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Abstract 

In the social web scenario, where large amounts of user-generated content are disseminated 
through social media, the risk of encountering disinformation is not negligible. Therefore, 
assessing and undermining the credibility of both the information sources and the information 
itself is a fundamental problem today. Credibility, also known as credibility, is a quality 
perceived by individuals, who are not always able to distinguish genuine information from false 
information with their cognitive abilities. For this reason, several approaches have been 
proposed in recent years to automatically assess credibility in social media. Most of them are 
based on data-driven models, i.e. they use machine learning techniques to identify 
misinformation, but recently model-based approaches as well as based on graphics that focus on 
spreading credibility. Since multiple social apps have been developed for different purposes and 
in different contexts, various solutions have been considered to solve the problem of assessing 
credibility on social media.Three of the main tasks encountered by this issue and considered in 
this article relate to: (1) detection of opinion spam on review sites, (2) detection of fake news and 
microblogging spam, and (3) online health credibility assessment. information. Despite the large 
number of interesting solutions proposed in the literature to meet the above three tasks, some 
problems remain unresolved; they mainly concern both the absence of predefined repositories 
and reference datasets, and the difficulty of collecting and extracting a large amount of data, 
which has not yet received the attention it deserves. 
 Introduction 
The agility of science and technology in communication has brought a new dimension to the 
dissemination of information, which may have influenced human perceptions, especially in the 
dissemination of news related to this pandemic. This research aims to determine the sources of 
information of students about the COVID-19 disease and to investigate their intention to share 
information related to COVID-19. A sample study was designed using an online questionnaire 
among 147 higher education students. The online questionnaire; It measures three elements of 
student intention, namely initiative, desire and resourcefulness. The results; Sources of 
information on the COVID-19 pandemic are primarily government authorities and local health 
workers. The most preferred media of information regarding the COVID-19 pandemic is social 
media, and the most reliable medium is broadcast. Additionally, the result suggests that students 
take the initiative to verify information and demonstrate a desire to share reliable and correct 
information with family and friends through social media. As such, in an effort or attempt to 
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disseminate credible information on any matter of importance to the general public, the 
government can rely on students as agents to pass the information on to third parties, including 
their families. and their friends. 
Particular attention has been paid to determining the credibility of online misinformation about 
the COVID-19 pandemic on social media. Here, we compare the credibility of tweets about 
COVID-19 with data sets related to other health problems. 
We found that the amount of information about COVID-19 is truly overwhelming, but most of 
the links shared cannot be evaluated for their credibility. The reasons for this rating failure 
include the widespread use of social media and news aggregators. The most of the links that 
could be evaluated came from reliable sources; However, we have seen a sharp increase in the 
share of state-sponsored propaganda between non-credible and less credible URLs, suggesting 
that COVID-19 can be used as a vehicle to spread misinformation and disinformation to 
individuals for political purposes. Overall, the results indicate that COVID-19 is occurring in a 
highly uncertain information environment that may not lend itself to data verification as a 
scientific understanding of the disease, and is appropriate. 
public health measures are evolving. Therefore, public service announcements must adequately 
communicate the uncertainty underlying these recommendations, while promoting healthy 
behaviors. 
Social media 
Social media refers to websites and applications designed to allow people to share content 
quickly, efficiently, and in real time. While many people access social media through 
smartphone apps, this communication tool started with computers, and social media can refer to 
any internet communication tool that allows users to share content and interact with the public. 
The ability to share photos, reviews and events in real time has transformed the way we live and 
do business. These are the basics for understanding social media and how it can be used to help 
promote your business.  
Social media is any digital tool that allows users to quickly create and share content with the 
public. Social media covers a wide variety of websites and applications. Some, like Twitter, 
specialize in sharing links and short written messages. Others, like Instagram and TikTok, are 
designed to optimize photo and video sharing. 
What makes social media unique is that it is vast and relatively uncensored. While many social 
media companies impose certain limitations, such as removing images depicting violence or 
nudity, there are far fewer limitations on what a person can share than with other media. mass 
such as newspapers, radio stations and television channels. 
