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This study employs an online survey to examine U.S. politically-interested Internet

users’ perceptions of the credibility of blogs. The article focuses on the influence of blog

reliance compared to motivations for visiting blogs in determining blog credibility. The

study found that blogs were judged as moderately credible, but as more credible than

any mainstream media or online source. Both reliance and motivations predicted blog

credibility after controlling for demographics and political variables. Reliance proved

a consistently stronger predictor than blog motivations. Also, information-seeking

motives predicted credibility better than entertainment ones.
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Introduction

Political pundits have long pondered the importance of television images in presi-
dential elections. But in the 2004 presidential campaign, a new blogger movement

arose to challenge the supremacy of television (Bahnisch, 2006; Bichard, 2006; Kerbel
& Bloom, 2005; Trammell, 2006). For example, blogs are credited for jump starting
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Howard Dean’s 2004 presidential campaign (Stromer-Galley & Baker, 2006) and
blamed for fueling speculation that John Kerry had won the race based on premature

exit poll results (Carlson, 2007).
Bloggers and traditional journalists argue about how much faith to place in

messages posted on blogs (Cristol, 2002; Kurtz, 2002). Although blog users are well
aware that bloggers are opinionated and attack prominent figures they do not agree
with, they still place faith and trust in blog information (Banning & Trammell, 2006;

Johnson & Kaye, 2004). It is precisely the perceptions of credibility that give blogs the
power to unite followers and bring about social change.

Blog credibility warrants study for several reasons. First, blogs are increasingly
becoming an intrinsic part of the Internet. In 1999, the 50 or so existing blogs were

largely known only to a few users, but by spring 2006, about 39% (57 million) of all
U.S. Internet users accessed blogs (Lenhart & Fox, 2006). Second, scholars suggest

that the influence of blogs exceeds their readership. Leading journalists and political
officials monitor influential blogs both for information and for story tips (Cassidy,
2007; Singer, 2006). Finally, credibility becomes an important factor when seeking to

understand how blogs have so quickly come to challenge online media sites as
a leading source of news, especially because people are less likely to pay attention

to a medium they do not perceive as credible (Johnson & Kaye, 2000, 2004).
Scholars suggest that credibility is not a characteristic of a source, medium, or

message, but is dependent on the perceptions of the receiver (Berlo, Lemert, & Mertz,
1969; Schweiger, 2000). Indeed, studies suggest that credibility of online sources may

be linked to the type of sources visited (Flanagin & Metzger, 2000) and to user
motivations for accessing such sources (Johnson & Kaye, 2002). However, despite

the important role in audience perceptions of credibility, only a few studies have
specifically linked credibility with uses and gratifications theory (e.g., Greer, 2003;
Johnson & Kaye, 2002; Kim, 2006).

The current study employs an online survey conducted during the 2004 presi-
dential election to determine how believable, fair, accurate, and in depth politically-

interested Internet users judge blogs to be. The study also examines whether blog
users judge blogs as more credible than do nonusers, and it compares the degree to

which blog reliance and blog motivations predict the credibility of blogs, after con-
trolling for demographic and political factors.

Review of Literature

Blog Credibility

Previous researchers have found conflicting results regarding how much the public

trusts blogs. Studies have revealed that the degree of reliance on blogs emerges as the
key determinant of how much faith is put into them.

When Johnson and Kaye (2004) surveyed blog users during the first month of the
Iraq invasion, they found that almost three-quarters of respondents deemed blogs to
be moderately to very credible, and only 3.5% rated them as not at all or not very
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credible. Blog reliance emerged as the only significant predictor of blog credibility.
While fewer than four in 10 (38.8%) judged blogs as fair, respondents (59.6%)

judged them higher for believability, suggesting that fairness was not the major
criterion users relied on when assessing credibility. Rather, they deemed blogs cred-

ible because they provided the depth, analysis, and points of view missing from
traditional sources.

Johnson and Kaye (2007) discovered that politically-interested Internet users

relied more on blogs than on any other news source for news and information
and that blogs were judged as more credible than online newspaper sites, online

cable television sites, and online broadcast news sites. Similarly, Kim (2006) found
that politically-interested Internet users judged blogs as more credible than either

portal or mainstream news sites. Blogs scored highest for depth and lowest on
fairness, but scores for all credibility measures (accuracy, depth, believability, and

fairness) were higher for blogs than for mainstream or portal sites.
In contrast, studies that have examined general Internet users, rather than either

blog users or politically-interested users who rely heavily on blogs, have found that

blogs rate low on credibility measures. However, scores were higher for those who
had visited blogs than those who had not (Banning & Trammell, 2006; Consumer

Reports Web Watch, 2005; Hostway, 2005). Additionally, The Consumer Reports
Web Watch (2005) found that only 12% of general Internet users believe that

information on blogs is accurate, although one reason for the low score is that
31% failed to rate blogs’ accuracy. Among those who had ever visited a blog, 23%

said that they trust what they read on blogs at least half of the time.
Therefore, based on previous studies of blog credibility, this study predicts:

H1: Politically-interested Web users will judge blogs to be credible sources of news and

information.

H2: Politically-interested Web users will judge blogs to be a) high in credibility for depth of

information and b) low in credibility for fairness of information.

This study also examines the following research question:

RQ1: How will politically-interested Internet users judge the credibility of blogs in comparison

to traditional and online versions of newspapers, broadcast television news, and cable

television news?

