers use to evaluate credibility.  The researchers then perform two studies to validate the credibility dimensions identified, and to apply the results to a more generalized population.  Results of the study show three dimensions that describe the credibility construct: safety, qualification, and dynamism.  The authors define the third factor, dynamism, as the “energy available to the source which can be used to emphasize, augment, and implement his suggestion”.  According to the authors, this factor appears to be an intensifier of credibility only if the other two credibility factors already exist.  They suggest that further work is required to validate the independence of dynamism as a dimension of credibility.

This research is relevant to the current proposed research because it provides validation for the expertise and trustworthiness dimensions of the credibility construct and also provides insight into what might be a third dimension, dynamism.
Bransford, J. D., Brown, A. L., & Cocking, R. R. (Eds.). (1999). How People Learn: Brain, Mind, Experience and School.  Washington, DC: National Academy Press.

The student evaluates the most current scientific data available on learning, learning environments, and teaching.  The goal of the project is to inform educators, parents, and educational policymakers about the most useful findings from the cognitive sciences, developmental psychology, anthropology, neuroscience, and research on learning in science, mathematics, and history.  The authors discuss the role that involvement level might play during learning.  For example, the study discusses that Pueblo Indian families allow children to access many aspects of adult life and allow them to choose how and with whom to participate.  In discussions about their own learning, these children talk about their role as "apprentices" to the more experienced members of the community.  They learn through observation and verbal explanations that occur in a context of involvement in the processes they are attempting to learn.  Relevant knowledge allows people to think in terms of problem representations and to relate various kinds of information to draw conclusions.

Brennan, L., & Mavondo, F. (2000).  Involvement: An unfinished story?  ANZMAC 2000 Visionary Marketing for the 21st Century: Facing the Challenge.  132-137.

This study first reviews existing research on the involvement construct and then defines involvement as a consumer’s desire to search for information.  The research studies consumers choosing universities, a task considered a high-involvement decision-task.  The authors test the hypothesis with five existing involvement scales.  These were 1) product class involvement, 2) purchase decision involvement, 3) risk, 4) self-perceived intensity of the information search, and 5) symbolic value of the product.  

The review of literature on the involvement construct reexamines different views that make up the construct.  These include 1) involvement as a continuum of motivation or interest, 2) involvement as product importance, 3) involvement as interest in the product class, and 4) involvement as interest in the purchase decision-task.  The authors postulate that involvement is a multi-dimensional construct.  

The study finds that interest in product class and interest in the purchase decision-task are the strongest factors in the motivation to search for information.  

Burbules, N. C. (2001). Paradoxes of the Web: The ethical dimensions of credibility. Library Trends, 50(4), 441-453

Burbules discusses the unique characteristics of Web information that might influence credibility assessment.  While he believes that the criteria for credibility assessment defined in existing literature are useful, he identifies five unique characteristics of the Web that might also influence credibility assessment.  These are: 1) the scope of the content, 2) the “self-referencing” nature of the content, 3) the frequency of content changes, 4) lack of defined credibility markers, and 5) link structure (ability to link to content from multiple sources and different content ranking by different search engines).  

The author describes online credibility as “distributed credibility”.  What he means by this is that the communities that produce, validate, and provide context for content influence user judgment.  He believes that these communities determine not only what content is presented, but also what content is not presented.  Burbules suggests that providing objective criteria for assessing credibility of online content may not be adequate.  He suggests that the influence of networked communities might be equally important.  He recommends that users reference credibility judgments against a community trusted by the user.  He further recommends the formation of “rings” which are people interested in the same topic that link their Web sites together.  These rings incorporate screening of content.

Unique characteristics of the online environment influence Web credibility assessment and an understanding of the communal structure of the Web might suggest new ways to improve content credibility. 

.

Caine, R. N., & Caine, G. (2003).  Brain/mind learning.  Retrieved February 2, 2003, from http://cainelearning.com/brain
Caine and Caine propose that the brain/mind is a living system and explains the learning process with a set of system principles.  The authors present twelve principles of brain/mind learning and use these principles to develop learning and education strategies.

Relevant to the current research topic is principle seven that suggests that the level of interest in a topic or object drives the attention given to that topic or object.  Individuals notice topics and objects relevant to the satisfaction of that individual’s wants and needs.  In addition, individual’s process what they observe through focused attention and peripheral cues simultaneously.



Campbell, D., & Stanley, J. (1963). Experimental and Quasi-Experimental Designs for Research. Boston: Houghton Mifflin.

This research was originally a chapter in N. L. Gage (Editor), Handbook of Research on Teaching, published by Rand McNally, 1963, a book that focuses on educational research.  The methodological suggestions, however, have proven useful in the social sciences.  The authors present alternatives for experimental design that control threats to both external and internal validity.  Significant in this study is the differentiation between external and internal validity.  The authors define internal validity as “the basic minimum without which any experiment uninterpretable (sic)”.  In other words, did the particular treatment applied to the experiment actually alter the instance of the experiment?  They define external validity as “[t]o what populations, settings, treatment variables, and measurement variables can this effect be generalized?”  The authors strive to provide experiment designs that are robust in both types of validity.

The authors suggest eight extraneous variables that apply to internal validity: 1) history, 2) maturation, 3) testing, 4) instrumentation, 5) statistical regression, 6) biases, 7) experimental mortality, and 8) selection maturation interaction.  With regard to external validity the authors present: 1) reactive or interaction effect of testing, 2) interaction effects of selection biases and experimental variables, 3) reactive effects of experimental arrangements, and 4) multiple-treatment interferences.  These twelve threats to validity provide a foundation to evaluate sixteen experimental designs.  The authors present a uniform code for depicting an experimental design.  An “X” stands for a group receiving a treatment, of which the effect of will be measured.  An “O” represents a method of measurement or observation.  When X’s and O’s are shown in the same row, it means that the persons represented in that row receive the same treatments, measurements, and observation processes.  The letter “R” will be placed in a row to indicate random assignment.
The study classifies three designs as pre-experimental and indicates where control
is required.  Three other designs are classified as true experimental designs and have strong validity control.  The remaining ten are quasi-experiments lacking the validity control required, but useful when other methods are not possible.

This study will provide a foundation from which to select an experimental design for the proposed study.  It will also aid in preparing a thorough analysis of internal and external validity for the study.

Celsi, R. & Olson, J. (1988).  The role of involvement in attention and comprehension processes.  Journal of Consumer Research, 15(2), 210-224.

This study examines the influence of “felt involvement” on cognitive processes (attention, comprehension, focus, and elaboration).  The authors define “felt involvement as the combined influence of intrinsic or enduring involvement and situational involvement.  The study results suggest that “felt involvement” has a motivational influence on two cognitive processes, attention, and comprehension.


Chaiken, S. & Eagley, A. (1983).  Communication modality as a determinant of persuasion: The role of communicator salience.  Journal of Personality and Social Psychology, 34, 605-614.

This research by Chaiken and Eagley identified an interaction between message modality and source attribute in two empirical studies.  In one experiment, the researchers presented a likable or unlikable source to deliver easily understood strong arguments on changing to a trimester system at the local university.  The message was delivered across three modalities: print, audio, and video.  Attitude change results showed an interaction between source and modality.  No difference between source attributes in print, but differences in audio and video where the source could be seen and/or heard.  In a replicated experiment, the same source manipulation occurred, but added two new messages (increase tuition and restrict financial grants) across the three modes.  The interaction replicated.  This work is relevant to the current proposed study by showing the effect of speaker credibility across different mediums.  The fact that different attitude change results occurred in the audio and video modalities suggest that a similar effect might be expected in an online hypermedia environment.
Cho, C. H. (1999).  How advertising works on the WWW: Modified elaboration likelihood model.  Journal of Current Issues and Research in Advertising, 21(1).  33-50.

This pioneering work looks at how advertising messages on the World Wide Web are processed.  The study sample is not representative of the general population.  Another limitation is that respondents reported their intention to click a banner ad, but the study did not observe actual behavior of participants clicking an ad.

The authors develop the following hypotheses, all of which were supported in the study: 1) “People in high-involvement situations are more likely to click banner ads in order to request more information than those in low-involvement situations.”  2) “In low-involvement situations, people are more likely to click a banner ad when it has a larger size than average banner ads”; 3) “In low-involvement situations, people are more likely to click a banner ad when it has dynamic animation than when it has no dynamic animation.”; 4) “The banner ad with higher relevance between its product category and the contents of the site where the ad is placed will generate more clicking of the banner.”; 6) “People who have a more favorable attitude toward a vehicle (home Web site) are more likely to click the banner ads on that site only when the product categories of the banner ads are relevant to the contents of the Web site.”; 7) “People who have a more favorable attitude toward Web advertising overall have a more favorable attitude toward a banner ad.”  Overall, the study shows involvement level in the Internet medium influences how people process messages.  Low-involvement participants respond to peripheral cues, and individuals in high-involvement situations are more likely to request further information.

Collins, J. (2004).  Measuring Credibility Assessment Targets in Web-Based Information (Doctoral dissertation, Nova Southeastern University, 2004).  Dissertation Abstracts International, vol page number needed.

This study makes two significant contributions: 1) it provides a scale to measure Web credibility, and 2) it provides a methodology for dealing with pre-existing differences in study participants’ disposition to trust.  

The study also makes an important distinction between trust and credibility.  Credibility is a perception while trust is a decision or an action.  Trust requires a person to become vulnerable, rely on another’s judgment, and take a risk.  Credibility, on the other hand, requires no risk, and is an evaluation of a message or a message source.  Credibility is a factor, however, that will lead toward trust.  

The Web Credibility scale has a solid foundation, defining credibility as the perception of expertise and trustworthiness.  Overall, reliability for the scale was 92.  Correlating this scale with the 2002 McKnight Trusting Beliefs scale tested convergent validity.  Discriminate validity was also tested.  Following these tests of the instrument, the scale was used in an actual study testing pre-disposition to trust and perceived credibility of two assessment targets, brand, and creator.  There was a strong correlation between disposition to trust and user’s perceived Web site credibility.  There was however, no difference in perceived credibility of a Web site created by an organization and one created by an individual.  The author suggests that source credibility may not be a primary factor in how users assess Web credibility.  Although, it could also suggest that participants perceived both sources as credible.

