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ABSTRACT

Understanding credibility is crucial for newspapers to produce reliable-effectual content. In the present
study, credibility of news articles is evaluated using three frames—media, message and source. To test
interdependencies among these three credibility frames, a triangulation experiment involving content
analysis and questionnaire was conducted with 102 articles (on 34 topics) sourced from three English
newspapers published from the Indian state of Tamil Nadu. As many as 306 readers evaluated the
credibilities of these articles. Test results showed that there was a significant difference in media, message
and source credibilities of the chosen three newspapers. Credibility factors, however, did not depend on
gender of the readers but had significant relationships with their age and education. Message credibility was
positively associated with both source and media credibilities. However, there was no correlation between
media credibility and source credibility, indicating that news sources did not affect the overall perception

about trustworthiness of newspaper.
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INTRODUCTION

Though online social media is emerging as a
peremptory source of information-sharing
(Weeks et al, 2017; Kumpel et al., 2015), its
sluggish standards with regard to veracity of
messages (Mitra et al., 2017) make credibility a
decisive factor that differentiates traditional
media, rated with more trustworthiness (Heath et
al., 1995). It is, hence, unsurprising that even in
the era of the internet; credibility is a crucial area
of critical scholarly review more than ever
before.

Credibility is a broad research aspect as it
interrelates message, messenger, media source
and receiver (Roberts, 2010). Most often than not,
message credibility is determined with the
intuition of the receiver (McCroskey and Young,
1981; Self, 1996). Ernst et al., (2017) study states
that there are three major dimensions in which
the credibility of the news article is measured:
Media credibility, Message credibility, Source
credibility.

Difference and distance between journalist and
the public may be important factors which
influence the public’s attitude towards the news
media (Gaziano et al., 1987). Dickson et al., (2001)
study states that a survey of media educators and
editors of daily newspapers in the United States
concluded that the two groups had similar

* Research Scholar, Department of Media and
Communication, Central University of Tamil
Nadu, Thiruvarur.

** Assistant Professor and Head (in-charge)
Department of Media and Communication,
Central University of TamilNadu, Thiruvarur.

43

concerns about public trust and media
responsibility, and both groups saw public
journalism as a potential means for improving
media credibility. Golan (2010) study states that
source credibility research typically focuses on
the characteristics of the message source, whereas
research on medium credibility focuses on the
medium through which the message is
delivered.

Rahman (2014) study proposed that trust in
media would facilitate media’s effectiveness in
formation of opinion. Savolainen (2007) study
stated that newspapers were perceived as less
credible because of their political bias and the
general level of news reporting. The significance
of one's own critical reflection was emphasized in
the judgement of the credibility of information
sources of various types. Rouner (2008) states that
credibility of messages, is generally defined as a
collection of attributes of messages that make the
message content or their senders valued relative
to the information imparted. Franklin et al., (2011)
states that the reporters nonetheless acknowledge
that more credible sources are treated less
thoroughly, that journalists’ assessment of
credibility are associated with specific source
characteristics and that even less credible sources
receive considerable news space.

Weibelet al., (2008) study states that a significant
interaction between the newscasters' gender and
age was observed: Age had no effect on the
credibility of the younger newscasters, whereas
older male newscasters were perceived as being
the most credible. Tsfati (2008) study states that
for audiences, perceived credibility of the media
affects choices of and responses to the news.
Greer (2003) states that source credibility was



significantly tied to participants’ ratings of the
story.Bing (2009) study emphasized that "the
people's trust" would determine the existence and
development of a newspaper.

Stockwell (2006) study states that researchers
have argued that credibility is not a stable
attribute that a person assigns consistently to a
source. Instead, credibility is highly situational
and is a changeable perception by a receive.
American Society of Newspaper Editors (ASNE)
study revealed that newspapers fail to show
respect for readers, suspects that stories are
influenced by biases of journalists, and believes
that sensational news stories get more news
coverage because they sell newspapers rather
than for being important credibility.

Sharma (2017) study states that ‘Fairness,’
‘correctness,’ ‘objectivity,’ completeness,
comprehensives, accurateness’ is some of the
factors that have been adopted in news credibility
factor. Stockwell (2008) study states that the
relationship between newspaper credibility and
attitude is not linear however, and it is essential
to consider what other factors are efficacious in
causing attitude change in message receivers
apart from the credibility of a source. Abdulla et
al., (2005) pointed out that credibility becomes
important heuristic for content selection at the
time of information overloaded.