Blog Reliance and Credibility

Scholars have debated whether reliance on the Internet in general and on the Web in

particular predicts credibility of online information (Greer, 2003; Johnson & Kaye,
2002; Kiousis, 2001). For instance, while Greer (2003) found that Internet reliance

proved to be the only predictor of news story credibility, Johnson and Kaye (2002)
discovered that Web reliance negatively predicted credibility of online newspaper

sources and was unrelated to other sources.
Although findings on the connections between general Internet or Web reliance

and credibility are inconsistent, reliance on blogs has emerged as the strongest
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predictor of blog credibility (Banning & Trammell, 2006; Johnson & Kaye, 2004; Kim,
2006). Users may deem blogs to be credible because they are viewed as being inde-

pendent from corporate-controlled media (Andrews, 2003; Regan, 2003; Singer, 2006)
and, thus, are free to discuss issues more openly and from different perspectives

(Bruns, 2006; Cristol, 2002; Wall, 2006). While studies of traditional media suggest
that opinionated writing lowers the credibility of the medium (Metzger, Flanagin, Eyal,
Lemus, & McCann, 2003), blog users claim that opinionated, thoughtful analysis of the

news is precisely what is missing from mainstream media and adds to blog credibility
(Bruns, 2006; Lasica, 2002). Experienced, savvy blog users may be more attracted to the

personal, opinionated writing style found on blogs than newer users. Further, findings
indicate that individuals use various cues, such as reputation and style of delivery, to

judge the credibility of a medium (Flanagin & Metzger, 2000; Tewksbury & Althaus,
2000). Inexperienced users may not be as familiar with the overall style and purpose of

blogs and thus may view them as less credible.
Based on previous studies of the relationship between blog reliance and credi-

bility, this study predicts:

H3: People who rely heavily on blogs will judge them to be more credible than those who do

not, or who rarely rely on, blogs for news and political information.

H4: Reliance on blogs will significantly predict blog credibility, after controlling for

demographic and political variables.

Blog Credibility and Political Attitudes

Political variables have been found to be the strongest predictors of blog credibility,

with political involvement, political knowledge, political interest, and political trust
all predicting blog credibility (Johnson & Kaye, 2004).

Studies suggest that political variables, particularly partisanship and political
involvement, may influence credibility judgments because of the hostile media effect.

Hostile media effect studies suggest that partisans may judge news coverage to be
biased against their own point of view and therefore judge the news content as less
credible (Arpan & Raney, 2003; Gunther & Liebhart, 2006; Gunther & Schmitt, 2004),

with effects strongest for those who are strongly involved with the issue under study
(Arpan & Raney, 2003; Schmitt, Gunther & Liebhart, 2004). Indeed, a recent study

found that opponents of the Iraq War perceived that the Internet was less aligned with
the government’s pro-war position than traditional media and therefore perceived the

Internet as more credible than neutrals or supporters (Choi, Watt & Lynch, 2006).

Blog Credibility and Demographics

Studies indicate that as the Internet becomes more mainstream, demographics have

less of an influence on Internet credibility (Johnson & Kaye, 2000, 2002). Political blog
users, however, resemble early Internet users, as they tend to be young, well-educated

males with high incomes (Eveland & Dylko, 2007; Kaye & Johnson, 2004, 2006;
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Lenhart & Fox, 2006). Thus it would be expected that in the case of blog credibility,
demographics would be influential However, demographics have not emerged as

strong predictors of blog credibility. Indeed, both Kaye and Johnson (2004) and
Kim (2006) failed to find any demographics that predicted blog credibility.

Gratifications of Blogs

Several researchers have examined what motivates people to seek out blogs (Kaye,

2005, 2007; Kim, 2006; Kim & Johnson, 2005; Seltzer & Mitrook, 2006). Political
observers and researchers have identified four main reasons why individuals frequent
blogs: community, convenience, to check information found in other media, and

information seeking. First, blogs seem to foster a sense of community among users.
Blog users can locate blogs that share their viewpoints, as well as discuss their views

with the site creator and other users on the site. Second, filter-type blogs are favored
because they conveniently aggregate information from many different sites and

therefore allow people access to several different perspectives on an issue (Blood,
2003; Kaye, 2007; Papacharissi, 2004; Thompson, 2003; Trammell, Tarkowski,

Hofmokl, & Sapp, 2006; Tremayne, Zheng, Lee, & Jeong, 2006). Users may also be
motivated to access such blogs for information-seeking purposes, because some

blogs are willing to take on issues that corporate-owned media might shy away from
and run stories from media outlets throughout the world that were unavailable or
just ignored by traditional media (Cristol, 2002). Finally, because of their volume

and depth of information, blogs are ideal for instrumental users seeking out infor-
mation on a specific topic (Singer, 2006).

Indeed, information seeking, convenience, serving as a check on media, and
social utility have emerged as major motivations for blog reading (Kaye, 2005,

2007; Kaye & Johnson, 2006; Kim, 2006). Additionally, because blogs are function-
ally different from both traditional media and their online counterparts, researchers

have also found motivations unique to blogging (Kaye, 2005; 2007; Seltzer &
Mitrook, 2006). For instance, Kaye (2005; 2007) identified personal fulfillment (a
combination of entertainment and social utility motivations), social surveillance

(e.g., for a variety of viewpoints, to learn about other’s opinions), and expression/
affiliation (to make opinions known, to be in contact with like-minded individuals)

as motivations for visiting political blogs.

Gratifications and Credibility

Credibility is a perception held by the audience, not a characteristic inherent in

a message, a source, or a media channel (Metzger et al., 2003). Credibility judgments,
therefore, are audience centered. Yet few studies have examined how people’s moti-

vations for going online affect their credibility judgments.
People judge various types of online resources differently in terms of credibility

because of different expectations about the quality of information that they would

104 Journal of Computer-Mediated Communication 13 (2008) 100–122 ª 2008 International Communication Association



find there, which would suggest that different motives for going online have different
effects on perceptions of credibility. For instance, information and reference websites

have been judged as more credible than entertainment and commercial ones
(Flanagin & Metzger, 2000). Also, people judge news sites that are associated with

media organizations as more credible than those created by individuals (Cassidy,
2007; Finberg & Stone, 2002).