The Web Credibility scale provides a tool to measure perceived credibility and might provide a more accurate measure than simply asking participants to rank Web sites as more or less credible than the other.

Consumer WebWatch. (2004). Guidelines.  Retrieved February 8, 2004, from http://www.consumerwebwatch.org/bestpractices/index.html
Consumer WebWatch is a grant-funded project of Consumers Union, the non-profit publisher of Consumer Reports magazine, the Consumer Reports Travel Letter and the Consumer Reports Health Letter.  The Consumer Web Watch Guidelines assist Web site developers in improving Web site credibility.  The guidelines are based on the results of a research project conducted by Consumer WebWatch and published as “A Matter of Trust: What Users Want From Web Sites: A Report on Consumer Concerns About Credibility of Web Sites”.  This report was published April 16, 2002
and was prepared by Princeton Survey Research Associates, Washington, D.C., Consumer WebWatch  experts from the Web Watch board of advisers, and other information professionals. 

These guidelines represent some of the most recent research on what users consider important in determining credibility of Web content and Web content sources.  The elements considered important by Web users include 1) clear identity of site owner, location, and purpose; 2) advertising that can be distinguished from content; 3) clearly stated customer service policies and processes; 4) corrections of inaccurate content; and 5) site privacy policies that are easy to find and easy to understand.  

Corbett, E. P. J., (1965).  Classical rhetoric for the modern student.  New York: Oxford University.

This classic work discusses the three parts of classical rhetoric--arrangement, argument, and style—and provides examples of how they can be applied in writing.  The book contains an updated history of rhetoric.
Creative Research Systems.  (2003).  The Survey System: Sample Size Formulas.  Retrieved May 20, 2005, from http://www.surveysystem.com/ssformu.htm
This Web site provides sample size formulas based on user input of population size, confidence interval, and confidence level.  The Web site also provides a sample size calculator based on the formulas described.
Culnan, M. & Markus, M. (1987). Information technologies: Electronic media and

interorganizational communication. In F.M. Jablin, L.L. Putnam, K.H. Roberts &

L.W. Porter (Edx.),  Handbook of Organisational Communication: An

Interdisciplinary Perspective (pp. 420-433).  Newbury Park, CA: Sage Publications.

Ordered from Nova Library 9/20/2005
The authors present suggestions on how electronic media might change organization communication structures.  The chapter was written in 1987 before email had widespread use in companies.  The authors define electronic media as “interactive, computer-mediated technologies that facilitate two-way interpersonal communication among individuals or groups”.  They suggest that the use of new technologies that change how communication occurs in organizations will potentially influence core elements of the organizational processes and even the organizational structure.  Culnan and Markus suggest that a computer-mediated environment moves people’s focus toward the task and away from an awareness of others.  They refer to this as a cues-filtered-out concept and suggest that an individual’s ability to reduce uncertainty by acquiring social information during computer-mediated communication was very limited.  They define cues as the non-verbal language such as pitch, tempo, intensity, stress, volume, facial expressions, gestures, and physical appearance.
December, J. (1996).Units of analysis for Internet communication.  Journal of Computer-Mediated Communication, 1(4).  Retrieved June 10, 2005, from http://www.ascusc.org/jcmc/vol1/issue4/december.html
The purpose of December’s work is to define units of analysis for Internet communication.  The author provides a definition of Internet-based computer-mediated communication in the context of Internet communication.  The definition states that mediation, when related to Internet communication, refers to encoding a message (text, pictures, sound, and/or video) into electronic, optical, and magnetic patterns for transmission and storage.  December further breaks down the language of Internet-based computer-mediated communication and provides the following clarifying definitions.  Internet-based means that data transmitted across the Internet must conform to the TCP/IP protocol suite.  Computer, here, refers to a client/server structure that forms the basis for Internet communication.  Mediation means coming between or intervening.  In an Internet communication situation, a message is encoded into media (audio, video, graphics, and text) and might also be encoded into electronic or magnetic format for storage.  Transmission of this encoded message also mediates the message based on characteristics of the transmission.  Factors of transmission that can mediate the message are distribution characteristics, time delays, and the media type.  Communication in Internet-based computer-mediated communication refers not to data transmission, but to human communication factors.  December states the following advantages to applying these definitions in research: “Specifically, the benefits of this use are (a) to provide ways to define units of analysis for measuring variables in many communication contexts, (b) to allow consistent articulation of units and of analysis for study and for cross-study comparisons, and (c) to allow media class and object definitions to articulate the differences in levels of abstraction for measuring experiences based on different media objects.”. These definitions provide clarity and are relevant definitions pertaining to a message that is delivered through a Web site, and is therefore relevant to this current proposed research.  
Delia, J. G., (1976).  A constructivist analysis of the concept of credibility.  Quarterly Journal of Speech, 62, 361-377.

Delia supports and writes about the constructivist theory of speaker credibility.  The author proposes that speaker credibility is dynamic.  The author suggests that it is important to understand how an audience arrives at credibility evaluations of speakers, by determining the processes by which audiences reach particular credibility estimates of speakers.  In addition, he discusses how the credibility assessments are either sustained or changed, after they are created.  The constructivist approach includes the importance of audience characteristics and audience role in assessing speaker credibility.
Dutta-Bergman, M. J. (2004). The impact of completeness and Web use motivation on the credibility of e-health information.  Journal of Communication, 54, 253-269.

This research examines the relationship between completeness of information on a Web site and assessment of source and Web site credibility.  The study examines completeness of health information on Web sites and the relationship to source credibility with different Web use motivations.  The author describes two types of Web use motivation.  The first is goal oriented which is searching and secondly, experiential which is surfing.  The author relates searching to high-involvement and surfing to low-involvement.  The author defines completeness of health content as being adequate, comprehensive, and balanced.  In the study, the author manipulates completeness at three levels: completeness, jargon, and incomplete information.  

Results of the study suggest strong main effects for completeness and Web user motivation in relation to the user’s perception of source credibility.  Results also suggest that low-involvement users (surfers) evaluate the Web site credibility higher for the complete content versions.  Searchers also viewed complete content as having higher Web site credibility but the effect size for the surfing group was much higher.  There was no interaction effect between Web use motivation and completeness in terms of source credibility assessment.  The implication of these findings is that Web users make judgments about source credibility based on the message 

content.  
Eastin, M. S., (2001).  Credibility assessments of online health information: The effects of source expertise and knowledge of source.  Journal of Computer-Mediated Communication, 6(4).  Retrieved April 10, 2005, from file://localhost/C:/Documents%20and%20Settings/ssferebee/Desktop/DissertationNEW/Annotated%20Bibliography%20Reference%20Material/Eastin%20Health%20Informaton%20Source%20Expertise.htm
This study uses a 2 x 3 factorial design looking at two message types (familiar and unfamiliar) and three source types (high expertise, medium expertise, and low expertise)..  Source expertise was manipulated in the experiment.  The results of the study did not find significant interactions between source and content type, but did suggest that individuals had a tendency to rate all information examined as relatively credible.  Results also suggest that both the knowledge of and familiarity with the message content and the source expertise affect perceptions of online health information.  This is relevant to the current proposed study in that it shows one side of conflicting results regarding the interactions between source and message characteristics and credibility in overall perceived credibility.
Eysenbach, G., & Kohler, C. (2002).  How do consumers search for and appraise health information on the World Wide Web?  Qualitative study using focus groups, usability tests, and in-depth interviews.  Bmj.com (March), 324, 573-577.  Retrieved on June 5, 2005 from http://bmj.bmjjournals.com/cgi/search?pubdate_year=&volume=&firstpage=&DOI=&author1=Eysenbach&author2=Kohler&title=&andorexacttitle=and&titleabstract=&andorexacttitleabs=and&fulltext=&andorexactfulltext=and&fmonth=Jan&fyear=2002&tmonth=Dec&tyear=2005&fdatedef=1+January+1994&tdatedef=2+July+2005&resourcetype=1%2C2%2C3%2C4&RESULTFORMAT=1&hits=10&hitsbrief=25&sortspec=relevance&sortspecbrief=relevance&sendit=Search
This small qualitative study of 21 participants searching for health information online analyzes how participants search for and assess credibility of online health material.  Results show that participants say the most important indicators of credibility are content source, professional appearance, official look, and ease of use.  However, when the participants were observed performing searches, they rarely looked for source information, disclaimers, or disclosures.  In addition, none of the participants used medical portals or the sites of medical societies or medical libraries to begin searches.  During post-assessment interviews, only 20% of participants could remember from which site they obtained the information.  

Fogg, B.J. (2002, May).  Stanford Guidelines for Web Credibility.  A Research Summary from the Stanford Persuasive Technology Lab. Stanford University.  Retrieved May 16, 2004,  from www.webcredibility.org/guidelines
The Stanford Persuasive Technology Lab, Web Credibility Assessment department published this set of guidelines based on four years of research in their lab.  The Web site provides a set of ten guidelines for improving Web site credibility and provides links to the supporting research performed in the Web Credibility Research Lab.  The guidelines are similar to the guidelines presented by Consumer Web Watch, but add the importance of: 1) frequent content updates, 2) professional appearance, 3) highlighting expertise of Web site authors, and 4) providing the sources of material found on the Web site.

The reference links that support each credibility guideline provide a broad understanding of the research behind the guidelines as well as overall research in the field of Web credibility.
Fogg, B. J. (2003).  Prominence-interpretation theory: Explaining how people assess     credibility online.  CHI ’03 Extended Abstracts on Human Factors in Computing Systems (722-723).  New York: ACM Press.

In this paper, B.J. Fogg presents the Prominence-Interpretation theory to

explain a discrepancy between two research studies related to Web credibility assessment.  Fogg presents the theory to generate additional feedback and critiques to improve understanding of Web credibility assessment.  A 2001 study performed by Fogg, Marshall, et al. and listed below, suggests that a Web site’s privacy policy is a key element in establishing credibility, based on what Web site users said.  In contrast, a later 2002 study by Fogg, Soohoo, et al. (listed below) shows that privacy policies have virtually no impact on credibility when users perform an assessment.  This happens because users never notice the privacy policy.  The Prominence-interpretation theory explains how both research findings can be correct.  The theory proposes that when individuals assess Web credibility, two things must occur.  First, the Web site user must notice something.  Once the user notices the element, he or she interprets or judges that element.  If an element is never noticed, it will not affect the credibility assessment, even though the user might consider that element important.