RESEARCH QUESTIONS

To bring in focus at this point, the following
research questions are raised:

RQ1: Is there a difference in credibility in the
chosen three newspapers?

RQ2: Do the demographic variable such as age,
gender, area of residence, occupation have a
association with the credibility factors?

RQ3: Is
credibility?

there a relationship among the

Message reception is subjective (Pollack et al.,
1958). But most of the time the reliability of the
news stories depends on the readers perceive a
media to be credible (Zhang et al., 2013). Message
credibility is assessed based on the content,
structure, language, and presentation (Yamamoto
et al., 2017). The credible content of the message
are likely to be originated by the credible sources
(Tormala et al., 2007). Message quality will have
direct effects (Rouner et al., 1996). The reader’s
perception of truth accounts to credibility of the
message.

Fico et al., (2004) results stated that imbalanced
story structure directly led to perceived story
bias, and perceived story bias in turn led to
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negative evaluation of the credibility of the
newspaper publishing the imbalanced story.

The trust and prominence plays a vital role in
Source credibility (Ampofo et al.,, 2010). The
credible and trusted source will provide credible
information (Trumbo, 20013). Source credibility
has huge impact in message credibility (Wathen,
2002). In the era of information-sharing,
consumers are thrown into pool of information,
but still they believe traditional mainstream
media for credible news information (Kiousis,
2009). Media technology customization makes
users the active participant in communication
process (Kang et al., 2016). Sometimes, credibility
is solely seen as a source attributes (Appleman et
al., 2015). Credibility of a media message are
influenced by other factors like the medium or
channel of delivery and even the structure of the
messages themselves (e.g., Metzger, Flanagin,
Eyal, Lemus, &Mccann, 2003). A highly credible
source can alter the persuasibility of the readers
(Heesacker et al., 1983).

A reputed newspaper has a high media credibility
thatcan also influence an individual's perceptions
of what other people are thinking (Gunther, 1998).
Media credibility depends on age, sex, education,
place of residence and socioeconomic status and
socioeconomic status, as well as political
preference. (Westley et al, 1964). Consumers can
access information in all possible source they
have, still newspapers have the highest credibility
when compared with followed by online news
and television news, respectively (Kiousis, 2001).

Influence of the sources can have impact in the
perception of the consumers (Applbaum, 1972).
Savolainen (2007) results found that perceived
media credibility and cognitive authority
significantly, though often implicitly, orient the
selection of information sources.

If individuals perceive the media to be highly
credible, they will rely on the media for
information; will increase their exposure to media
messages, and vice-versa (Wanta, 1994).
Interpretation of third person has regressive effect
on credibility (Banning, 2007). Conservative
ideology, newspaper use, social trust, and
political trust are factors significantly related to
newspaper credibility (Yamamoto, 2017). In
numerous studies, the media credibility is
positively correlated with the media credibility

(Rimmer, 1987). Media credibility and trust
relationships suggest that media source
credibility has an influence on the trust

relationships (Jo, 2005).



Maier (2005) results found that sources found
errors in 61% of local news and feature stories, an
inaccuracy rate among the highest reported in
nearly seventy years of accuracy research.
Newhagen (1989) results found that people use
different criteria to judge credibility of TV news
than they do to judge newspaper credibility.
Rimmer et al., (1987) results states that a positive
correlation between media credibility and media
use have been reported often over the last two
decade of research on media credibility. Kohring
(2007) results stated that trust in news media can
be considered a hierarchical factor (of second
order) that consists of four lower order factors,
including trust in the selectivity of topics, trust in
the selectivity of facts, trust in the accuracy of
depictions, and trust in journalistic assessment.

Based on the review of the past studies, the
following hypotheses are proposed:

HYPOTHESES

H1: There is a difference in the credibility of the
three newspapers.

H2: Demographic variable such as age, gender,
area of residence, occupation have a association
with the credibility factors.

H3: There is a significant relationship among the
credibility factors.