Anyone with access to the Internet can create an account on social networks. They can use this 
account to share whatever content they want, and the content they share reaches anyone who 
visits their page or profile. 
Social Media: Then and Now 
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The roots of social media run much deeper than you might imagine. While this appears to be a 
new trend, sites like Facebook are the natural result of centuries of social media development. 
Social media before 1990 
The earliest methods of long-distance communication used hand-delivered written 
correspondence from one person to another. In other words, letters. The oldest form of postal 
service dates back to 550 BC, and this primitive delivery system will become more widespread 
and simplified in the centuries to come. In 1792, the telegraph was invented. This allowed 
messages to be transmitted over long distances much faster than a horse and rider could carry 
them. Although telegraphic messages are short, they are a revolutionary way to convey news and 
information. 
Although no longer popular outside of automated banking services, pneumatic mail, developed 
in 1865, created another way to quickly deliver letters between recipients. A pneumatic pole uses 
pressurized air tubes underground to transport the capsules from one area to another.Two 
important discoveries took place in the last decade of the 19th century: the telephone in 1890 and 
the radio in 1891. 
Both technologies are still in use today, although modern versions are much more sophisticated 
than their predecessors. Telephone lines and radio signals allowed people to communicate 
instantly over great distances, something mankind had never experienced before. 
Social media in 20th century 
 Technology began to change very quickly in the 20th century. After the creation of the first 
supercomputers in the 1940s, scientists and engineers began to develop ways to create networks 
between these computers, which would later lead to the birth of the Internet. 
The first forms of the Internet, such as CompuServe, were developed in the 1960s. Primitive 
forms of electronic mail were also developed during this period. By the 1970s networking 
technology had improved and UseNet in 1979 allowed users to communicate through a virtual 
newsletter. In the 1980s, personal computers were becoming more and more common and social 
media more and more sophisticated. Internet Relay Chats, or IRC, was first used in 1988 and 
continued to be popular until the 1990s. 
The first recognizable social networking site, Six Degrees, was established in 1997. It allowed 
users to upload a profile and make friends with other users. In 1999, the first blogging sites 
became popular, creating a social media sensation that is still popular today. 
Social media today 
After the invention of blogging, social media began to explode in popularity. Sites like MySpace 
and LinkedIn rose to prominence in the early 2000s, and sites like Photobucket and Flickr made 
it easier to share photos online. YouTube came out in 2005 and created a whole new way for 
people to communicate and share with each other over long distances. In 2006, Facebook and 
Twitter became accessible to users around the world. These sites are still among the most 
popular social networks on the Internet. Other sites like Tumblr, Spotify, Foursquare, and 
Pinterest have started popping up to fill specific social media niches. 
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Today, there is a wide variety of social networking sites, and many of them can be linked to 
enable cross-posting. This creates an environment in which users can reach the maximum 
number of people without sacrificing the privacy of person-to-person communication. We can 
only speculate on what the future of social media will look like in the next decade or even 100 
years, but it seems clear that it will exist in one form or another as long as humans are alive. 
News credibility 
The credibility of information sources is important to the public members. This is because it 
plays an important role in how the public interprets and understands information. The study of 
media credibility is often approached from two dimensions. These are average credibility and 
source credibility. The credibility of the source dimension studies the experience and reliability 
of the person sending the message or communication. Average Credibility Stream, on the other 
hand, assesses the credibility of the media channels the communicator uses to send a message. 
(Graziano and McGrath, 1986; Metzger, 2003). Burgoon, Burgoon and Wilkinson (1981) point 
out that credibility is based on credibility, trust and perceived reliability. Slater and Rouner 
(1996) argue that the public's perception of the credibility of the source can be influenced by the 
aesthetic and internal characteristics of the messages. Similarly, Chartprasert (1993) argues that a 
news source's writing style, whether simplistic or complicated, also influences credibility and 
perception. However, a major problem in the search for credibility is the question of 
distinguishing between the source, the message and the credibility of the channel. 