Prominence is the likelihood that an element will be noticed and Fogg identifies five factors that affect prominence: 1) involvement level of the user; 2) Web site topic, 3) task performed, 4) experience of the user, and 5) individual user differences.  Of these, Fogg states that involvement level of the user is probably the most dominant factor.  Interpretation is a person’s judgment about an element noticed.  

The Prominence-Interpretation theory provides a foundation for the research being performed in the current study, and this study will test the theory’s validity in terms of the influence of involvement level on what Web site users notice.

Fogg, B. J., Kameda, T., Boyd, J., Marshall, J., Sethi, R., Sockol, M., & Trowbridge, T. (2002).  Stanford-Makovsky Web Credibility Study 2002: Investigating what makes Web sites credible today.  Stanford Persuasive Technology Lab & Makovsky & Company.  Stanford University.  Retrieved May 15, 2004, from www.webcredibility.org
The Stanford-Makovsky Web Credibility Study 2002 examines how a broad range of factors affects individuals’ perceptions of Web credibility.  The study focuses on what leads people to believe what they see

Online.  An accompanying goal of the research is to replicate in part a study the Stanford Persuasive Technology Lab conducted in December of 1999 in order to confirm the research method and obtain current information about how people respond to Web credibility.  In this study, each participant answered questions about factors that affect Web credibility based on his or her cumulative experience using the Web. 

The authors present six design implications for improving Web credibility based on the study’s findings: 1) add value to the user’s Web site visit, 2) guard content integrity, 3) provide easy navigation, 4) present a professional appearance, 5) ensure that everything works, 6) ensure site affiliation reputation and site owner reputation are high.

This study validates the research methodology and results from the 1999 Stanford Persuasive Technology Lab study, a study that is pivotal to the current research project.

Fogg, B.J., Marshall, J., Kameda, T., Solomon, J., Rangnekar, A., Boyd, J.,  & Brown, B. (2001).  Web Credibility Research: A Method for Online Experiments and Some Early Study Results.  Proceedings of ACM CHI 2001 Conference on Human Factors in Computing Systems, New York: ACM Press.

The authors develop a web-based method for conducting online experiments and then test the methodology through two studies.  The online experiment method allows researchers to gather data quickly from a global population.  The online method introduces participants to the study, gains participant consent, explains the experiment, randomly assigns participants to treatment groups, gathers input, takes measurements, and stores results to a database.

The authors conclude that the online study format is significantly faster in gathering data than traditional methods.  Studies might take hours, as opposed to weeks to complete.  In addition, it provides a way to reach a global sample that truly represents the Internet population.  

Results of the two studies performed indicated that advertising could reduce credibility of a Web site, unless that advertising is limited to reputable sources.  Users respond more to an author’s photograph than to an author’s name, but photographs have varying influence on credibility, both reducing it and improving it depending on the photograph.

The relevance of this research to the proposed work is the online experimental methodology.
Fogg, B. J., Marshall, J., Laraki, O., Osipovich, A., Varma, C., Fang, N., Paul, J., Rangnekar, A., Shon, J., Swani, P., & Treinen, M. (2001).  What makes a Web site credible?  A report on a large quantitative study.  Proceedings of ACM CHI 2001 Conference on Human Factors in Computing Systems (61-68).  New York: ACM Press. 

This research study is one of the pivotal works that the current research is based on.  In the study, over 1400 people from the United States and Europe evaluate 51 different Web site elements with regard to the elements that increase Web site credibility and those that reduce Web site credibility.  The research relies on a self-report method to gather information.  The authors discuss the limitations of this method, but feel it is necessary for such a broad study and suggest it was effective in developing a foundation for future research in the same area.  The research provides a methodology that can be repeated for future studies.  Several survey formats are tested online and from these tests, the researchers selected a seven point Likert scale for the 51 items.  Drop down menus and open-ended textbox response areas are used for the eight question demographic survey.  The Online survey format allows randomization of the order of survey items; and in this research, survey items were randomized for each participant.  The Online survey technique provides quick response.  Over 1400 participants responded within one week.  

In addition to the contribution this research makes to methodology, the study provides baseline credibility values for the 51 elements examined.  The study results suggest seven scales that affect credibility perception.  These scales are: 1) real world feel, 2) ease of use, 3) expertise, 4) trustworthiness, 5) tailoring, 6) commercial implications, and 7) amateurism.  Based on the research, the authors present seven Web credibility design guidelines.  These guidelines are: 1) web site should convey real world feel of the organization, 2) web sites should be easy to use, 3) markers of expertise should be displayed on Web site, 4) markers of trustworthiness should be displayed on Web site, 5) web site should tailor or personalize the user experience, 6) avoid over-commercialization of the Web site, and 7) Web site should avoid small glitches that present an amateur appearance.

This work lays a foundation that identifies Web site elements affecting credibility.  In addition, the study presents a methodology that can be used in future research endeavors.  Both the methodology and baseline data on credibility will be useful in designing the current research project.

Fogg, B. J., Soohoo, C., Danielson, D., Marable, L., Stanford, J., & Tauber, E. R. (2002).  How do people evaluate a Web site’s credibility: Results from a large study?  Consumer WebWatch Research.  Retrieved October 15, 2 003, from http://www.consumerwebwatch.org/news/report3_credibilityresearch/stanfordPTL_abstract.html
This study is the second pivotal work influencing the current research proposal.  In this large study, over 2500 individuals evaluate the credibility of two live Web sites with a common topic.  After participants review the two Web sites, they write comments about each of the Web site’s credibility.  The comments reveal which elements of the Web site participants notice during the credibility assessment.  Design look is the most noticed element in all categories, being noticed in 46% of the assessments.  Information structure and information focus are also frequently mentioned.  Consumer Web Watch commissioned this study, and the study presents implications of the research for this organization in terms of potential design guidelines.    

This study, when contrasted with the Fogg, Marshall, et al study published in 2001, provides empirical evidence showing that what people say is important to credibility is not what they notice when viewing a Web site.  This discrepancy illustrates the need for further research to determine what influences the Web site elements that people notice.

Fogg, B. J., & Tseng, H. (1999).  The elements of computer credibility.  Proceedings of the SIGCHI Conference on Human Factors in Computing Systems: The CHI is the Limit.  80-87. 

This work defines key terms in computer credibility that provides a foundation for future research.  In this work, Fogg and Tseng define credibility as believability and indicate that it is a perceived quality.  Credibility perceptions are multi-dimensional and two key factors of credibility are identified as expertise and trustworthiness.  Trustworthiness is defined as “well intentioned, truthful, and unbiased”.  Expertise is defined as “knowledgeable, experienced, and competent”.  The authors conclude that highly credible computer products will have a higher level of trustworthiness and expertise.

In addition to defining credibility, the study proposes three conceptual frameworks for viewing computer credibility.  The first framework defines four types of credibility: 1) presumed, 2) surface, 3) reputed, and 4) experienced.  The second framework discusses two credibility errors: 1) users perceive a non-credible computer product to be credible, and 2) users perceive a credible computer product to not be credible.  In the third framework, the authors define three strategies for evaluating credibility: 1) binary, 2) threshold, and 3) spectral.  The authors hypothesize that highly involved users with high familiarity and the ability to compare are most likely to use spectral evaluation.  

The work proposes that during credibility assessment, participants assess four elements of a computer product: 1) device, 2) interface, 3) functionality, and 4) information.  In addition, the work proposes four psychological targets for credibility assessment.  On-screen characters will be the dominant impacting factor if they exist.  Next, individuals will evaluate the computer itself and the computer brand.  Finally, they evaluate the expert creator.

Gardner, M., Mitchell, A., & Russo, J. (1985). Low-involvement strategies for processing advertisements.  Journal of Advertising (14)2, 4-12.

This study examines high-involvement and low-involvement affects on cognitive processing.  The results show that low-involvement resulted in poor memory of a product, but also resulted in a more favorable impression of the product.  The research focuses on the cognitive processes that occur while viewing an advertisement.  The goal was to understand the cognitive processes that occur during a low-involvement strategy.  Low-involvement participants processed information about the design or structure of the ad rather than the content of the ad.  Less elaboration occurred in the low-involvement group, meaning also less negative elaboration.  The result of this was that the low-involvement group tended to have a more positive attitude toward the brand or product.  This study is relevant to the current proposed study because it provides further validation to existing literature on low-involvement cognitive processing while viewing messages.
Guilford, J. P. (1928).  The method of paired comparisons as a psychometric method.  Psychological Review, 35, 494-605

This is a classic work by Guilford about his development of the paired-comparison scaling method that evaluates psychological attitudes when there is no external stimuli on which to base the measurement.  Results of paired comparison measurements are statistically robust, result in ratio-level data, and are due to a series of judgments rather than a single judgment.
Hancock, J. & Duncan, P. (2001).  Impression formation in computer-mediated communication revisited: An analysis of the breadth and intensity of impressions.  Communications Research, 28, 325-347.

The results of this study provide support for theories that suggest that computer mediated communication has unique characteristics and limitations.  The study also examines the impression formation and the heuristics and cognitive strategies and involved in the process.  The study compared participants in face-to-face interactions and synchronous text-based computer-mediated conversations.  Following both of thee types of interactions, the participants rated their communication partner’s personality.  These impressions formed by the participants were evaluated in terms of the comprehensiveness of the impression and the intensity of the attributes.  Results suggest that impressions formed in the computer-mediated environment were less detailed but more intense than those formed in the face-to-face environment.  
Hawkins, S. A., & Hoch, S. J. (1992).  Low-involvement learning: memory without evaluation.  Journal of Consumer Research, (19), 212-225.
This study uses three experiments to exposes participants to a large amount of consumer/product related trivia statements within different involvement contexts.  The results show that higher involvement resulted in greater memory.  Low-involvement learning participants had worse memory, but greater belief of the content.  Finally, in a third experiment, the study showed that low-involvement rote learning produced better memory in low-involvement learning without increasing elaboration.  This method also produced the largest increase in belief.  Early stages of the research did not show this same “truth affect” and the authors suggest that it was due to use of statements about non-familiar items and products.
Health Summit Working Group.  (1999). Criteria for Assessing Health Information on the Internet – Policy Paper.  Mitretek Systems.