METHOD
The present study aims to measure Message
Credibility, Source Credibility and Media

Credibility among the chosen newspapers. To
test the relationship between Message Credibility,
Source Credibility and Media Credibility, the
following factors (independent variables) were
chosen for the study:

=  Gender

=  Age

= Area of Residence
=  QOccupation

Dependent variables

= Message credibility
= Source credibility
= Media credibility

A Structured instrument was developed by the
researchers to measure these variables. As many
as 102 news articles were sourced from three
newspapers and analysed using similar methods
for the ease of comparison. Quantitative and
qualitative approaches are combined using
message-centered methodologies. A  within-
subjects experiment was conducted to test the
validity and reliability of the proposed message
credibility measure. Participants read 102 news
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articles— published in The New Indian Express,
Deccan Chronicle and The Times of India and
rated them answering the questionnaire.

MATERIALS

Hard copies of the questionnaires were
distributed to willing respondents to collect self-
reported data. For data storage and analysis,
Microsoft Excel, Microsoft Word and portable
versions of IBM SPSS were used. The
guestionnaire consisted of four A4 pages and a
total of 50 questions. Of the 50, the first five were
for the Independent variables.

Table 1 T-test for Demographic Variables

Grouns Message Source Media
PS 1 credibility | credibility | credibility

The New

Indian 3.6297 3.4039 3.0957
Express

Deccan 3.6975 3.5804 3.0532
Chronicle

Timesof | 550, 3.5550 3.1657

India

To test the relationship between the chosen three
newspapers and the credibility factors, One-way
ANOVA was conducted and the results are
presented in the table 1.1. Results showed that
there was a statistically significant relationship
between newspapers and the credibility factors.

Table 2: One-way Anova results: Newspaper vs.
Credibility Factors

Groups ""e?s?‘ge So_u ree M'_ad.i"’_‘
credibility | credibility | credibility
Male 3.5587 3.5408 3.1964
Female 3.6648 3.4843 3.1964
Rural 3.5064 3.4403 3.1151
Urban 3.7226 3.5858 3.1014
Young 3.6465 3.5152 3.0771
old 3.5823 3.6758 3.1061
Employed 3.7671 3.6560 3.0543
Unemployed 3.4436 3.4526 3.0150
LJeEW and) 3 6000 3.4350 3.0621
z&ve and| 35734 3.4966 3.0555

To test the association between the dependent
variables and the credibility factors, T-test was
conducted and the results are presented in the
table 1.2. Results showed that the content of the




news article and sources quoted in the Deccan
chronicle news report is more credible. However,
the message credibility of Times of India was
rated more than the other two newspapers.

significantly declined in relation to frequency and
severity of errors. Abdulla et al., (2002) mentioned
in his study that the addition of online news to
the list of sources of information available to the

Table 3: Correlation among Credibility Factors

Correlations
MessageCredibility | SourceCred | MediaCred
Pearson Correlation 1 613 .198™
MessageCredibility Sig. (2-tailed) .000 .001
N 305 305 305
Pearson Correlation 613 1 .056
SourceCred Sig. (2-tailed) .000 .328
N 305 305 305
Pearson Correlation .198™ .056 1
MediaCred Sig. (2-tailed) .001 .328
N 305 305 305
**_Correlation is significant at the 0.01 level (2-tailed).

A Bivariate correlation test was run to determine
the relationship between the Message Credibility,
Source Credibility and Media Credibility of the
news stories, and the results are presented in
table 1.3.Results showed that Strong positive
correlation was observed between message
credibility and source credibility, which was
statistically significant (r = .000, n = 306, p < .05).
Similarly, there is strong positive correlation
between the message credibility and media
credibility (r =.001, n =306, p <.05).

There is strong positive correlation between the
source credibility and message credibility (r =
.000, n = 306, p < .05). But, there is no positive
correlation between the source credibility and
media credibility (r =.328, n = 306, p < .05). There
is strong positive correlation between the media
credibility and message credibility (r = .001, n =
306, p < .05). But, there is no positive correlation
between the media credibility and source
credibility (r =.328, n = 306, p < .05). Hence, the
hypothesis that (Ha3) There is a significant
relationship among the credibility factors is
accepted. These findings imply that message
credibility is positively associated with the source
credibility and media credibility, and vice-versa.
But the media credibility has no significant
relationship with the source credibility.