Further, studies that have examined relationships between motivations and cred-

ibility have found that reasons for going online are predictors of Internet credibility.
Information seeking motivations, in particular, seem to be more strongly linked to

Internet credibility than do entertainment ones (Kaye & Johnson, 2002). This paral-
lels findings from traditional media that suggest that people who consume media for

entertainment, diversion, and relaxation needs (e.g., habitual needs) are less goal-
oriented and are therefore less selective when choosing media content than those

who use media for informational (goal-oriented) needs (Blumler, 1979; McLeod &
McDonald, 1985; Rubin, 1984).

Based on previous studies that link motivations to perceptions of credibility, this

study predicts:

H5: Motivations for using blogs will significantly predict blog credibility, after controlling for

demographic and political variables.

H6: Informational (i.e., instrumental) motivations will be a stronger predictor of blog

credibility than will entertainment motivations (i.e., habitual), after controlling for

demographics and political variables.

Gratifications vs. Reliance

Only a few studies have directly compared online motivations with Internet reli-
ance to determine which is the best predictor of credibility. These studies have

produced different results. Johnson and Kaye (2002) discovered that traditional
media reliance was the strongest predictor of credibility of online media and that
convenience as a motivation was the second strongest predictor. Greer (2003)

found that Web reliance was the strongest factor explaining why an online news
story was judged as credible, while the four motivation measures (information

seeking, passing time, communication, and social) did not impact credibility
judgments. Finally, Kim (2006) discovered that while blog reliance proved the

strongest predictor of credibility judgments, using blogs for convenience/
information seeking and entertainment also significantly impacted credibility

judgments.
Previous studies that compared the influence of motivations and reliance on

perceptions of credibility have differed on how strongly they found that motivations
explained credibility, but all indicated that reliance was a stronger predictor. There-
fore, this study predicts:

H7: Blog reliance will prove a stronger predictor of blog credibility than will motivations, after

controlling for demographic and political variables.
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Method

Politically-interested Internet users’ judgments of credibility of blogs were gathered

from a survey that was posted online from October 19 to November 16, 2004—the
four-week period surrounding the 2004 presidential election day. A brief description

of the survey, along with a general statement of purpose, author biographies, and
survey URL were sent to media-focused and politically-focused websites,1 electronic

mailing lists and bulletin boards,2 and blogs3 that were most likely to attract polit-
ically-interested users across a range of political ideologies. Blog postings usually

included a sentence of support from the blogger encouraging users to fill out the
survey. The study also employed a snowball sample, as individuals were asked to
forward the survey to politically-interested friends. This convenience method of

obtaining respondents yielded 1,399 completed surveys.

Motivations for Using Blogs

The motivations for using blogs during the 2004 presidential election were adapted

from Kaye’s (2005) study of gratifications for using blogs during the Iraq War. Kaye
identified six motivations for accessing blogs: Information Seeking/Media Checking,

Convenience, Personal Fulfillment, Political Surveillance, Social Surveillance, and
Expression/Affiliation. Only Expression/Affiliation did not achieve a Cronbach alpha

reliability score of .70 or higher.
For the current study, additive indices were created for the five significant moti-

vations: Information Seeking/Media Checking—actively searching out information

about current issues, analyzing blog information, and comparing accounts with
those found in traditional media; Convenience—using blogs because it is convenient

and easier to do than turning to traditional media or other online sources, such as
bulletin boards or chat rooms; Personal Fulfillment—fulfilling various emotional needs

and gathering information to use in discussions with others; Political Surveillance—
keeping an eye on the political landscape; and Social Surveillance—learning about

others’ points of view and opinions on various issues and current events. Cronbach
alphas were run on each of the five sets of motivations to check for internal reliabilities,
with scores ranging from .73 for Social Surveillance to .87 for Information Seeking/

Media Checking.4

Reliance on Blogs

Reliance on blogs was measured by a single question that asked respondents whether

they (5) ‘‘heavily rely,’’ (4) ‘‘rely,’’ (3) ‘‘sometimes rely,’’ (2) ‘‘rarely rely,’’ or (1)
‘‘never rely’’ on blogs for political information. Next, respondents were categorized

according to their level of reliance on blogs, to compare credibility differences
between high and low users. Those who ‘‘heavily rely’’ or ‘‘rely’’ on blogs were

grouped as ‘‘heavy reliance’’ respondents. Those who ‘‘rarely rely’’ or ‘‘never rely’’
on blogs for political information were combined as ‘‘light reliance’’ users. Respond-
ents who marked that they ‘‘sometimes’’ rely on blogs were excluded from further
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analysis, in order to provide a clearer distinction between high reliance and low
reliance.

Credibility of Blogs

Using past studies as a guide (Gaziano & McGrath, 1986; Johnson & Kaye, 2000,
2002, 2004; Meyer, 1988; Newhagen & Nass, 1989), credibility was measured as
a multidimensional construct. Believability, fairness, accuracy, and depth of infor-

mation are four measures that have consistently emerged as variables that best gauge
media credibility (Gaziano & McGrath, 1986; Meyer, 1988; Newhagen & Nass, 1989)

and thus were used in this study.
Respondents were asked how believable, fair, accurate, and in depth they judge

blogs, online and traditionally delivered newspapers, traditional and online televi-
sion news programs, and traditional and online cable news shows, using a five-point

scale, with 1 indicating ‘‘not at all’’ and 5 indicating ‘‘very.’’ The four measures were
then combined into a credibility index. Cronbach’s alpha for the measures are as
follows: blogs .87, online broadcast television .81, broadcast television .89, online

cable news .89, cable news .91, online newspapers, .93, and online newspapers .93.

