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Presentation aims

. Quickly show evidence that online
Interventions can work

Provoke you to rethink computer-based
communication and interaction

Discuss problems for online social
marketers

Discuss work on website credibility, active
trust and behavioural intent
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Meta-analysis show online
Interventions can work

« PORTNOY, D., SCOTT-SHELDON, L., JOHNSON, B. & CAREY, M.

2008) Computer-delivered interventions for
health promotion and behavioral risk
reduction: A meta-analysis of 75 randomized
controlled trials, 1988—2007. preventive Medicine.

« WANTLAND, D., PORTILLO, C., HOLZEMER, W. L., SLAUGHTER,

R. & MCGHEE, E. (2004) The effectiveness of web-
based vs. non-web-based interventions: a
meta-analysis of behavioural change
outcomes. Journal of Medical Internet Research, 6.




Risks and competition

In 2007, U.S. citizens lost $239 million to online crime
(Internet Crime Complaint Center, 2007).

90% of people could not differentiate between legitimate
and criminal websites (Dhamija et al., 2006).

In 2006, roughly 80% of Americans searched for online
health information and 55% acted on their findings. Only
75% verified sources sometimes, hardly ever, or never
(Fox, 2006).

In 2005, the tobacco industry advertised online without
restriction, developing interactive games and contests
aimed at engaging youth (Lin and Hullman, 2005).




Source credibility and behaviour

e Build campaigns around credible actors
who hold the public’s trust (McKenzie-
Mohr and Smith, 1999).

e The credibility of those operating
Interventions impacts on the degree to
which target audiences are likely to adopt
behaviours (Kotler and Roberto, 1989).




What's credibility?

Believability




What's credibility made of?

10hanian (1990) 2Fogg and Tseng (1999)

Human endorsers Computers
1. Trustworthiness 1. Trustworthiness

2. Expertise 2. Expertise
3. Attractiveness




Credibility dimensions

In advertising (1920-1950)
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EVERY DOCTOR IN PRIVATE PRACTICE H'.-L"-T_ ASKED!

According to this recent Natjonwide survey:
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Trust and behaviour

A core component of the social capital which
bind societies together (Putnam, 2000).

The primary intermediary between customers’
perceptions and their willingness to conduct
online purchases (Jarvenpaa et al., 2000).

A psychological intermediary between a
website’s physical characteristics and users’
behavioural intentions (Bart et al., 2005).

A covariate with website user loyalty (Flavian et
al., 2004).




What's trust?

Deutsch’s (1962) trust model

Harmful outcome (Price)

Truster

Beneficial outcome (Product)

Active trust
— Passive trust: an evaluation of trustworthiness

— Active trust: a physical act or intention that implies
dependency and risks




Research project
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SEM analysis

Two-dimensional

134 ns
R2=.549

Behavioural
Intent

Website Credibility

CHI=54.19, df=20, p=.000

Three-dimensional
.019 ns

Behavioural
Intent

Visual
Appeal

Website Credibility  {CHI=28.305, df=18, p=.058
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Theoretical consideration

1. Website credibility: the three-dimensional
human model

. Concelving website interactions In
human terms (as people, not tools)

. Risk-based-costs increase barriers, while
Increased credibility and trust may
reduce these barriers. Factor into 4Ps
and BCOS




Practitioner considerations

1. Humanize online campaigns

2. ldentify what target audiences consider
trustworthy, expert, and attractive

3. Use design to convey expertise and
trustworthiness

4. Consult existing literature on credibility design

5. Remember: credibility alone is not a substitute
for sound appeals

6. Try to outperform competitors by being more
credible to target audiences
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SMOKING IS A FREQUENT CAUSE OF
WASTED POTENTIAL AND FATAL REGRET,
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Thank you

The full paper is under review.
However, a draft is available.

http://cybermetrics.wlv.ac.uk
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