Discussion

Maier (2005) study mentioned that newspaper
credibility, as perceived by news sources,
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public has led to concerns about its credibility as
well as its perception by the public as a news
source in relation to established and more
traditional news sources. Meyer et al., (2010)
suggests that the strongest predictor of article and
organizational credibility online is the author’s
perceived expertise, but in today’s digital age,
that expertise is largely determined by the level of
orientation between the sender and receiver.

Kohring (2007) mentioned that trust in news
media can be considered a hierarchical factor (of
second order) that consists of four lower order
factors, including trust in the selectivity of topics,
trust in the selectivity of facts, trust in the
accuracy of depictions, and trust in journalistic
assessment. This model is the first validated scale
of trust in news media in communication
research. Eisend (2006) result shows that an
expressive or exciting presentation leads to the
expectation of other positive or negative
attributes of a source and intensifies the
perception of truth inclination and potential.

Zhou et al., (2014) in his study stated that there is
no surprise in terms of age and its effect on
credibility. Older people tend to trust traditional
media such as TV and newspaper more. Younger
and more educated people tend to have a higher
degree of trust on newer media such as websites
and mobile devices.

Survey of the newspaper during October 2017 has
shown that the top selling newspapers in India—



The New Indian Express, Deccan Chronicle, and
The Times of India shows significant difference in
their message credibility, source credibility and
media credibility frame. The 102 same news
articles from three different newspapers were
analyzed with survey questionnaire. To analyze
the newspapers credibility T-test, Chi-square,
One-way Anova and Correlation tests were
conducted. With the result we can conclude that
the newspapers are significantly different in their
message credibility, source credibility and media
credibility.

The T-test result indicated that there is no
statistically  significant association between
gender and the credibility frame. The credibility
frame does not depend on the region on the
newspaper. The newspapers have significant
effect on the source credibility. Deccan chronicle
newspaper has the highest message credibility
and source credibility. The Times of India has the
highest media credibility among the news
readers.

Likewise, The One-way Anova test indicate that
there is a significant relationship between the age
and the credibility frame. The readers young and
below has highest effect of message credibility
and source credibility and media credibility. The
educational qualification of the respondent has
effect on the credibility frame. The reader UG and
below has effect on the message credibility. The
readers PG and above has effect on source
credibility. The UG and below category readers
has the highest effect on Media credibility. The
occupation has a significant effect on the
credibility frame. Only employed has the highest
effect on message credibility. The unemployed
respondents have the highest effect on source
credibility.

A Bivariate correlation test was run to determine
the relationship between the message credibility,
source credibility and media credibility. There is
strong positive correlation between the message
credibility and source credibility. Similarly, there
is strong positive correlation between the message
credibility and media credibility. There is strong
positive correlation between the source credibility
and message credibility. But, there is no positive
correlation between the source credibility and
media credibility. There is strong positive
correlation between the media credibility and
message credibility. But, there is no positive
correlation between the media credibility and
source credibility.

CONCLUSION

As the study result shows, Gender and Area
factor does not share relationships with the
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message credibility, source credibility and media
credibility of the newspapers. Deccan Chronicle
had high value in message credibility frame. The
readers consider this newspaper gives credible
messages in their news stories. Deccan Chronicle
and The Times of India newspaper scored high in
source credibility frame. The readers considered
this newspaper used more credible sources for
their news stories. The Times of India scored high
in media credibility. The readers considered this
newspaper as a credible media as well. The study
found that The New Indian Express had relatively
low message credibility, media credibility and
source credibility.

REFERENCES

Mitra, T., Wright, G. P., & Gilbert, E. (2017,
February). A parsimonious language model of
social media credibility across disparate
events. In Proceedings of the 2017 ACM
Conference on Computer Supported Cooperative
Work and Social Computing (pp. 126-145). ACM.

Weeks, B. E., Lane, D. S., Kim, D. H., Lee, S. S,
&Kwak, N. (2017). Incidental Exposure,
Selective Exposure, and Political Information
Sharing: Integrating Online Exposure Patterns
and Expression on Social Media. Journal of
Computer-Mediated Communication, 22(6), 363-
379

Kumpel, A. S., Karnowski, V., &Keyling, T.
(2015). News sharing in social media: A review
of current research on news sharing users,
content, and networks. Social Media+
Society,1(2), 2056305115610141.