Political Characteristics

Levels of political involvement, political knowledge, political interest, interest in the

2004 presidential election, trust in the government, and self-efficacy were assessed
using various scales. Degree of political involvement was determined by asking

respondents whether their involvement in politics since becoming an Internet user
has (5) ‘‘greatly increased,’’ (4) ‘‘increased,’’ (3) ‘‘stayed the same,’’ (2) ‘‘decreased,’’

or (1) ‘‘greatly decreased.’’ Respondents were asked how knowledgeable they are
about politics in general, how interested they are in politics, and how interested they
are in the 2004 presidential campaign. These variables were measured on a 10-point

scale, with 0 indicating not at all knowledgeable or interested, and 10 signifying
highly knowledgeable or interested. This semantic differential scale was used as

a variation on the Likert scale to obtain interval data for statistical analysis.
Self-efficacy and trust were both measured using a five-point scale: (5) ‘‘strongly

agree,’’ (4) ‘‘agree,’’ (3) ‘‘neutral,’’ (2) ‘‘disagree,’’ or (1) ‘‘strongly disagree’’ with the
self-efficacy and trust items. The self-efficacy and trust items were the same as those

used in the National Election Studies. Self-efficacy was assessed by the following
three statements: ‘‘I consider myself well qualified to participate in politics,’’ ‘‘I think
that I am better informed about politics and government than most people,’’ and ‘‘I

feel that I have a pretty good understanding of the important political issues facing
our country.’’ Trust in the government was measured by ‘‘Most of our leaders are

devoted to the service of our country,’’ ‘‘Politicians never tell us what they really
think,’’ and ‘‘I don’t think public officials care much about what people like me

think.’’ The polarity was reversed on the last two statements of the trust index. The
trust and efficacy measures were combined into separate self-efficacy and trust
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indexes (3-15 score range). The reliability for the self-efficacy and trust indexes is .73
and.75, respectively.

Demographics

The four demographic measures were gender, age, education, and income. Respond-
ents marked their gender and were asked their age as of their last birthday. They also
selected the highest grade completed from the following list: ‘‘less than high school,’’

‘‘high school graduate,’’ ‘‘some college,’’ ‘‘four year college degree,’’ ‘‘master’s
degree,’’ ‘‘Ph.D. degree,’’ and ‘‘other,’’ and they estimated their 2004 income.

Data Analysis

First, mean scores were calculated for each of the individual measures (believable,
fair, accurate, depth) of credibility of blogs and the other traditional and online

media. Next, believability, fairness, accuracy, and depth were combined into one
index of credibility, with scores ranging from 4 to 20. Then paired sample t-tests
compared judgments of credibility of blogs to each of the six sources (traditional and

online newspapers, traditional and online television, traditional and online cable
news) under study. Next, independent sample t-tests compared the differences in

perceptions of blog credibility between respondents who heavily rely on blogs to
those who lightly rely on them.

Last, the motivational items were combined into five factors and reliability scores
calculated. The factors were then used as independent measures, along with reliance,

political characteristics, and demographics, in hierarchical regression. Regression
analysis was used to determine the predictive power of reliance on blogs and moti-

vations for using blogs on perceptions of credibility after controlling for the other
variables. Demographics were entered as the first block. The second block consisted
of the political variables (political involvement, political knowledge, political inter-

est, election interest, self-efficacy, and trust). Reliance was entered into the last block
with one of the five motivation factors. The variables were entered in ordered blocks

to control for influence on reliance and motivation. Regressions were repeated five
times, each with a different motivation factor.

Results

Respondent Profile

More males (62.6%) than females (37.4%) completed the survey. Nearly all (97.3%)

were educated, with at least some college, and the average age was 43.4 years. More
than nine in 10 (91.2%) of the respondents were white, 1.3% black, and the remain-

ing classified themselves as other non-whites. The average annual income was just
over $64,000. The demographic profile of this study closely matches the character-

istics of respondents in studies that have examined blog users; people who seek out
information from blogs tend to be well-educated, white middle-class males (Con-
sumer Reports Web Watch, 2005).
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The overwhelming majority (92.4%) of respondents expressed a strong interest
in the 2004 presidential campaign, and just under three-quarters (73.6%) agreed that

they were very interested in politics in general. Further, 87.6% reported that they
were very knowledgeable about the 2004 election, and almost two-thirds (64.2%)

were highly knowledgeable about politics in general.
Four out of 10 (41.1%) respondents moderately trusted the government, with

only 28.4% reporting high levels of trust. Despite low faith in the government, almost

all (97.2%) of the respondents were confident in their power to bring about change
and therefore reported high levels of self-efficacy.

Almost half of the respondents (48.6%) claimed that they were strongly affiliated
with their party of choice, whether Republican (30.5%), Democrat (35.4%), Liber-

tarian (5.4%), Green (1.2%), other party (1.6%), or independent (15.6%). Further,
38.1% consider themselves conservative/very conservative, 25.6% are moderate, and

the remaining 36.3% are liberal/very liberal.
When seeking political information, these respondents rely heavily/rely on blogs

(63.4%), followed by political websites (56.7%), mailing lists/bulletin boards

(35.1%), Web portals (30.0%), and chat rooms (8.5%). Further, the respondents
spend an average of 8.3 hours per week on political sites, followed by 7.4 hours per

week on blogs.

Credibility of Blogs and Traditional Media

The first hypothesis predicts that politically-interested Internet users would judge

blogs as credible sources. While mean scores (range 4–20) for blogs are higher (12.2)
than for any other source overall, respondents judge blogs as only moderately cred-

ible. Hypothesis 1, then, is partly supported (Table 1).
Previous studies (Bruns, 2006; Cristol, 2002; Wall, 2006) suggested that because

bloggers voice their opinions on issues of the day, blogs are not rated highly for

fairness. Of the four measures of credibility, blogs are rated the lowest for fairness
(M = 2.6), as hypothesized. However, blogs are deemed more fair-minded than the

other sources under study. It was also hypothesized that because blogs feature infor-
mation missing from other sources and they discuss issues in more depth than do

mainstream media, users would rank blogs high for depth of information. Indeed, that
was the case (m = 3.58). Hypothesis 2 is supported; respondents deem blogs low on

fairness but high in depth of information. It is worth noting that among all media,
traditional broadcast television news suffers the lowest credibility in all aspects (believ-
ability m = 2.35, fairness m = 2.05, accuracy m = 2.26, depth m = 1.66) (Table 1).