As health information on the Web rapidly increases, there is a need for individuals to assess the quality of this Web content.  Currently there is no standard set of criteria on which to judge health information quality.  Because health information on the Web can have significant influence on individual’s healthcare decisions, The Health Information Technology Institute of Mitretek Systems organized a Health Summit Working Group to address this need.  Participants in the group included representatives from health care providers, medical information resource specialists, medical librarians, website developers, and the general-public.  The group met between November 1996 and May 1998.  The purpose of the paper is to present the health information quality criteria developed by this group.  The criteria are relevant to Web sites that target the general-public.  Through a series of seminars, and small group discussions, 18 individuals developed a list of potential criteria, noting the strengths and weaknesses of each.  The criteria were then ranked in terms of importance based on whether the item was essential, important, or desirable.  Next, a final set of criteria was derived and an interactive tool tested.  

The group defines seven elements for assessing the quality of health information.  Presented in the order of importance assigned, the elements are: 1) credibility, 2) content, 3) disclosure, 4) links, 5) design, 6) interactivity, and 7) caveats.  The top ranking of credibility as a factor in evaluating information quality lends support to the need for the current proposed study.  

Hoffman, D.L. and T.P. Novak (1996), Marketing in Hypermedia Computer-Mediated Environments: Conceptual Foundations," Journal of Marketing, 60 (July), 50-68. 
This conceptual study examines marketing in a hypermedia computer-mediated environment and proposes a model to describe consumer behavior within this environment.  The study provides useful definitions that are relevant to the current proposed study.  The authors define hypermedia as combining “the elements of radio (audio), television (moving images), newspaper and magazines (text), and the computer (video display terminal) with hypertext links to form the basis for a unique computer-mediated environment”.  They then define the hypermedia computer-mediated environment as “a dynamic distributed network, potentially global in scope, together with associated hardware and software for accessing the network, which allows consumers and firms to 1) provide and interactively access hypermedia content (i.e. "machine interaction"), and 2) communicate through the medium (i.e. "person interaction”).  Network navigation is defined as a person’s self-guided movement through a computer-mediated environment (e.g., following links to a destination on a Web site).  The authors suggest that sellers must consider adapting advertising and communication for the interactive, many-to- many hypermedia computer-mediated environments.  In this environment, consumers can actively choose whether to initiate contact or continue contact with companies through their Web sites.  The consumer is no longer a passive participant in the process.  In the hypermedia, computer-mediated environment, the consumer exercises control over the content they choose to interact with.


Horrigan, J. B., & Rainie, L. (2002). Getting Serious Online. Washington, DC: Pew Internet & American Life Project

The Pew Internet & American Life Project strives to be the authoritative source on the evolution of the Internet through collection of relevant data on Internet use and real-world developments that affect the Internet.  The organization produces academic quality reports on how the Internet influences individuals and families in their workplace, home life, education, healthcare, and community life.

In May 2000, the PEW Internet & American Life Project began surveying computer users regarding how they use the Internet.  The first report “Tracking Life Online” showed email and social connection as the primary use of the Internet   Using a longitudinal approach, this current report traces the same Internet users from the first study to determine if their use of the Internet has changed.  In March 2000, approximately 3000 Internet users were interviewed.  In March 2001, approximately 1500 of these same users were interviewed again and their responses compared.  The Institute found that the perception of the Internet is increasingly a “purposeful tool” and an aid in making life-impacting decisions.  The Internet activities with the highest increase were searching for information on health, jobs, places to live, and spiritual information.  In terms of increased transaction types, online banking and online purchasing had the highest increase.

The use of the Internet to aid in making life-impacting decisions implies a higher user involvement level.  The importance of these decisions supports the need to understand Web credibility assessment, for both designers and end-users.

Houston, M. J.  & Rothschild, M. L.  (1978).  Conceptual and methodological perspectives on involvement.  In S.C. Jain (Ed.), Research Frontiers in Marketing: Dialogues and Directions (pp. 184-187). Chicago: American Marketing Association.

Houston and Rothschild describe the problem of there being no common conceptual or methodological approach to the examination of involvement.  They describe three types of involvement that arise from different branches of research.  The three types are situational, enduring, and response.  The purpose of this paper is to place these conceptual and methodological approaches in perspective.  The authors suggest that because there are three types of involvement they need to be studied in different ways.  

According to the authors, when a particular situation evokes situational involvement occurs.  They define a high-involvement situation as one in which most or all individuals that take part in it develop concern for their behavior within those conditions.  The authors list product and social psychological stimuli as factors that determine the level of situational involvement, and they believe that perceived risk has a greater impact on situational involvement than product importance.

According to the authors, the pre-existing condition between the individual and the situation defines enduring involvement.  The two factors that influence this are prior experience and the strength of the values that are relevant to a particular situation.  The authors compare enduring involvement to Sherif’s (1947) ego involvement.  Response involvement is influenced by both situational and enduring involvement.  The authors say that response involvement is “the complexity or extensiveness of cognitive and behavioral processes characterizing the overall consumer decision process” The authors also describe four stages related to response involvement: 1) pre-search, 2) information search, 3) decision, and 4) post-decision.
Using these definitions, the authors then suggest appropriate methodologies for each involvement type research.  Situational involvement requires that all subjects exposed to a situation associate an equal level of importance to resolving the issue in the situation.  The authors suggest the inclusion of a validation measure regarding the perceived importance of the consequences of a decision made within a situation.  With enduring involvement, each subject should be individually measured regarding his/her level of enduring involvement for the manipulated situation.  Measurement of response involvement should utilize a process-based approach rather than an outcome-based approach.
Hovland,  C. I., & Weiss, W. (1951).  The influence of source credibility on communication effectiveness.  Public Opinion Quarterly, (15)4, 635.

Hovland and Weiss find that there is no significant difference for information learned from a credible source and a non-credible source.  However, opinion changes after learning the material did differ significantly.  Participants were more likely to change their mind in the direction the presenter supported more often when the presenter was a credible source.  After a four-week time-period, the people that received information from the credible source   exhibited reduced opinion change.  In contrast, individuals that originally received information from a non-credible source increased the amount of opinion change toward the opinion presented after four weeks.  The authors hypothesize that over time participants forget the source and therefore, the initial rejection of a non-credible source disappears and participants rely more on the content to influence opinion change.

Hunt, K. Keaveney, S., & Lee, M. (1995).  Attributions, involvement, and consumer responses to rebates.  Journal of Business and Psychology, 3, 173-297.  

This study looks at the effects of purchase involvement and product involvement on consumers' responses to use of rebates during a purchase.  The study shows that high purchase involvement and high product involvement are more likely to experience satisfaction in a shopping experience that includes a rebate.  The high-involvement consumers are more likely to say they will make repeat purchases.  High purchase involvement customers are more likely to use rebates.  The study also examines effects of involvement on consumer attributions for satisfaction with the price of the product.  Results suggest that high purchase involvement is significantly related to a consumer’s tendency to make internal, rather than external, attributions for satisfaction with a shopping experience that includes rebates.  Moderating effects to consumer responses to the rebate price promotion are internal attributions.  This study is relevant to the current proposed study in that it examines the effect of both purchase decision-task (situational) involvement and product (enduring) involvement
Jarvenpaa, S., Tractinsky, N., & Saarinen, L. (1999).  Consumer Trust in an Internet Store: A Cross-Cultural Validation.  Journal of Computer-Mediated Communication, 5 (2).  Retrieved on May 1, 2005 from http://www.ascusc.org/jcmc/vol5/issue2/jarvenpaa.html
This study presents a cross-cultural validation of an Internet consumer trust model.  The authors look at the effects of the global nature of the Internet to see if these trust effects remain robust in the Internet environment.  Both antecedents and consequences of consumer trust in a Web merchant are examined in the global Internet environment.  The results provide tentative support for the fact that the model can be generalized to the Internet environment.  With trust being a primary factor of credibility, it is important for the current proposed study to know that trust effects remain significant in an online, global environment.
Jin, C. (2002).  Integrated communication in the interactive media age and network marketing.  Retrieved Jul. 01, 2005, from http://www.ciadvertising.org/SA/summer_02/chjin/Net_ad/Network_1.html
Jin discusses communication in multimedia and network marketing and provides a summary of the research on medium credibility.  In this discussion, he provides definitions for Internet credibility that are valuable for this proposed study.  Jin defines Internet credibility as “the perceived trustworthiness, expertise, and security of Internet media.  Put another way, Internet credibility is how a person judges the perceived trustworthiness, expertise, and security of the Internet and what level of overall assessment they arrive at”.  The author also identifies two distinct features of new media communication that have emerged from the literature: interactivity and anonymity.  He also discusses the potential of technical difficulties influencing an Internet user’s perception of credibility.  Finally, he discusses the “invisible” nature of communication on the Internet as a factor that could influence credibility perception.  Jin’s review of the literature on Internet credibility was useful in analyzing the multiple dimensions of the credibility construct when applied to an online environment.
Johnson, T. J., & Eagly, A. H. (1989).  Effects of involvement on persuasion: A meta-analysis. Psychological Bulletin, 106(2), 290-313.

This work provides a meta-analytic review of all literature relating involvement to persuasion through the date of the article.  The authors show that research on involvement and its relationship to persuasion has occurred in three research contexts: 1) social judgment theory, 2) social influence theory, and 3) cognitive theory.  The authors propose that the three operational definitions from these three research areas differed enough to justify delineating three conceptual types of involvement.

The authors describe three definitions of involvement that arise from the three research areas.  They then modify these definitions to form a single definition that associates an activated attitude to an aspect of the individual’s self-concept.  The authors rely on three aspects of the self-concept: 1) the individuals enduring values, 2) the impression one makes on others, and 3) the individual’s ability to attain explicit personal goals.  They then define involvement as a “motivational state induced by an association between an activated attitude and some aspect of the self-concept”.  Johnson and Eagly suggest that the different types of involvement they describe will have a different influence on persuasion.

They label these three types 1) value relevant involvement (VRI), 2) impression relevant involvement, and 3) outcome relevant involvement (ORI)

The study shows that low-involvement participants are significantly more persuaded by message content than are high-involvement participants in both VRI and impression relevant involvement.  However, outcome relevant involvement as a main effect had no significant influence on persuasion effect.