Roberts, C. (2010). Correlations among variables
in message and messenger credibility
scales.American behavioral scientist, 54(1), 43-56.

Eisend, M. (2006). Source credibility dimensions
in marketing communication-A generalized
solution. Journal of Empirical Generalisations in
Marketing Science, 10(2).

Ernst, N., Kihne, R., & Wirth, W. (2017). Effects of

Message Repetition and Negativity on
Credibility Judgments and Political
Attitudes.International Journal of

Communication, 11, 21.

Zhang, H., Zhou, S., &Shen, B. (2014). Public trust:
a comprehensive investigation on perceived
media credibility in China. Asian Journal of
Communication, 24(2), 158-172.

Pollack, 1., & Decker, L. R. (1958). Confidence
ratings, message reception, and the receiver
operating characteristic.The journal of the
acoustical society of America, 30(4), 286-292.



Yamamoto, M., & Nah, S. (2017). A Multilevel
Examination of Local Newspaper
Credibility.Journalism& Mass Communication
Quarterly, 1077699017721486.

Tormala, Z. L., Brifiol, P., & Petty, R. E. (2007).
Multiple roles for source credibility under
high elaboration: It's all in the timing. Social
Cognition, 25(4), 536-552.

Slater, M. D., &Rouner, D. (1996). How message
evaluation and source attributes may influence
credibility assessment and belief change.
Journalism & Mass Communication Quarterly,
73(4), 974-991.

Ampofo, L., Anstead, N., &0O'Loughlin, B. (2011).
Trust, confidence, and credibility: Citizen
responses on twitter to opinion polls during
the 2010 UK general -election.Information,
Communication & Society, 14(6), 850-871.

Trumbo, C. W., &McComas, K. A. (2003). The
function of credibility in information
processing for risk perception.Risk Analysis,
23(2), 343-353.

Wathen, C. N., &Burkell, J. (2002). Believe it or
not: Factors influencing credibility on the Web.
Journal of the Association for Information Science
and Technology, 53(2), 134-144.

Kiousis, S. (2001). Public  trust or
mistrust?Perceptions of media credibility in
the information age.Mass Communication &
Society, 4(4), 381-403.

Kang, H., &Sundar, S. S. (2016). When self is the
source: effects of media customization on
message processing. Media Psychology, 19(4),
561-588.

Appelman, A., &Sundar, S. S. (2016). Measuring
message  credibility:  Construction  and
validation of an exclusive scale.Journalism&
Mass Communication Quarterly,93(1), 59-79.

Metzger, M. J,, Flanagin, A. J., Eyal, K., Lemus, D.
R., & McCann, R. M. (2003). Credibility for the
21st century: Integrating perspectives on
source, message, and media credibility in the
contemporary media environment. Annals of
the International Communication Association,
27(1), 293-335.

Heesacker, M., Petty, R. E., &Cacioppo, J. T.
(1983). Field dependence and attitude change:
Source credibility can alter persuasion by
affecting message-relevant thinking. Journal of
Personality, 51(4), 653-666.

Gunther, A. C. (1998). The persuasive press
inference: Effects of mass media on perceived
public opinion. Communication Research,25(5),

48

486-504.
Westley, B. H., &Severin, W. J. (1964). Some

correlates of media credibility. Journalism
Quarterly, 41(3), 325-335.
Kiousis, S. (2001). Public  trust or

mistrust?Perceptions of media credibility in
the information age.Mass Communication &
Society, 4(4), 381-403.

Applbaum, R. F., &Anatol, K. W. (1972). The
factor structure of source credibility as a
function of the speaking situation.

Wanta, W., & Hu, Y. W. (1994). The effects of
credibility, reliance, and exposure on media
agenda-setting: A path analysis
model.JournalismQuarterly, 71(1), 90-98.

Banning, S. A. &Sweetser, K. D. (2007). How
much do they think it affects them and whom
do they believe?: Comparing the third-person
effect and credibility of blogs and traditional
media. Communication Quarterly, 55(4), 451-
466.