Credibility of Online and Traditional Media

The research question asks whether politically-interested Internet users judge blogs as
more or less credible than traditional media or other online sources. Blogs were ranked

the most credible (M = 12.2) of all media: traditional newspapers (M = 11.2), online
newspapers (M = 11.2), traditional television news (M = 8.3), online television

(M = 9.2), traditional cable TV news (M = 9.9), and online cable television news
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(M = 10.5). Paired sample t-tests were used to compare the credibility of blogs with

other media sources. The perceived credibility of blogs is significantly higher than the
perceived credibility of any other traditional and online media (Table 2).

Perceptions of Credibility: Heavy vs. Light Blog Users

The third hypothesis tests the different perceptions of credibility between heavy blog
users (n = 861) and light users (n = 285). Independent sample t-tests indicate that

heavy blog users judged blogs as significantly more credible (believable, fair, accurate,
in-depth, combined) than did light users (t = 227.9; df = 1068; p = .000). Hypoth-

esis 3, then, is supported. Furthermore, heavy users also ranked blogs as higher on all
of the individual measures: believability (t = 224.9; df = 1083; p = .000), fairness
(t = 216.3; df = 1081; p = .000), accuracy (t = 223.8; df = 1078; p = .000), and

depth of information (t = 223.7; df = 1075; p = .000). Of the four attributes, blogs
are judged higher in credibility for depth of information than other media by both

heavy (M = 4.1) and light users (M = 2.3) and lowest in credibility for fairness of
information (M = 2.9 and 1.7, respectively), as Table 3 indicates.

Table 1 Perceptions of believability, fairness, accuracy, and depth of blogs, online and tra-

ditional broadcast, cable news, and newspapers

Mean Scores (Scale 1–5) Credibility

Index (4–20)Believability Fairness Accuracy Depth

Blogs 3.01 2.61 2.96 3.58 12.2

(n = 1288) (n = 1287) (n = 1283) (n = 1280) (n = 1230)

a = .87

Online Broadcast

TV News

2.67 2.21 2.51 1.85 9.2

(n = 1345) (n = 1344) (n = 1344) (n = 1339) (n = 1263)

a = .81

Traditional Broadcast

TV News

2.35 2.05 2.26 1.66 8.3

(n = 1338) (n = 1336) (n = 1337) (n = 1329) (n = 1255)

a = .89

Online Cable TV News 2.89 2.47 2.76 2.42 10.5

(n = 1337) (n = 1333) (n = 1336) (n = 1331) (n = 1256)

a = .89

Traditional Cable

TV News

2.68 2.36 2.58 2.29 9.9

(n = 1320) (n = 1321) (n = 1314) (n = 1312) (n = 1231)

a = .91

Online Newspapers 2.96 2.51 2.82 2.91 11.2

(n = 1347) (n = 1343) (n = 1346) (n = 1341) (n = 1264)

a = .93

Traditional Newspapers 2.93 2.54 2.82 2.91 11.2

(n = 1316) (n = 1313) (n = 1310) (n = 1312) (n = 1230)

a = .93
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Predictors of Blog Credibility

Reliance and Motivation

This study predicts that both reliance on blogs and motivations for using blogs

would be significant predictors of blog credibility, after controlling for political
variables and demographics. Indeed, both significantly predict credibility. The com-

bination of reliance on blogs and motivations explain between 41% and 45.7% of the
perceptions of blog credibility. Hypotheses 4 and 5 are supported (Table 4).

Reliance on blogs is positively associated with judgments of blog credibility, as
are the motivation factors. Among the five motivations, political information seeking

is the strongest predictor (b = .36, p , .001) and personal fulfillment/entertainment
is the weakest predictor (b = .13, p , .001). Furthermore, three informational moti-
vation factors—information seeking (b = .36, p , .001), political surveillance

(b = .31, p , .001), and social surveillance (b = .26, p , .001)—are stronger pre-
dictors than the entertainment factor and personal fulfillment (b = .13, p , .001).

Thus, instrumental motivations impact blog credibility more significantly than do
entertainment motivations, after controlling for demographics and political varia-

bles. Therefore, hypothesis 6 is supported (Table 4).
The final hypothesis asserts that blog reliance will be a stronger predictor of

credibility than will motivation, after controlling for demographic and political vari-
ables. Reliance on blogs was found to be a positive predictor of credibility, and it is

Table 2 Credibility of blogs vs. traditionally-delivered information sources and their online

counterparts

Means and Paired Samples t-scores Credibility

Blogs 12.2

Traditional Newspapers 11.2

t-score 5.9***

Blogs 12.2

Online Newspapers 11.2

t-score 25.7***

Blogs 12.2

Traditional Television News 8.3

t-score 24.1***

Blogs 12.2

Online Television News 9.2

t-score 219.1***

Blogs 12.2

Traditional Cable TV News 9.9

t-score 14.8***

Blogs 12.2

Online Cable TV News 10.5

t-score 211.1***

Note: ***p , .001, two-tailed.
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a stronger predictor than any of the motivational factors, after controlling for demo-
graphic and political variables (Table 4). Therefore, hypothesis 7 is supported.

Demographic Variables

Gender and income consistently predict the assessment of blog credibility. Men
consistently judge blogs as more credible than do women. Users with low incomes

are more likely to rate blogs as credible than are users with high incomes. Demo-
graphic variables account for an additional 13% of the variance in the perception of
blog credibility (see Table 4).

Political Variables

Political variables explain 56.4% of the variance in the assessment of blog credibility.
Among all six political variables, political involvement, political interest, and election

interest consistently predict blog credibility. Both election interest and political
involvement are significant and positive predictors for the perception of blog credi-
bility. However, political interest significantly, but negatively, impacts the assessment

of credibility. Those whose involvement in politics has greatly increased since going
online rated blogs as credible sources of information. In contrast, the more interested

respondents are in politics in general, the less likely they are to judge blogs as credible.
Neither trust nor efficacy is a significant predictor of blog credibility (see Table 4).

