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Online informace a jejich kvalita
» V prostredi internetu

» Otazka kvality informaci — vice dimenzi

Tao, LeRouge, Smith, and De Leo (2017) information quality for
health websites

Completeness of information, understandability of information,
relevance of information, depth of information, and accuracy of
information

» Kredibilita — vyznamna dimenze

» Nemusi byt pro uzivatele primarni! A nékdy ani dulezita
zpravy o celebritach
cilené ,Fake news" — Onion (https://www.theonion.com/)



Online informace

» Nepreberné mnozstvi a pluralita
Pluralita zdroju — a typu informaci

» Nejsou ,gatekeepers” - disintermediation
(Eysenbach, 2008) — neplati vzdy (opinion leaders,
oficialni zdroje...)

» UGC

» Otazka autora a autority a jimi podavanych informaci
Expert a ,experiential® information

» To vSe klade duraz na subjektivni hodnoceni



Informace o zdravi
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Modave et al. (2014) evaluated the quality of content and
author credentials on sites focusing on weight loss.

103 websites including commercial sites, news and
online media sites, blogs, government and university
sites, medical sites, and others (such as nonprofits ).

The medical, government, and university sites, along with
the blogs provided content with the highest quality.

In total, less than 20% of sites provided accurate
information on more than half of the key information
about nutrition, physical activity, or behavioral strategies
for weight loss.

Only 29% of the sites provided hyperlinks, 47% provided
reputable references and a date of the last update.

Unsubstantiated claims, particularly regarding nutritional
information, were made by 54% of the Web sites, most
often blogs



Kredibilita

» Interdisciplinarni koncept, vice moznych pojeti

» Dost propojeno s duvérou — nakolik informaci
verime?

» Ale co to konkrétné znamena?

Akuratnost, nezkresleni, komplexnost (tj. obsahujici
vSechny informace), nezaujatost, celost, ...

» TradiCne delena na dve dimenze:
Duveryhodnost — subjektivné hodnocena

Expertiza — i objektivni komponenta (certifikaty, diplom,
reputace)

Ale i dalsi pristupy



Kredibilita

» DUvéryhodnost a duvera

» Koncept duvéery také komplexni, interdisciplinarni

» Duvéryhodnost — je atribuovana subjektu, duvéra
jako individualni charakteristika a stav

» Kredibilita — v pojeti socialnich veéd ne jako objektivni
vlastnost, ale subjektivni percepce



Kredibilita

» Vyzkum kredibility a duvéry jiz od poloviny minulého
stoleti

» Navazano na vyzkumy perzuaze, zkoumani masove
komunikace

» TradiCni rozdeleni: sdeleni, zdroj a (pozdéji) medium

» Mohou se vyrazne liSit a souCasne ovlivhovat
navzajem



Kredibilita online

» Pole velkého zajmu (v souvislosti s vice typy informaci)
» Prvni vyzkumy jiz s prichodem internetu

» Fogg et al. (2003) — Prominence-Interpretation theory
» Vyzkum rdznych typu stranek a voditek

» Voditka — vedou nasi pozornost a hodnoceni
Napr. design stranky, chyby v textu, certifikaty atd.

» Hodnoceni jako iterativni proces: Prominence a
interpretace voditek

» Individualni faktory — schopnosti, motivace
» Kontextualni faktory — typ informace, Cas k hodnoceni



Psychological Approaches to Credibility Assessment Online

Site or source cues:

« Professional, attractive page design

« Easy navigation, well organized
gite

« Absence ol errors and broken inks

« Cerilications, recommendalions, or
seals from trusted third parties

» Interactive fealures

» Paid access to information

« Fast download speed

= Domain name sulfix

» Absence of advertising

« Sponsorship by or links to
reputable organizations

» Presence of privacy and securily
policies

Credibility evaluation
decision

Message cues:

* Presence of date stamp showing
information is current

« Citations (especially to scientific data
or references), links to external
authorities

« Message relevance, tailoring

= Professional-guality and clear writing

* Message accuracy, lack of bias,
plausibility

* Information breadth and depth

« Description of editorial review
process or board

Author cues:

= Author identilication

« Author qualifications and
credentials

« Author contact informathon

« Absence of commercial molive

» Reputation, name recognition

Figure 20.1 Schematic representation of potential factors relevant to credibility evaluation of

online informanon.