Credibility includes the objective and subjective components of the credibility of a source or 
message. Credibility goes back to Aristotle's theory of rhetoric. Aristotle defines rhetoric as the 
ability to see what can be compelling in each situation. He divided the means of persuasion into 
three categories, namely Ethos (the credibility of the source), Pathos (the emotional or 
motivational appeals) and Logos (the logic used to support a claim), which he believed to have 
the capacity to '' influence the recipient of a message. According to Aristotle, the term "Ethos" 
refers to the character of the speaker. The intention of the speaker is to appear credible. In fact, 
the speaker's mind is a rhetorical strategy employed by a speaker whose goal is to "instill 
confidence in his audience". 
Credibility has two key components: reliability and experience, which have both objective and 
subjective components. Reliability is more based on subjective factors, but may include objective 
measures such as established reliability. The experience can be subjectively perceived in a 
similar way, but it also includes relatively objective characteristics of the source or message (for 
example, references, certification or quality of information). Secondary components of 
credibility include source dynamism (charisma) and physical attractiveness. 
Online credibility has become an issue since the mid-1990s. Indeed, the web has increasingly 
become an information resource. The Credibility and Digital Media @ UCSB project highlights 
recent and ongoing work in this area, including recent consideration of digital media, youth and 
credibility. In addition, the Persuasive Technology Laboratory at Stanford University has studied 
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web credibility and proposed the main components of online credibility as well as a general 
theory called Prominence Interpretation Theory. 
According to the Code of Ethics of the Society of Professional Journalists, professional integrity 
is the cornerstone of a journalist's credibility. The number one obligation of a journalist is to be 
honest. According to Gallup polls, Americans' trust in the media has declined steadily every year 
since 2007. In 2013, a survey by the Pew Research Center for the People & the Press found that 
the credibility ratings of major news agencies were at or near their all-time low. 
“As the public loses faith in traditional media, many see great promise in the Internet as a 
response to this journalism crisis." Widespread use of the Internet has helped motivate journalists 
to be more credible. The reason is that competition for media coverage has increased when 
consumers have had the option and choice of the media they consume through online sources. 
The internet has made it possible for anyone to report news. To increase credibility and therefore 
increase the readership of your articles, journalists must be objective, precise, trustworthy. Three 
aspects of credibility: clarity (how easy the article is to understand), accuracy (good 
documentation of the information) and reliability (the credibility of the information). 
Why is it important to develop a good measure of blogging credibility for the practice and study 
of public relations or communication management? Communication professionals have faced 
various challenges in this new era of digital / social media in finding ways to effectively engage 
stakeholders which can lead to organizational support. As individual stakeholders expect in order 
to have substantial interactions with other stakeholders, as well as with organizations, 
organizations are also increasingly invited to offer two-way communication places allowing 
everyone to participate. Therefore, the increased interactions between stakeholders and 
organizations can provide a solid foundation for building relational trust, which can be a crucial 
antecedent that leads to greater public engagement. However, the missing link remains is about 
how these organizations can bring individuals to various social media that organizations use for 
relationship management. In other words, what are the main attributes of effective social media 
that initiate interaction / relational loops with individual stakeholders? Previous studies suggest 
that credibility is key. Instead of being a passive recipient of messages, individual audience 
members are now sufficiently active to select communication channels, especially when they are 
concerned about a problem (Rubin, 2002). When individuals consider one medium to be more 
credible than other media, they are also more likely to rely on that medium for research and 
information sharing than on other media (Johnson and Kaye, 1998 ; Kiousis, 2001). 
Hence, credibility can be suggested as one of the key factors that drive traffic from individuals to 
organizations social media. Social media credibility management can also be considered the 
priority to improve the efficiency of the entire communication management process. Moreover, 
without a valid and reliable measure of social media credibility, successful management of social 
media credibility is hardly achievable. Among the various social media, this study limited its 
scope to blogs. As stated earlier, blogs are one of the most common social media used by 
businesses; blogs are the engine of "PR 2.0" as a clear departure from previous practice in a 
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much more interactive and spontaneous communication with the public (Scoble & Israel, 2006; 
Weil, 2006; Yang & Lim, 2009). 