Table 3 High reliance on blogs vs. low reliance on blogs on credibility measures

Means and Independent Samples t-scores Credibility

Blogs Credibility Index (Range 4–20)

High Reliance (n = 825) 13.9

Low Reliance (n = 245) 7.9

t-score 227.9***

Blogs Believable (Range 1–5)

High Reliance (n = 835) 3.4

Low Reliance (n = 250) 1.9

t-score 224.9***

Blogs Fair (Range 1–5)

High Reliance (n = 832) 2.9

Low Reliance (n = 251) 1.7

t-score 216.3***

Blogs Accurate (Range 1–5)

High Reliance (n = 831) 3.4

Low Reliance (n = 249) 1.9

t-score 223.8***

Blogs Depth (Range 1–5)

High Reliance (n = 829) 4.1

ow Reliance (n = 248) 2.3

t-score 223.7***

Note: ***p , .001, two-tailed.
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Discussion

This investigation employed an online survey of politically-interested Internet users
during the 2004 presidential election in an effort to examine perceptions of blog

credibility. The study addressed judgments regarding the believability, fairness, accu-
racy, and depth of information provided in blogs. Differences in assessments of blog

credibility were evaluated for both heavy and light blog users. Reliance and motiva-
tions for blog use were also explored as possible predictors of blog credibility. Despite

the important role of audience motivations for visiting a site in their perceptions
of credibility, only a few studies have specifically linked credibility with uses and
gratifications theory (e.g., Greer, 2003; Johnson & Kaye, 2002; Kim, 2006). This is an

important connection, because motives for going online can determine perceptions
of credibility. To complete the analysis, blogs were then contrasted with other media

outlets on judgments of credibility.

Table 4 Hierarchical regression analysis of predictors of blog credibility for political

information

Regression 1 Regression 2 Regression 3 Regression 4 Regression 5

Blog Cred. Blog Cred. Blog Cred. Blog Cred. Blog Cred.

Predictor Variables

Gender 2.04* 2.05* 2.04* 2.05* 2.05*

Age .02 .00 .03 .03 .00

Education 2.03 2.03 2.03 2.05* 2.03

Income 2.04* 2.04* 2.05* 2.06* 2.04*

R2 .013 .013 .012 .014 .013

Political Involvement .05* .07** .06* .08** .04*

Politics Knowledge .06* .04 .04 .04 .03

Political Interest 2.07** 2.08** 2.07** 2.08** 2.09**

Election Interest .06** .07** .05* .07** .07**

Trust .02 .02 2.00 .02 .02

Efficacy 2.02 2.01 2.02 2.00 2.01

R2 .070 .069 .068 .072 .068

R2 Change .057 .056 .056 .058 .055

Reliance on Blogs .40*** .46*** .47*** .59*** .52***

Information Seeking .36***

Convenience .29***

Political Surveillance .31***

Personal Fulfillment .13***

Social Surveillance .26***

*******************

R2 .527 .512 .518 .482 .508

R2 Change .457 .443 .450 .410 .440

Adjusted R .522 .507 .513 .476 .502

Sig. of Change .000 .000 .000 .000 .000

Note: *p , .05, **p , .01, ***p , .001.
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This study hypothesized that politically-interested Web users will judge blogs as
credible sources of news and information. The results indicate that politically-inter-

ested Internet users find blogs to be moderately credible sources for news and
information. Past analyses have detected similar findings for blogs (Banning &

Trammell, 2006; Johnson & Kaye, 2004) and for the Internet as a whole (Johnson
& Kaye, 2000, 2002). While Internet users are increasingly flocking to blogs as
a source of political news and information, the moderate scores for credibility

indicate that users also realize that blogs are not the final word.
As expected, respondents evaluated blogs as highly credible for depth of infor-

mation, while judging them as weaker on credibility for fairness of information.
Johnson and Kaye (2004) assert that fairness is not the primary concern for users

when judging blog credibility. The researchers suggest that the depth of information
presented is a more important indicator than fairness in assessing credibility. Users

may rely on blogs to search for information that appears to be missing from more
traditional media coverage or may be covered too lightly. Blogs allow for the pre-
sentation of up-to-date, often candid viewpoints of specific interest for their users.

Past research indicates that while traditional media are expected to maintain stand-
ards of fairness and balance (Metzger et al, 2003), such expectations are not extended

into the blogosphere (Bruns, 2006; Lasica, 2002). In fact, blog supporters perceive
bias as a strength that allows for a more detailed and in depth examination of issues.

Although this intensity of analysis is valued, it may also suggest that blog readers are
attracted to sites that share their viewpoints and therefore have a potentially polar-

izing effect.
Heavy users viewed blogs as more credible overall than did light blog users. This

perception extended to all four measures of credibility (believability, fairness, accu-
racy, depth of information). Traditional media and their online forums provide cues
of authenticity and reputation (Flanagin & Metzger, 2000; Tewksbury & Althaus,

2000) that may influence judgments of credibility. Such cues may be missing from
blogs. Inexperienced users, who are unfamiliar with the often opinionated and non-

traditional format of blogs, may find them a less credible source of information. It
takes more experience to truly engage with blogs, from navigating the Web to finding

political sites with topics of shared interest. Additionally, more experienced blog
users may be more adept at searching the blogosphere for political opinions similar

to their own (Johnson & Kaye, 2004) and may therefore judge blogs as more credible.
These results support previous studies that suggest that the more a user relies on
a source, the more likely he/she is to view it as credible (Wanta & Hu, 1994; Westley

& Severin, 1964).
Politically-interested blog users judged blogs as considerably more credible over-

all than traditional media or other online sources. Interestingly, broadcast television
fared the worst on measures of credibility. The hostile media effect may play some

role in this perception of credibility. If blog users perceive mainstream news coverage
as biased against their point of view (Arpan & Raney, 2003; Gunther & Liebhart,

2006), they may be more likely to deem it not credible. For example, past research
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indicates that conservatives are more likely to rely on blogs (Johnson, Kaye & Kim;
2006), because they view the mainstream media as dominated by a liberal viewpoint

(Copeland, 2004; Hamdy & Mobarak, 2004). Perhaps blog content is perceived as
more credible because it is considered more independent than news reported in

corporate-controlled media. Also, blogs provide an open forum for users to address
issues (Bruns, 2006; Cristol, 2002; Wall, 2006). Users may also gravitate toward blog
content because it allows for a more personal and interactive venue for acquiring

information (Papacharissi, 2004; Reynolds, 2005; Thompson, 2003; Wall, 2005) than
traditional media. It is therefore vital to understand blog users’ motivations for usage

in order to gain further knowledge about factors that influence the degree to which
they are viewed as credible.