Heceiver characteristics:

» Past experience with source

« Intemet experence & reliance

« Age, education, income, Sex
Prior knowledge and attitudes
Motivationfgoal Tor search lask
Personality traits (e.g., need for
cognition, thinking styles, etc.)
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Hodnoceni kredibility

» Dual processing models:

Elaboration Likelihood Model (Petty & Cacioppo,
1981)

Heuristic-Systematic Model (Chaiken, 1980)

» Centralni a periferni cesty, analytické a heuristicke
hodnoceni

» Vyznam: schopnosti a motivace

» Metzger (2007): dual processing model of credibility
assessment

Heuristiky: reputation, endorsement, consistency, self-
confirmation, expectancy violation, persuasive intent



Fake news? Clickbaits?

» Heuristiky: reputation, endorsement, consistency,
self-confirmation, expectancy violation, persuasive
intent

» Specificka rétorika
na vyvolani emocni reakce



Hodnoceni kredibility

» Heuristické zpracovani v prostredi internetu
» Casto nezbytné — a ne nutné chybné!

» Satisficing



Kredibilita — vliv individualnich
charakteristik

» Demografie — gender, vek, vzdelani

» Osobnostni charakteristiky - need for cognition,
anxieta, institucionalni a socialni duvéra

» Schopnosti — digital literacy, zkusenosti s uzivanim
iInternetu

» Motivace
» Dalsi — vlastni politicke smerovani, zkusenosti...

» Vetsinou neni jen linearni vztah!

» V celé zkoumané problematice!
Mediacni a moderacni efekty



Socialni charakter a vliv

» Viz endorsement (bandwagon)

» Zalezi na skupinové prislusnosti, socialni blizkosti,
kongruenci s vlastnim nazorem

konformita

» Autor (zdroj) — problematické autorstvi online
» Expertiza — individualni a ,davova”

» Oficialni a neoficialni zdroje
Duveéra ve zdroj — navazana na vilastni postoje



Zpeét k voditkum - affordances

Aspekty online prostredi ktere umoznuiji urcitou akci

Sundar (2008) — MAIN model



The MAIN Model

o 5 Y o Ir" Y
K, Credibility
Quality I]_I/’ Judgment

A b A A h. A

s
Affordance Henristles

Figure 1
Overview of the MAIN Model.

It is very likely that a given affordance can convey a variety of different cues
leading to a number of different heuristic-based judgments, with some being
positive and others negative, resulting in a rather complex equation between the
presence of an affordance and the nature of credibility assessments that it can
trigger (p. 79) .

»  The MAIN Model: A Heuristic Approach to understanding Technology Effects on Credibility ., Digital
Media, Youth, and Credibility. Edited by Miriam J. Metzger and Andrew J. Flanagin. Cambridge, MA: The

MNMMIT Derace DNNO
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The MAIN Model: A Heuristic Approach to understanding Technology Effects on Credibility ., Digital
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Affordances

» Borah (2014) — pfitomnost hyperlinku ve zpravach
zvysuje kredibilitu — ale zalezi i na obsahu
value and strategic framed — moral values a political
struggle over issue
» Kiousis (20006): Ovlivhuje modalita kredibilitu zdroje a
sdeleni ve zpravach? M: text, fotky, video

0.42% 0.46%*
Modality » Participation _ Credibility

FIGURE 1
Path model of influence on perceived source credibility. N =64; *p <0.05; **p <0.01. Note:
analysis controls for age, gender, race, media use, and attitudes toward China