Johnson, T. J., & Kaye, B. K. (1998).  Cruising believes.  Comparing Internet and traditional sources on media credibility measures.  Journalism and Mass Communication Quarterly, 75, 325-340

This article is one of the earlier studies comparing the credibility of Internet content and content presented in traditional sources.  At the time of this research, according to the authors, only 20% of the adult population used the Internet, so some of the data in the study might not have relevance in today’s world.  Another limitation of the study is that it focuses only on politically involved users who were rating the credibility of political content.  The results cannot be generalized to the general population.  The authors admit that the intent of the study is not to present a random sample.

Results of this study show that politically involved Web users find online literature and newspapers more credible than traditional sources.  The study confirms that the degree to which individuals rely on a medium correlates to that medium’s credibility, from the user’s point of view.  Reliance on the Web correlated more strongly to credibility, than did amount of use of the Internet.  The study found that young adults find Web content more credible than older users and females found online material more credible than did males.  People with higher education tended to view online political content as less credible.  Income was not a significant indicator.

Kapferer, J. & Laurent, G. (1986).  Consumer involvement profiles: A new practical approach to consumer involvement.  Journal of Advertising Research 25(6), 48-56.

This study proposes four dimensions of involvement as they relate to consumer product involvement: The dimensions are 1) interest, 2) perceived risk, 3) pleasure value, and 4) sign value.  

The authors describe ten levels of involvement, and use these levels in their survey instrument: 1) minimal involvement, 2) functional differentiation, 3) non-dramatized risk, 4) small pleasure, 5) conformist purchase, 6) risk-less involvement, 7) functional involvement, 8) pleasure involvement, 9) need for expertise, and 10) total involvement.
Kapferer, J. & Laurent, G. (1993).  Further evidence on the consumer involvement profile: Five antecedents of involvement.  Psychology & Marketing, 10(4), 347-355.

The authors restate their premise that involvement is a multi-dimensional construct.  The article reports on a set of replication studies using the Consumer Involvement Profile (CIP) and using a large nationally representative sample of consumers.  The study tests the reliability of the scales and number of proposed sub-scales.  The researchers use oblique factor analysis to measure the uniqueness of each of the sub-scales.  Expectations of the study are that each item will load on only one factor, each postulated antecedent will lead to only one factor, and all items measuring a certain antecedent will load on the same factor.  The five antecedents measured were interest, sign value, pleasure, error probability (or risk probability), and risk importance.  

Results showed that risk importance, risk probability, and sign value provided the expected results.  Each one appears consistently as a separate factor.  Pleasure and interest, on the other hand, did not always provide a single factor.  Sometimes the two antecedents are confounded, and sometimes not, so it cannot be concluded that they are the same.  The authors conclude that sometimes pleasure leads to interest, and sometimes interest leads to pleasure, but they recommend that they remain as separate factors on the scale.

Kassarjian, H.H. (1981).  Low-involvement – a second look.  In: K.B. Monroe (Ed.) Advances in Consumer Research, volume 8, 31-34.

Kassarjian’s theoretical work focuses on the low-involvement consumer.  He defines two groups of low-involvement consumers: 1) those concerned about problems that are more significant and issues than consumer topics, and 2) “Know-Nothings” or uneducated consumers.  He also suggests an interaction effect between product involvement and individual involvement.  In low-involvement scenarios, individual’s process information holistically and make choices without a lot of cognitive processing.  Kassarjian proposes that high and low-involvement is not only a product or situational factor but also involves the individual’s personality.  The author proposes a six-fold involvement categorization that includes both high and low product involvement combined with high and low-involvement personality types.

.

Kommers, N., & Rainie, L. (2002).  Use of the Internet at Major Life Moments.  Washington, DC: Pew Internet & American Life Project.

This study by the Pew Internet & American Life Project adds to the body of knowledge on Internet use by examining how individuals use the Internet during times of “major life moments”.  The study is based on data from telephone interviews conducted by Princeton Survey Research Associates between January 3, 2002 and January 31, 2002, among a sample of 2,391 adults, 18 and older.  This study surveys approximately 1400 Internet users from the total sample and asks if they experienced any of 15 major life events or decisions in the last year.  If the Internet user had experienced any of these, they were then asked whether their use of the Internet was a factor in making that decision.  

The top five life decisions influenced by Internet information were 1) choosing a school or university (36%), 2) starting a new hobby (33%), 3) getting additional education or training (29%), 4) purchasing a new car (27%), and 5) helping a loved one with a major illness (26%).  Overall, approximately 45% of Internet users who faced a major decision in the last two years relied on the Internet in making at least one important life-impacting decision.  The findings show a trend in Internet use toward aiding serious life decisions and highlight the importance of understanding how people assess Web site credibility.  

Krugman, H. E. (1967).  The measurement of advertisement involvement.  Public Opinion Quarterly, 30,  583-596.  

Krugman’s work is seminal in the examination of involvement generated in the context of stimulus exposure.  Stimulus involvement provides a direct personal experience, unlike topic involvement, which is an attitude.  Krugman defines involvement as the number of “connections” or conscious “bridging experiences” that an individual makes between the stimulus and his/her personal experience.  Involvement with magazine and television advertising is highest when attention is directed toward the editorial content surrounding the advertising stimulus.  Involvement with the advertising correlates to involvement with the editorial content.  In addition, Krugman speculates that the low-involvement individual will require greater repetition of a stimulus, because cognitive processing is lower.  This work clearly warrants study to evaluate whether these results carry over to the online medium. 

Lavidge, R. J., & Steiner, G. A. (1961).  A Model for Predictive Measurements of Advertising Effectiveness.  Journal of Marketing. 25, 59-62.
This paper by Lavidge and Steiner suggests a non-technique approach to advertising research.  The authors suggest that researchers ask the question, “what is advertising supposed to do”?  They propose that advertising is a function that moves the consumer up a series of steps with the bottom step being no awareness of the product and the top step being purchase of a product.  They suggest that the purpose of advertising is to move the consumer up these steps.  They hypothesize that a strong psychological and economic commitment to the purchase on the part of the consumer will cause that consumer to take longer to move up the steps.  On the other hand, consumers with low commitment engaged in an impulse purchase will move quickly to the top step.  The authors then identify three primary functions of advertising.  The first two steps relate to information and ideas that relates to the psychological component of the cognitive factor.  The next two steps relate to attitudes and feelings and relate to the 
Madden, M. (2003).  America’s Online Pursuits: The Changing Picture of Who’s Online and What They Do.  Washington, DC: Pew Internet & American Life Project.


This Pew research project shows how Internet use has changed between March 2000 and April 2003.  The results are based on telephone interviews conducted by the Princeton Survey Research Associates.  The study shows that four factors have influenced the direction that Internet usage has taken.  These factors are new access technologies such as broadband and mobile devices, increasing experience of the Internet user, new Internet applications, and new types of Internet content such as videos and music.

Relevant to the proposed research is the fact that individuals over 50 years of age have increased their use of the Internet for information utility, financial, and transaction activities.  Use of the Internet for high-involvement activities such as seeking health information and performing financial transactions has increased by 20% in users 50-64 years old during the time-period of this study.  This implies that in the proposed research, breaking out results by age category might be important.  The study also validates that Internet users increasingly rely on Internet content in making informed decisions.  The study finds that the Internet is now a normalized part of daily life for approximately 63% of the American population.

Maio, G. R. & Olson, J. M. (1995).  Involvement and persuasion: Evidence for different types of involvement.  Canadian Journal of Behavioral Science, 27.  Retrieved October 7, 2004, from http://www.cpa.ca/cjbsnew/1995/april/maio.html

The purpose of this study was to test whether people experience different types of involvement as well as different levels of involvement.  In addition, if there are different types of involvement, do the different types influence message processing differently.  The researchers manipulate involvement type using attitude function, or the types of need that attitudes fulfill.  Utilitarian and value-expressive attitudes were manipulated in this experiment.  The study showed that subjects in the value-expressive attitude treatment experienced a different influence of involvement on the processing of messages than did subjects in the utilitarian attitude treatment.  The findings show that type of involvement moderates the influence of involvement on the processing of messages.

Mbennah, E. D. & Schutte, P. J, (2000).  Towards a holistic theory of speaker credibility. Communicatio, 26(1).  Retrieved on March 2, 2005 from, http://www.unisa.ac.za/default.asp?Cmd=ViewContent&ContentID=7037
This research occurs within the context of political communication.  The authors are interested in identifying the criteria for ethical and persuasive communication.  Their goal is to conceptualize speaker credibility within this ethical framework.  Mbennah and Schutte first analyze and evaluate the theoretical perspectives within which speaker credibility has been evaluated historically: structuralist, functionalist, and constructivist.  They then present a new holistic theory of speaker credibility.  Mbennah and Schutte propose three elements of the persuasive process that they believe are significant in defining speaker credibility.  These three elements are the audience, the context within which the message is delivered, and the speaking process itself.  The authors believe that the audience is an important factor.  They state, “Therefore, audiences possess a stock of credibility dimensions, which they selectively apply in each given speaking situation”.  They then discuss the interaction between audiences and different contexts.  “This would mean that audiences in different contexts share the tendency to assess speakers but they do so using a somewhat varying scale”.  The authors state that in the holistic approach, speaker credibility is “a hierarchically ordered stock of universal and context-specific factors of relational, content-related competence, performance, and moral qualities”.  The authors determine that a persuasive speaker should “speak in a manner as, and for the reason that, the audience will have significant choice”.
McCroskey, J. C., & Young, T. J. (1981).  Ethos and credibility: The construct and its’ measurements after three decades.  The Central States Speech Journal, 32, 24-34.
This study suggests measures for trust and validates those measures.  The work relies on four trust models: disposition to trust, institutional-based trust, trusting beliefs, and trusting intentions.  The authors demonstrate the psychometric characteristics of these measurements using a hypothetical legal advice Web site.  Relationships between the four trust models are tested for internal nomological validity.  In addition, the trust constructs and three e-commerce constructs (web experience, personal innovativeness, Web site quality, and innovativeness) are tested for external nomological validity.
McKnight, H. D., Choudhury, V., & Kacmar, C. (2002).  Developing and validating trust measures for e-commerce: An integrative typology.  Information Systems Research, 13(3), 334–359.
This article expands on a 1998 article by McKnight, Cummings, and Chervaney.  The authors conclude that trust constructs relate to each other in meaningful and structured ways.  Another conclusion is that disposition to trust positively correlates to an individual’s innovativeness.  A person’s experience on the Web positively correlates to institution-based trust.  If an individual exhibits trusting beliefs and intentions in a vendor this correlates positively to perceived Web site quality.  This is a significant finding because it supports other research that shows that individuals rely on peripheral cues to assess credibility.  In other words, if the Web user perceives that the Web site is of high quality, they will tend to trust the vendor.  Trust is a primary factor of credibility.  A limitation of the study was that it did not directly measure individual’s behaviors (e.g. trust shown through purchase behavior).  The study supports that trust is multidimensional and leads to the suggestion that different trust-building strategies might be necessary depending on the target audience.  Another interesting finding in the study suggests that the probability of giving personal information or of making a purchase was more correlated to “situational, normality-benevolence” than to honesty and capability.
McKnight, D., Cummings, L., & Chervany, N. (1998).  Initial trust formation in new 

organizational relationships.  Academy of Management Review, 23(3), 473-521. 