As hypothesized, both reliance and motivations were predictors of blog credibility,
after controlling for demographic and political variables. Reliance emerged as a stronger

predictor of blog credibility than did motivations. It stands to reason that users would
find their preferred media selection the most credible. Past analyses have also indicated
that reliance is a consistently strong predictor of credibility perceptions (Banning &

Trammell, 2006; Johnson & Kaye, 2004; Kim, 2006). All five of the motivation factors
under scrutiny were also positive predictors for blog credibility (Information Seeking/

Media Checking, Convenience, Personal Fulfillment, Political Surveillance, and Social
Surveillance). These findings support other studies that have asserted that bloggers are

motivated by a variety of reasons for going online and that different sites cater to
varying user desires (Flanagin & Metzger, 2000; Johnson & Kaye, 2004).

The current study took the examination one step further by asserting that the
Informational (i.e., instrumental) motivations will be a stronger predictor of blog

credibility than will entertainment motivations (i.e., habitual), after controlling for
demographics and political variables. When assessing the influence of specific moti-
vations for blog users, political information seeking emerged as the strongest pre-

dictor for judgments of blog credibility, while personal fulfillment/entertainment
was the weakest. Past analyses indicate that political surveillance is a strong motiva-

tor for blog users (Kaye, 2005). The Internet is consistently viewed as a resource for
more instrumental needs such as surveillance, voter guidance, and social utility (Lin

& Salwen, 2006; Lin, Salwen, & Abdulla, 2005) Perhaps individuals are attracted by
blogs because they offer a wide variety of issue perspectives, as well as opportunities

for political discussions.
However, respondents who primarily engaged in blogging for entertainment

purposes are less likely to judge blogs as highly credible. It stands to reason that

credibility factors such as believability, fairness, accuracy, and depth may not be as
important for those engaging in blogging for fun and personal fulfillment. Studies

suggest that those who consume media for entertainment, diversion, and relaxation
needs are less goal-oriented and are therefore less selective when choosing media

content (Blumler, 1979; McLeod & McDonald, 1985; Rubin, 1984). The findings are
encouraging, in that people seriously motivated by political examination indeed find

blogs to be credible sources for their information inquiry.
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Limitations and Suggestions for Future Study

The respondents in this study were a self-selected group of politically-interested

Internet users. While a random sampling would have been ideal, potential respond-
ents were reached through announcements posted on politically-oriented websites,

bulletin boards/lists, blogs, and chat rooms. Purposive sampling techniques, such as
that used in this study, are often used to generate results that are representative of
a subset of users, but are not necessarily representative of the larger population

(Babbie, 1990). The Internet does not offer tools for random sampling of the entire
Internet population or for blog users in particular; therefore non-probability sam-

pling is an appropriate technique for posting an online survey.
Overall, the current findings highlight various perceptions and predictors of blog

credibility among politically-interested web users. Judgments of credibility were
highest for information depth and were largely predicted by degree of reliance and

motivations. The analysis provides deeper insight into the distinct motivations of
blog users and their resulting opinions of blog content. Future research is needed

that compares the current findings to future elections and individuals as they engage
with new media of all types. Issues of polarization should be addressed as well, to
discover if individuals simply rely on new media sites that match their current

viewpoints or seek out different perspectives. This study, in line with earlier studies,
treated credibility as a dependent variable. However, while this study looked at how

reliance predicted credibility, it is also true that credibility may determine how much
people rely on the media. Future studies may want to explore the causal relationships

between reliance and credibility further.
Future study may also benefit from an examination of the differences in moti-

vations for blog users and the impact on perceptions of blog credibility. Specific uses
and gratifications would appear to have a substantial impact on those perceptions.
The ability to better understand and predict perceptions of credibility would be

a valuable resource for both traditional journalists and bloggers alike. Finally, this
study was conducted during the 2004 election, when blogs were gaining popularity.

As more people are relying on blogs for news and information, credibility scores may
have increased, and reliance and motivations may prove to be even more strongly

linked to blog credibility. This study should be replicated in the 2008 presidential
election to determine whether people judge blogs to be more credible and whether

factors influencing blog credibility have changed.

Notes

1 ABCNews, AOL, Arizona Citizen, Chicago Tribune, Cleveland Plains-Dealer, Daily

Egyptian, DEAN, e-thepeople, Denver Post, Detroit News, Florida Times-Union,

FORK, Google, Jemsurvey, LaterBush, LiveJournal, Louisville Courier-Journal,

MMOBlist, Seeyalaterbush, Poynter, Metroblab, Moveleft Media, NOLA, Pursupah,

The VRWC, xent, Yahoo!