Yamamoto, M., & Nah, S. (2017). A Multilevel
Examination of Local Newspaper
Credibility.Journalism& Mass Communication
Quarterly, 1077699017721486.

Rimmer, T., & Weaver, D. (1987). Different
guestions, different answers? Media use and
media credibility.Journalism Quarterly, 64(1),
28-44,

Jo, S. (2005). The effect of online media credibility
on trust relationships.Journal of Website
Promotion, 1(2), 57-78.

Fico, F., Richardson, J. D., & Edwards, S. M.
(2004). Influence of story structure on
perceived story bias and news organization
credibility. Mass Communication & Society,7(3),
301-318.

Maier, S. R. (2005). Accuracy matters: A cross-
market assessment of newspaper error and
credibility. Journalism & Mass Communication
Quarterly, 82(3), 533-551.

Newhagen, J., &Nass, C. (1989). Differential
criteria  for evaluating credibility of
newspapers and TV news.Journalism Quarterly,
66(2), 277-284.

Rimmer, T., & Weaver, D. (1987). Different
guestions, different answers? Media use and
media credibility.Journalism Quarterly, 64(1),
28-44,

Kohring, Matthias, and JorgMatthes. "Trust in
news media: Development and validation of a
multidimensional ~ scale.”  Communication



research 34, no. 2 (2007): 231-252.

Gaziano, Cecilie, and Kristin  McGrath.
"Newspaper credibility and relationships of
newspaper journalists to

communities."Journalism Quarterly 64, no. 2-3
(1987): 317-345.

Dickson, T., & Topping, E. (2001). Public trust,
media responsibility and public journalism:
US newspaper editors and educators' attitudes
about media credibility. Asia Pacific Media
Educator, 1(11), 72-87.

Golan, G. J. (2010). New perspectives on media
credibility research.

Rahman, B. H. (2014). Conditional influence of
media: Media credibility and opinion
formation. Journal of Political Studies, 21(1), 299.

Savolainen, R. (2007). Media credibility and

cognitive authority.The case of seeking
orienting information.

Rouner, D. (2008). Credibility of content.The
International Encyclopaedia of Communication.

Franklin, B., & Carlson, M. (Eds.). (2010).
Journalists, sources, and credibility: New
perspectives. Routledge.

Weibel, D., Wissmath, B., &Groner, R. (2008).
How gender and age affect newscasters'
credibility—an investigation in
Switzerland.Journal of Broadcasting & Electronic
Media, 52(3), 466-484.

Tsfati, Y. (2008). Journalists, credibility of.The
international encyclopedia of communication.

Greer, J. D. (2003). Evaluating the credibility of
online information: A test of source and
advertising influence.Mass Communication and

*kk

49

Society, 6(1), 11-28.

Bing, L. I. (2009). Young Marx's Outlook of
Newspaper's Credibility.Journal of Guangxi
Youth Leaders College, 1, 025.

Stockwell, E. (2006). Relationship between
newspaper credibility and reader attitude
toward Korea and Koreans.

Sharma, S. S., &Ravikumar, S. PERCEPTION
AND ATTITUDES OF READERS TOWARDS
NEWSPAPER’S CREDIBILITY: CASE STUDY

OF BUSINESS STANDARD AND
ECONOMIC TIMES.
Stockwell, E. (2008). Source Credibility and

Attitude Change in Readers of Foreign
News.Global Media Journal-Australian Edition,
2(2).

Abdulla, R. A., Garrison, B., Salwen, M., Driscoll,
P., & Casey, D. (2002, August).The credibility
of newspapers, television news, and online
news.ln  Education in Journalism Annual
Convention, Florida USA.

Meyer, H. K., Marchionni, D., & Thorson, E.
(2010). The journalist behind the news:
credibility of straight, collaborative,
opinionated, and blogged “news”. American
Behavioral Scientist, 54(2), 100-119.

Eisend, M. (2006). Source credibility dimensions
in marketing communication-A generalized
solution. Journal of Empirical Generalisations in
Marketing Science, 10(2).

Zhou, S., Zhang, H., &Shen, B. (2014).
Comparison & Magnitude Credibility: Whom
to Trust When Reports are Conflicting?.Open
Communication Journal, 8, 1-8.