This work is important for the proposed study because it provides clear definitions of trust and trust constructs.  Trust is one of the two primary factors of credibility.  The authors suggest a model formed of relationships between trust constructs and two cognitive processes and applies this model to organizations developing new trust relationships.  The purpose of the article is to examine why people tend to have high initial trust in new relationship formation.  The model applies only to new relationships so it disregards any experiential factors.  The model uses constructs from four different research threads relating to trust.  The authors define trust as being a state of mind where one believes in and is willing to depend on another.  This incorporates two trust constructs, according to the authors: trusting intentions and trusting beliefs.  Trusting intention means that a person is willing to depend on another in a given situation.  Trusting beliefs means a person believes another to have good intentions and to be stable and capable.  Disposition to trust will be used in the proposed study as a covariate measurement.  This work by McKnight, Cummings, and Chervaney defines disposition to trust as “a tendency to be willing to trust others”.  The authors conclude that disposition related trust only exists during initial encounters that are unplanned and unstructured.  They also conclude that the way trust develops early in new relationships is different from how trust develops later in that same relationship.  This is relevant to the current research on credibility assessment because the suggestion is that an individual's predisposition to trust can mitigate how he or she assesses the credibility of an unfamiliar (new) Web site.
Metz, J. (1992).  Computer mediated- communication: Perceptions of a new context.  Paper presented at the Speech Communication Association annual conference, Chicago, IL. 

Metz provides an important and broad definition for computer-mediated communication.  He states that computer mediated communication is “Any communication patterns mediated through the computer”
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Metzger, M. J.,  Flanagin, A. J., Eyal,  K.,  Lemus, D. R., & McCann, R. (2003).  Credibility in the 21st century: Integrating perspectives on source, message, and media credibility in the contemporary media environment.  In P. Kalbfleisch (Ed.).  Communication Yearbook, 27, (pp. 295-335).  Mahwah, NJ: Lawrence Erlbaum.
This chapter in the 2003 Communication Yearbook provides a review and integration of credibility literature in the contexts of source, message, and media.  This study suggests that newer research shows that source, message, and media credibility are not separate entities but might overlap and that related to Web credibility, many individuals do not differentiate the source and the medium.  The authors discuss the problem of identifying a source in the Web and Internet media.  In the case of the source of a Web site, it is often what or who the receiver believes it to be.  The authors also write that gender and age mediate Web site credibility evaluation, but also show that literature has produced mixed results in how these differences are expressed.  The authors identify dynamism and interactivity as two elements that influence credibility assessment but as influences that are yet unexamined in the research.
Mittal, B. (1995).  A comparative analysis of four scales of consumer involvement.  Psychology and Marketing, 12(7), 663-682.

Mittal performs an analysis of four different scales of consumer involvement to provide more clarity to researchers who must choose between the scales.  The scales he analyzes are: 1) Zaichkowsky's Personal Involvement Inventory (PII), 2) Laurent and Kapferer Consumer Involvement Profiles (CIP), 3) Foote, Cone, and Belding (FCB), and 4) Mittal’s four item scale of purchase-decision involvement (PDI).  To form a foundation for evaluating construct validity, Mittal refines the definition of involvement to state that “[i]nvolvement is the perceived importance of the stimulus – be that stimulus the product itself or the purchase-decision-task”.  Mittal measures construct validity for the different scales by looking at content validity and “unidimensionality”.  In addition, the author measures convergent validity, “nomological” validity, parsimony, simplicity, and minimum response set bias for each of the scales.
During this research, Mittal reduces the original Zaichowsky PII twenty-item scale to a five-item scale after suggesting that only items under the importance heading would accurately depict the involvement construct.  Mittal provides a lengthy explanation of why the remaining 15 items of the original PII do not adequately reflect his definition of involvement.  The final analysis of the four scales uses the revised five-item PII scale for comparison to the other three scales.  This revised five-item scale is relevant to the current research and will be the scale used in the proposed study.

Nowak, K., Watt, J., & Walther, J. (2005).  The influence of synchrony and sensory modality on the person perception process in computer-mediated groups.  Journal of Computer-Mediated Communication, 10(3), Retrieved June 5, 2005, from http://jcmc.indiana.edu/vol10/issue3/nowak.html
This research studies the influence of both synchrony and number of cues in a computer-mediated communication on the person perception process.
The study also focuses on the research that suggests that in a first interaction, the primary purpose of individuals is to reduce uncertainty.  This research studies the effect of synchrony and number of cues on reducing uncertainty, social attraction, self-reported involvement, perception of the communication partner’s involvement, credibility of the person after a task-based interaction, and conversation effectiveness.  The task based interaction consisted of learning teams preparing a presentation on a specified topic.  The following four factorial combination was used in the study:
High Cue/synchronous – Synch Video conference 
High Cue/asynchronous – Asynchronous video (8 groups)

Low Cue/synchronous – Synchronous text (Web-board chats)

Low Cue/asynchronous – Threaded text discussion (newsgroup)

Results that are significant to the current proposed study are the fact that participants in low cue media felt most positive about their communication partner.  They felt partners were more credible, felt more attraction that is social, felt less uncertainty about their partners, and felt their partners were involved.  Asynchronous communication resulted in less uncertainty than synchronous communication.  There was no significant influence of synchrony on perceived credibility or perceived involvement.
Nunnally, J. C. (1978).  Psychometric theory.  2nd ed. New York: McGraw-Hill.

This book by Nunnally is a seminal text written for psychology graduate students and supersedes the previous seminal text by Guilford as the measurement guideline for psychology.  Nunnally presents a concise history of testing and measurement, definitions of relevant terminology, and introduces new techniques such as multidimensional scaling.  The work is relevant to the current study by providing a solid foundation in understanding research measurement

Payne, G. A., Dozier, D. M., & Nomai, A. J. (2001, August).  Newspapers and the Internet: A comparative assessment of news credibility.  Paper presented at the meeting of the Association for Education in Journalism and Mass Communication Annual Convention, Miami Beach, FL.

This research looks at how message receivers evaluate credibility of Internet news (defined in this study as “the content of web sites on which newspaper stories are posted) and asks two questions.  First, the authors examine whether reader judgments of credibility vary across newspapers and the Internet as modes of news dissemination.  Second, they look at whether the news story content domain (e.g., business, national, international, entertainment) change credibility evaluation across text and online news.

This study combines use of focus groups to perform an exploratory look at online news credibility.  The findings from these focus groups framed the experiment design that would test the relations between the news medium and credibility.

Results show that individuals rate paper newspaper as more credible across the board than online news material.  Credibility differences did exist across news topic domains.  Results for greater credibility of paper news stories were significant in the business and international domains, but not significant in the national news domain.

.

Petty, R. E., & Cacioppo, J. T. (1979).  Issue involvement can increase or decrease persuasion by enhancing message relevant cognitive responses.  Journal of Personality and Social Psychology, 37.  1915-1926. 

The authors conduct two experiments to test the hypothesis that high issue involvement enhances thinking about the content of a persuasive communication.  The results of experiment one supported the hypothesis.  For the high-involvement students, pro-attitudinal messages resulted in enhanced persuasion while the counter-attitudinal messages reduced the level of persuasion.  Experiment two presents two counter-attitudinal messages to the participants.  One message was supported by a strong argument and the other by a weak one.  The result showed a correlation between strong argument and favorable thoughts for the high-involvement group but none for the low-involvement group.  The authors suggest future research to determine why increased involvement facilitates information processing, and to determine the limitations on increased issue involvement facilitating processes.

Petty, R. E., & Cacioppo, J. T. (1990).  Involvement and persuasion: Tradition versus integration.  Psychological Bulletins, 107(3), 367-374.
This article responds to a meta-analysis by Johnson and Eagly (1989) which states that issue involvement is represented by two types of involvement: value-relevant and outcome relevant.  The authors conclude that at the time of the article it is too early to distinguish two types of involvement.  They suggest that as both types of involvement increase, the quality of the argument became an important predictor of persuasiveness.  Petty and Cacioppo believe that further research will clarify the issues.
Petty, R. E.,, Rucker, D. D., Bizer, G. Y. & Cacioppo, J. T. (2004).  The elaboration likelihood model of persuasion.  In J. S. Seiter & R.H. Gass (Eds.), Perspectives on Persuasion, Social Influence, and Compliance Gaining (pp.65–89).  Pearson.  

This book chapter describes how the contradictions in persuasion and attitude research led to the development of the Elaboration Likelihood Model (ELM) as a way of explaining and organizing the contradictions.  The authors clearly describe the seven postulates of the ELM.  The ELM is a theory about the attitude change process and the variables that generate these processes.  One of the core principles of the theory is that any one variable can affect attitudes in several different ways.  A key element of the theory is the elaboration continuum.  Based on an individual’s motivation and ability to process the qualities of relevant issue related information within a persuasion environment, they fall at different places on the elaboration continuum.  When motivation and ability are high, the individual carefully examines information and follows a central route of processing.  When motivation and ability are low, the individual relies on peripheral cues and follows a peripheral route of processing.  These two processing paths correspond to anchors on the elaboration continuum.  Another key principle of the theory is that the central route will lead to more persistent attitude change over time.  The authors defend several criticisms against the ELM and suggest areas for future research.