The results of this study strongly support the proposed 14-item blog credibility measure. The 
reliability of this measurement has been greatly improved compared to previous research. The 
data supports the two theoretical dimensions of blog credibility: blogger credibility (source) and 
blog post / content credibility. In addition, the proposed measurement model was successfully 
validated by confirmatory factor analysis in terms of strong fits between the data and the model. 
According to the main results of this study, the authority (being "influential") and the reliability 
of the blogger are highlighted in the blogger credibility factor, 
and that accuracy and focus (as a 'niche' of personal interests and experience) are key indicators 
of the credibility of blog content. The results are consistent with the previous literature on 
credibility of the blog (Banks, 2008; Scoble & Israel, 2006; Weil, 2006). In terms of 
relationships between blogging credibility indicators, the researcher also found that authority and 
trustworthiness are very close, suggesting that these two attributes are strongly associated with 
each other. Among the indicators of the other factor (i.e. the credibility of blog content), the 
results of this study indicate that three attributes ("authentic", "insightful" and "informative") are 
immediate indicators , while "targeted", "consistent" and "fair" are strongly associated. 
Following this current study, the proposed measure of blogging credibility can be applied to 
study the attitudinal and behavioral effects of blogging credibility. For example, after assessing 
the credibility of the blog using a content analysis or a survey with the proposed metric, future 
research may examine how blog credibility highlights measurable effects such as blog traffic, 
degrees of interactions or positive attitudes and supportive behaviors of blog readers. Previous 
research has suggested that increased credibility of a medium is strongly associated with an 
increased reliance on the medium for information and other behavioral outcomes. Future 
research may conduct empirical tests on the link between blog credibility and attitudinal / 
behavioral results favorable to brands or company reputation. 
Future research may also investigate the role of blogging design or the aesthetic aspects of 
blogging in terms of an added dimension of blogging credibility. Several survey respondents 
indicated in their open responses that the aesthetic aspects of blogging or professional blogging 
design often become a useful clue in deciding their first impressions of blogging and the basis of 
their credibility judgments. This response was also indicated by the conclusions of the focus 
groups. Therefore, future researchers can develop and test this extra dimension of blogging 
credibility as a blog design. 
Conclusion 
The purpose of this research was to develop and test a measure of blog credibility in several 
dimensions with the perspectives of blog users reflected. Several previous blogging credibility 
studies have been conducted to compare blogging credibility with other traditional news media 
(Banning & Sweetser, 2007; Johnson & Kaye, 1998, 2009; Thorson, et al., 2010). For 
benchmarking purposes, previous research has used general measures of average credibility to 
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test traditional news media, such as Meyer's (1988) media credibility measure. Other researchers 
(Yang, et al., 2010; Yang & Lim, 2009), have also used existing measures of the credibility of 
communication sources, as in relational communication (Burgoon & Hale, 1984). Previous 
research cited had limited reliability of the measure or failed to find a significant effect of blog 
credibility despite clear theoretical reasons. Therefore, researchers (eg Yang et al, 2010) called 
for a more grounded approach, emerging from the perspective of blogging users, to developing 
and testing a measure of blogging credibility. This current study aimed to fill a void in previous 
research on blogging credibility.  
The conclusions of this study have several limitations. As the scope of this study has been 
limited to corporate communications and the general usefulness and credibility of the 
information that individuals find in blogs, the nature of the information has been limited to 
content about companies and their businesses. activities. As is often the case, the purpose and 
credibility of the information tend to co-influence as the usefulness of the information tends to 
affect the degree of effort individuals make to discern the quality of the information. information. 
This indicates that depending on the purpose of the information, as stated earlier, the credibility 
judgments of individuals also tend to change. Individual perceptions of credible news when 
reading gambling blogs differ from those when reading political blogs. 
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