2 1wonderswhy, 2004Bush, 2ndAmendmentRights, AB_Progressives,Activism_USA,

africanamericanrepublicans, agw.bombs-away, AOIR, Alt.conspiracy, alt.current-events,
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alt.fifty-plus, alt.impeach.bush, alt.politics.elections, alt.-politics.gw-bush, alt.politics.

libertarian, alt.politics.reform, alt.politics.religion, alt-politics.socialist, alt.politics.usa,

alt.radio.talk, alt.republican, alt.sixtyplus, alt.talk.creationismAlternativeLifers,

AM4CHANGE, AmericanConservativeRepubli., AntiFeminism, austin4kerry,

awomanstrueplace, backlash, BayAreaForKerry2004, Black_Conservatives, Blogging_

Community, blosxom, BucksforKerry, Bush2004andBeyond, Bush_Be_Gone, bush_

lied_people_died, BushCheneySloganator. BushMustGo, ca-firearms, CA4Bush2004,

catholicsforbush, catholicsforkerry, CAWI, christianrepublicans. Christians4dean,

citizensagainstillegalaliens, closebordersgroup, CO-Bloggers, concealedcarry,

Colorado4Kerry, Conservative-Gays. Conservative-Minds, conservative_christians,

Conservative_Liberal_Debate. Conservative_Pagans, Conservative-Principles_and_

Activism, conservativecoffeehouse, Conspiracy-Theory, Constitution_Party,

currenteventsdiscussion, DCforKerry2004, DEANocracyForAmerica, Democracy4-

America, DemocracyForAmerica, democracyforcincinnati, democraticunderground,

democratpolls, Democrats, Democratsonly, Democrats_2008, democratsabroadjapan,

DEMS4theFuture, dfwblogs, DiehardDems, dittohead, DreamPlanBelieve, Dubyah’s-

Follies, ecosocialism, evanbayhin2008, fighttheright, freedomfight,freedomforum2,

FreeOhio, Freevent, GA4BushCheney, Gay-Democrats, Gay_Marriage_Debate, GayLi-

bertarians, gaysfordean, globalpeacecampaign, globenet, glory4you, HoosierDemocrats,

HowardDeanCoffeehouse, Illinois_For_Dean, impeachbush, ImpeachGeorgeWBush,

iraqcrisis iswitched-news, Jakes_Political_War_Room, johnkerryforohio, KerryChicago,

Kerryindiana, kickbush, LadiesWithCrushesOnWBush,leftcoast, LeftLibertarian, Left-

WingRadicals. Libertarian, LibertarianDebate,Libertarianissues, LibertarianMedia, liber-

tarianprinciples, libertarianrepublicans, liberty_outlook, LibertyBandwagon,

LibertyProspects, LibrariansFor_Renewed_Democratic-Party, libs4peace, lpazdiscuss,

makepennsylvaniarepublican, MCMA, MidMoForKerry MilwaukeeforDemocracy, Mis-

souri_for_Kerry, MNBush2004, MYDD, news, Comcast.giganews, NewsBroadcast,-

NoIraqWar,Ohio_for_Kerry, OhioansforBushCheney, patriots4usa, peacerootsalliance,

people-v-ohio-n-florida, pjvoters, Political_Sanity_Main, populisttalk, PresidentGeor-

geWBushGroup, ProgressiveChat, ProgressiveTalk, prolife3, promotionwars3, populist-

talk, PresidentGeorgeWBushGroup, Propaganda_Matrix, reaganfans, republican_army,

Republican_Humor, republicansforkerry04, SanDiegoDemocrats, SDforKerry, Seattle4-

Dean,smith2004, soc.politics, southforkerry, Stop_the_War, sv4dean, syndic8, takeac-

tion_2002, talk.politics.misc, talk.politics.libertarian, Talkmaster, tennesseansforkerry,

terrorinamerica2001, texaskerry, The_Corrupt_Republicans_Club, thelibertarianclub,

ThePoliticalSpinroom, therealihatebushfanclub, therepublicanclub, thestolenelec-

tion2000, thoughtsandfacts, tnprogressivedemocrat, TruePatriotsUnite, USA_Republi-

canParty, weblogdevel, webmink, WI4Bush04, WI4freedom, WisconsinForKerry,

WomenInBusinessForJohnKerry, WTC-Terrorism, yda-discuss, Young-Republicans-of-

America, youngdemocrats2

3 Asmallvictory, Ann Althouse, Alphecca, Andrew Olmstead, andrewsullivan, big-

guy-rocks, blogcritics, blogdex, blog.net, BloggingCommunity, blogs-law-Harvard,

blogshares, Captain’s Quarters, chriscmooney, command-post, Craigslist, crushkerry,

dadougster, dailykos, Deans World, disciminations, G-blog, Glen Reynolds, hannity,

Hugh Hewitt, instapundit, joannejacobs. Joshua Claybourne, Ken Layne, kerryed-

wards, Knowledge, Michelle Malkin, Mudville, Newmediamusings, Oxblog,
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pejmanesque, policpundit, powerline, professor.bainbridge, punditdrom, radio.

weblogs, rebeccablood, Rightwingnews, Romensko, sgt. Styker,Southknowbubba,

terpsichorosblog, Zhaneel69

4. Information Seeking/Media Checking was measured by five variables: ‘‘to help me

make up my mind how to vote;’’ ‘‘to keep up with the main issues of the day;’’ ‘‘to use

as ammunition in arguments with others;’’ ‘‘to check on the accuracy of traditional

media;’’ and ‘‘for information I can’t get from traditional media.’’ Convenience was

gauged by: ‘‘information is easy to obtain;’’ ‘‘to find specific political information that

I’m looking for;’’ and ‘‘to access political information at any time.’’ Five variables

comprised the Political Surveillance index: ‘‘to see how the candidates stand on various

issues;’’ ‘‘to judge personal qualities of candidates;’’ ‘‘to judge who’s likely to win an

election;’’ ‘‘to remind me of my candidates’ strong points;’’ and ‘‘to enjoy the excite-

ment of an election race.’’ Four variables made up the Personal Fulfillment index:

‘‘because it is entertaining;’’ ‘‘to find out about issues affecting people like myself;’’ ‘‘it

helps me relax;’’ and ‘‘to feel politically involved.’’ Finally, Social Surveillance was

measured by: ‘‘for unbiased viewpoints;’’ ‘‘to give me something to talk about with

others;’’ ‘‘to get a wide variety of viewpoints;’’ ‘‘to let my opinions be known;’’ and ‘‘to

be in contact with like-minded people.’’
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