Petty, R.E. and Wegener, D. T. (1999).  The elaboration likelihood model: Current status and controversies.  In S. Chaiken & Y. Trope (Eds.),Dual-process theories in Social Psychology New York: Guilford Press. 41-72.
This article reexamines the elaboration-likelihood model (ELM) after many years, determines its status in the research, and tries to identify and clarify any misconceptions that have been associated with the model over the years.  The article defines the model as a “dual-route but multi-process theory”.  The dual routes are the central route and peripheral route to processing.  Central route refers to extensive cognitive processing and information seeking to find facts about a topic or issue.  Peripheral route refers to less extensive cognitive processes that lead to attitude change.  The elaboration continuum is a key element in the ELM and relates to how motivated and how much ability a person has to evaluate the essential merit of something being examined (e.g., a person, issue, or topic).  The authors summarize the original hypotheses of the ELM

1. People are inclined and want to hold correct attitudes.

2. The amounts of effort people are willing and/or able to expend to evaluate topics or issues vary with the individuals and the situations the individuals are in.
3. A variable can serve roles in both peripheral cues and central-route processing

4. Variables that affect the willingness or ability to scrutinize a topic or issue can either reduce or enhance the scrutiny level.

5. Variables can affect message processing by increasing o decreasing bias.

6. As the willingness or ability to process messages decreases, peripheral cues are more often used to perform evaluation.

7. Attitude changes that occur due to central-route processing are more persistent than an attitude change that occurs due to peripheral-route processing.

Preston, I. L. (1970), A reinterpretation of the meaning of involvement in Krugman's models of advertising communication," Journalism Quarterly, 47.  287-295 

In summarizing Krugman’s theories on high and low-involvement, Preston highlights the fact that the time at which attitude change occurs differs for high and low-involvement situations.  In high-involvement situations, the consumer changes his/her opinion before making a purchase.  Cognitive processing is high at the point of receiving the stimulus.  In low-involvement situations, the attitude change occurs at the time of purchase, or even after the purchase.  For low-involvement situations, little cognitive processing occurs when the stimulus is viewed.  The message might be remembered, however, later when exposure to the product occurs.

QuestionPro.  (2005). Retrieved June 15, 2005 from www.questionpro.com
This is a company that provides software to create online surveys and captures responses.  In addition, the company provides analysis tools.
Quintillian, M. F. (1956).  Institutes of oratory.  Trans by J. S. Watson.  London.
This is a classic work on creating the perfect orator.  The work provides definitions of rhetoric, and chapters on the speaker, how to educate the speaker, humor in rhetoric, rhetoric style, and improvisational rhetoric.  Quintillian defines the speaker as a good man speaking well.  This book was relevant to the current proposed study in identifying the root definitions of speaker credibility.
Rainie, L., Packel, D., Fox, S., Horrigan, J., Lenhard, A., Spooner, T., Lewis, O., & Carter, C. (2001).  More Online Doing More.  Washington, DC: Pew Internet & American Life Project.

This study provides a longitudinal study of the Internet user population between two periods, May and June 2000 and November and December 2000.  The study introduced several new questions for the second half of the research to determine the number of children with Internet access.  Princeton Survey Research Associates conducted the two studies.  One study took place between May 2 and June 30, 2000.  Approximately 4,606 adults 18 and older were interviewed and which 2,277 of them were Internet users.  The second took place between November 22 and December 21 and interviewed 3,493 adults of which 2,038 of them were Internet users.  The sample for these surveys is a random digit sample of telephone numbers selected from telephone exchanges in the continental United States.
Results of the studies show that for all adults, the Internet population grew from 47% of those surveyed to 56% having Internet access by the end of 2000.  The study revealed a consistent increase among male, female, blacks, whites, and Hispanics.  The largest increase occurred in individuals age 18-29, but there was growth in all age ranges.  Based on income levels, the largest increase in Internet use was found in the range of $30,000-50,000.  Seventy-three percent of children age 12-17 had Internet access at the end of 2000  The three largest increases in why the Internet was accessed were to seek hobby information, browse for fun, and to purchase products. 

Ratchford, B. (1987).  New insights about the FCB grid.  Journal of Advertising Research, 27(4), 24-38.
The Foote Coning and Belden advertising planning model places individuals’ purchase decisions into one of four categories: high involvement-thinking, high involvement-feeling, low involvement-thinking, and low involvement-feeling.  The model defines three types of feeling motivation: social acceptance, ego gratification, and wanting sensory pleasure.  This article presents the details of how scales are developed to measure the location of consumer products on the FCB grid.
Ray, M. L., Sawyer,  A. G., Rothschild, M. L., Heeler, R. M., Strong, E. C., & Reed, J. B. (1973). Marketing communications and the hierarchy of effects.  In Peter Clarke (Ed.).  New Models for Mass Communication Research, Beverly Hills: Sage Publications.
The researchers examine their own work to determine guidelines for advertising strategists who need to understand which response (learning hierarchy, dissonance-attribution hierarchy, or low-involvement hierarchy) to an advertising project is likely to occur and why.  They conclude that the learning hierarchy occurs when high involvement buyers are involved.  When choices are poorly differentiated and products are relatively new to the market consumers use the dissonance-attribution hierarchy in making decisions.  Consumers use the low-involvement learning hierarchy when products have been in the market a long time, consumer involvement is low, products are very similar, and products are advertised using broadcast media.  This research was supported by the American Association of Advertising Agencies Educational Foundation and was related to the laboratory repetition research.
Rhys, R. (1924).  Notes on Aristotle’s Rhetoric.  American Journal of Philology, 45, 351-361.
This book is a translation of Aristotle’s Rhetoric by the classical scholar, W. John Rhys.  It is relevant to the current proposed study in that it discusses speaker credibility and describes the early dimensions of speaker credibility as defined by Aristotle.
Rieh, S. Y. (2002).  Judgment of information quality and cognitive authority in the Web.  Journal of the American Society for Information Sciences and Technology, 53(2), 145-161.

Because there is no quality control of information on the Web, the user has no guidance in evaluating content quality.  To address this problem, the author seeks to understand the factors that influence how individuals judge information quality and authority during online information searches.  For clarity, the author defines information quality as “the extent to which the information is useful, good, current, and accurate”.  “[T]he extent to which users think that they can trust the information” defines cognitive authority, according to Rieh.  This is a small study limited to sixteen scholars as participants.

An interesting aspect of this study is the researcher’s ability to track individuals’ searching behavior looking at both predictive judgments made before starting the search and evaluative judgments made when deciding which Web site to use after completing the searches.  The study finds that personal knowledge influences predictive judgments.  Another finding is that source characteristics influence both predictive and evaluative judgments.  In terms of evaluative judgment, the author notes that users often could not find or did not see items on which they might base an evaluative judgment.  Overall, evaluative judgments relied more on information quality than on cognitive authority.  Content was the strongest factor influencing evaluative judgments.

Also relevant are the scenarios that framed the information searches in Rieh’s work.  Participants were provided with one of four scenarios: 1) find papers for a current research study, 2) plan a trip to a conference, 3) find information on a disease a friend has been recently diagnosed with, and 4) find information to help with the purchase of a new computer at the least expensive cost.  These scenarios manipulate involvement level during the search process and serve as models for the current study.

Schweiger, W. (2000).  Media credibility - experience or image?  A survey on the credibility of the World Wide Web in Germany in comparison to other media.  European Journal of Communication, 15(1), 37-59.
This study was conducted in Germany in 2000 when only 17.7% of the German population used the Internet or online services.  Both users of the Internet and non-users were asked to evaluate the credibility of the online content.  Five hundred forty respondents (non-users and users of the Internet) found the media to be very similar in credibility to newspapers and television.
Self, C.C. (1996).  Credibility.  In M.B. Salwen and D.W. Stacks (Eds.), An Integrated Approach to Communication Theory and Research (pp. 421-441).  Mahwah, NJ: Lawrence Erlbaum.
The discussion of credibility by Self is significant because it includes the dimension of dynamism in describing perceived credibility.  
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Sherif, M, & Cantril, H. (1947) The Psychology of Ego Involvement.  New York: Wiley.

This seminal work provides a broad outline of the psychology of ego involvement.  The book discusses the problems of attitude, general characteristics of ego involvement, experiments in ego involvement, ego involvement and identification in group situations, ego involvement in concrete social situations, and breakdown of the ego.

According to the author, attitudes determine the enduring character of one’s personal identity with the values and norms already incorporated in that person.  When these attitudes are aroused in a situation, a person becomes involved.  This involvement then modifies perception, memory, thinking, judgment, and behavior.

Sherif, M., & Hovland, C. I. (1961).  Social Judgment: Assimilation and Contrast Effects in Communication and Attitude Change.  New Haven: Yale University Press.



This book is part of the “Yale Studies in Attitude and Communication”

This particular book focuses on social judgment.  Individuals judge attitudes as a stimulus along a particular dimension, and judgment processes categorize attitudes along this dimension or continuum.  The authors suggest that a person’s attitudinal placement is a region on the scale, not a point.  Sherif and Hovland apply the concepts to measuring the effects of communication on a listener.  If the distance between a communicator's attitude and the receiver's original attitudinal position is small, the change in attitude will be small.  Increasing the distance increases the change, but only to a certain point.  The authors refer to these shifts of judgments toward an internal anchor as assimilations.  Large distances between internal anchors and stimulation result in rejection, and small distances result in assimilation.
Steenkamp, J-B. E. M., & van Trijp, H. C. M. (1991).  The use of LISREL in

validating marketing constructs.  International Journal of Research in

Marketing 8, 283–299.

The authors present an overview of the use of a tool called LISREL that validates construct validity.  They develop an instrument to measure variety-seeking behavior in consumers and use LISREL to test the construct validity.  The authors show both the use of traditional methods and the use of LISREL to illustrate the added understanding gained through use of the tool.

The article is relevant to this work because it provides an excellent summary of the traditional methods used to measure construct validity which include 1) unidimensionality, 2) cross-validation, within method convergent validity, reliability, 3) stability, 4) across-method convergent validity and discriminate validity, and 7) nomological validity.  It also presents a valuable tool for further assessing construct validity.

Stefik, M. (1999).  The Internet Edge: Social, Technical and Legal Challenges for a Networked World.  Cambridge, MA: The MIT Press.
Stefik’s book is based on the premise that change occurs more rapidly in what he calls “Internet time” than during earlier periods of change.  The book discusses the types of changes that are occurring during this “Internet time” and encourages individuals to adopt the rapid changes.  He discusses technologies that will change how we perform common tasks such as electronic readers   Stefik finds that ultimately, for individuals to adopt the changes occurring in “Internet time” the trust factor has to be addressed.  Stefik discusses some of the real problems related to this trust factor: online privacy, censorship, digital copyright, and untaxed business competition.  Relevant to the current proposed research is Stefik’s examination of the influences that affect perceived credibility.  He lists the large scale of the Internet Web content and the invisible transmission of content as factors that might mediate perceived credibility in the online environment.
Stephens, T. (2003).  A Framework for the Identification of Electronic Commerce Design Elements that Enable Trust within the Small Hotel Industry.  Unpublished doctoral dissertation, Nova Southeastern University, 
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Sternthal, B.,  Phillips, L.,  & Dholakia, R.  (1978). The persuasive effect of source credibility: A situational analysis.  Public Opinion Quarterly, 42 (Fall), 285-314.
The authors review prior research regarding the effects of source credibility on mass communication to explain the mediating effects of source credibility within specific scenarios  The authors define source credibility as trustworthiness and expertise.  They suggest that research has shown that situational factors have a mediating effect on source credibility.  Aftter their thorough review of the research on source crediblity the authors conclude that initial opinion is critical, but in evaluation, the source of that initial opinion is not visible.  The authors determine that attributional theory explains how initial opinion is formed from communication by others, but it does not explain the cognitive processes that occur.  In the attribution theory, when an argument is expected, persuasion depends on the source’s credibility.  Sternthal, Phillips, and Dholakia believe that cognitive response supports the attributional theory by explaining the cognitive processes.  With cognitive response communication cues etiher stimulate counter-argument or acceptance.  What the cognitive response cannot do is provide insight into the cues that are selected for processing.  
Trochim, W. (2000).  The Research Methods Knowledge Base, 2nd Edition.  Retrieved August 25, 2004 from http://www.socialresearchmethods.net/kb/index.htm (version current as of August 16, 2004).
This online database discusses all the social research methods typical to an introductory undergraduate or graduate course in this topic.  In addition to presenting the entire research process, this online source also addresses the major theoretical foundations of research including: validity in research, reliability of measures, and ethics.

Van Kenhove, P., Wijnen, K., & De Wulf, K. (2000).  The influence of topic involvement on mail survey response behavior.  (Vlerick Leuven Gent Management School Working Paper Series No. 2003-16).  Belgium: Vlerick Leuven Gent Management School.

This study examines the influence of topic involvement on mail survey response.  Because non-response to mail surveys causes a non-response bias, the study attempts to add to the body of knowledge about factors that might improve response rate to mail surveys.  Results of the study show that survey response is higher in on-average high-involvement topics.  However, there was no significant relationship between topic involvement and response rate when the survey was on an on-average low-involvement topic.

The study provides methodology for measuring topic involvement that will be useful in the proposed study.  The authors provide questionnaires to determine topic involvement of study participants before the research.  This study utilizes the Mittal five-item scale and found it to be reliable based on an exploratory factor analysis.  This factor analysis resulted in a one-factor structure that accounted for 77% of the variance.  Cronbach’s a was .90.  In using this scale, the authors determined the topic involvement construct by using a non-weighted sum of the five items, divided by five.

The study shows that topic involvement only improves response rate for an on-average high-involvement topic.  Topic involvement did not improve response rate for the on-average low-involvement topic.
Walther, J. B. (1996).  Computer-mediated communication: Impersonal, interpersonal, and hyperpersonal interaction.  Communication Research, 23, 3-43.

Walther’s 1996 article reviews the history of computer-mediated communication and analyzes trends in that communication medium.  Walther integrates principles about applying media to different situations.  He examines the concept that media reduces social influence and discusses how this occurs in a computer-mediated communication.  He discusses modern theories and current research in the field and recognizes that impersonal communication delivery might be advantageous.  Walther suggests strategies for purposeful depersonalization of communication when using media and discusses implications during group decision-support situations.  Walther observes that media might enable communication that surpasses normal interpersonal levels by adding the ability for extractive processes.  In a computer-mediated environment, individuals can search external sources for information on others.  This external search is fast and easy, adding a layer of information available that is not available at all in a face-to-face interaction.  Based on his findings, Walther introduces "hyperpersonal" communication.  Walther then discusses message senders, message recipients, mediums through which messages are sent, and message feedback elements in computer-mediated communication, and he suggests ways to improve impression formation during an interpersonal interaction in a computer-mediated communication.
Wathan, C. N., & Burkell, J. (2002).  Believe it or not: Factors influencing credibility on the Web.  Journal of the American Society for Information Science and Technology, 53(2), 134-144.

This article provides a literature review on credibility.  It outlines the development of the definition of credibility, reviews the many factors that influence credibility, and discusses differences in assessing credibility in different mediums.  The purpose of the article is to integrate all of the knowledge about credibility to date, and to suggest next steps for research. 

The authors also present an untested model of how credibility assessment might occur online and suggest that the model be used in future research.  The model shows credibility as a staged process, with assessment of surface credibility occurring first.  The second assessment is that of source credibility based on trustworthiness and expertise of source.  Next, message presentation is assessed within the context of the user’s involvement, motivation and need for the information.  The study suggests involvement might not become relevant unless surface and source credibility is first established.

Whitehead, Jr., J. (1968).  Factors of source credibility,  Quarterly Journal of

Speech, 54(1), 59-63.

Whitehead’s study provides validation for previously identified dimensions of credibility.  Validation occurs by testing previously used scales and adding additional items to those scales.  In addition, low credibility sources and high credibility sources are analyzed separately.  Participants rated the credibility of two sources (speakers) based on listening to a taped introduction of each speaker.  One speaker is high in credibility, exhibited through education and publication references.  The other speaker displays characteristics contributing to low credibility. 

The two primary dimensions that emerged in factor analysis of the high credibility treatment were trustworthiness and competence or expertise.  Elements in the expertise dimension included, professional appearance, experience, and authoritative.  The author suggests that individuals often perceive a person as having expertise even if the person is not an expert.  Whitehead identifies a third factor in this group, dynamism.  Characteristics such as aggressive, energetic, and active were part of this dimension.  In the low credibility treatment findings, trustworthiness and dynamism were the two dominant factors.  The expertise factor emerged as the third factor.  In both the low and high credibility treatments, a fourth factor emerged which was objectivity.

While Whitehead’s study validates prior findings as to the dominant dimensions that define credibility, some differences exist.  In this study, the dynamism factor accounted for a much greater proportion of the variance in the low credibility structure.  In addition, the author suggests that credibility can no longer be looked at as only a two-dimension structure. 

The author identifies the scales that most accurately reflect the dominant factors.  Trustworthiness is most accurately measured by right-wrong, honest-dishonest, and trustworthy-untrustworthy.  Experienced-inexperienced, has professional manner- lacks professional manner best measured expertise.  Aggressive-meek and active-passive scales best described dynamism.  Open-minded – closed-minded, and objective-subjective were the best measures for objectivity.

Wilson, E. J., & Sherrell, D. L. (1993).  Source effects in communication and persuasion research: A meta-analysis of effect size.  Academy of Marketing Science Journal. 21(2), 101-113. 

The study presents a meta-analytic quantitative review of existing studies of source effects on persuasion.  A goal of the research is to determine how strong and consistent source effects are.  Source manipulations accounted for 9% of the variance among studies reporting significant findings.  Expertise has the greatest effect on persuasion with an average of 16% of the explained variance due to the expert versus non-expert manipulation.  The author suggests that the findings be used as benchmarks to evaluate results of future persuasion studies employing a source manipulation.
Zaichkowsky, J. L. (1985).  Measuring the involvement construct.  Journal of Consumer    Research, 12(3), 341-352.

Zaichkowsky describes an involvement construct and method for measuring involvement.  She describes involvement as occurring in three contexts: personal, physical, and experiential.  She defines involvement as “a person’s perceived relevance of the object based on inherent needs, values, and interests”.  She indicates that the object can be an attitude, advertisement, or decision-task.  The result of the study is a twenty-item Semantic Differential scale called the Personal Involvement Inventory (PII).  The scale has construct and content validity and is reliable.  The author states that convergent and discriminate validity was not tested.  The scales were tested for products.  Limited testing was done for decision-tasks.  However, more research is needed, according to the author for decision-tasks and advertising.


Zimbardo, P. (1960).  Involvement and communication discrepancy as determinants of opinion conformity.  Journal of Abnormal and Social Psychology, 60, 86-94.
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A participant number is randomly generated and assigned to the potential participant.  This participant number is randomly assigned to a treatment or non-treatment group.








 





   Figure 3: Proposed experiment overview





 





 





 





 





 





 





 





 





 





 





 





 





 





 





 





 





 





 





 





 





 





 





 





 





 





 





 





 





 





 





 





 





 





 





 





 





 





 





 





 





 





 





 





 





 





Participant directed to the Web Credibility Survey Web site (see Appendix F).


Web Page One – The participant answers demographic questions, topic involvement questions, and questions on covariates (predisposition to trust and previous success in investing)


Web Page Two – The participant receives instructions and links to a randomly generated pair of finance Web sites which they evaluate in terms of believability.  The participant ranks the two sites based on believability and writes comments about the believability of each Web site.


Web Page Three – The participant answers questions regarding the credibility of the source of the Web site.





Participant directed to the Web Credibility Survey Web site (see Appendix F)


Web Page One – The participant answers   demographic questions, topic involvement questions, and questions on covariates (predisposition to trust and previous success in investing).


Web Page Two – The participant receives instructions and links to a randomly generated pair of finance Web sites.  The participant is instructed to use only the two Web sites provided, and to use both of the Web sites provided to find answers to the investment planning questions shown on the Web page.  The participant then answers the investment planning questions, ranks the two Web sites based on believability and writes comments about the believability of each Web site


Web Page Three – The participant answers questions regarding the credibility of the source of the Web site.





Participant reads the informed consent form, and if they choose to continue, he or she will enter their initials and the date into the online form and click the submit button.  





Potential participant receives an introduction email (see Appendix A) describing the research and inviting the individual to participate. If the individual chooses to participate, they click a link in the email to go to an online informed consent form (see Appendix B). 
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