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Credibility

Credibility is a perceived quality; 
it doesn’t reside in an object, a person, 
or a piece of information. 
— BJ Fogg



Traditional models of credibility  
were based on the reputation  
of the author.

On the web, that no longer applies,
since anybody can be an author.



Trustworthiness 
(honesty, reputation) 
+
Expertise 
(academic titles, etc)
=
Credibility



Online Credibility

[Users] expect to be in search mode, not 
processing mode. Users also expect to be 
disappointed, distracted, and delayed by 
false leads. — Ellen Lupton



Why does it matter?

– web presence is vital for most companies
– web has least credible info of any medium
– web has most credible info of any medium
– web sites are first customer contact point
– the web is a growing medium
– web users can be naïve or lazy
– web users want to be autonomous



Gives you power to change  
users attitudes and behaviors:

– to think positively about the site operator
– to feel comfortable interacting with the site
– to register information
– to complete e-commerce transactions



4 Types of Credibility

– Presumed
– Reputed
– Earned
– Surface



Presumed
Based on general assumptions 
and stereotypes

Ex: a doctor is a reliable source of medical 
information; a car seller doesn’t always tell 
the truth.



http://doctorsreliable.com



Reputed
Based on third party endorsements, 
reports, or referrals.

Ex: a website referred 
by a friend or an expert.



http://twitter.com



Earned
Based on firsthand experience that extends 
over time. This is perhaps the most powerful 
form of credibility.

Ex: that restaurant is good because 
they’ve always served me well



http://psd.pt



Surface
Simple inspection or initial 
firsthand experience

Ex: the website looks old, 
so its information must be outdated



http://prism.andrevv.com



The Importance of 
Surface Credibility

If people cannot move beyond the poor 
design then the quality of the content 
becomes irrelevant.
— Sillence et al.



In a democracy we like to feel that with 
hard work and a good deal of motivation, a 
person can accomplish almost anything. But, 
alas (most of us believe), hard work cannot 
make an ugly woman beautiful… 
— E. Aronson



Users Behavior
– information overload forces users to make 
quick choices, in a matter of seconds
– users don’t check some important 
informations, although stating the opposite 
(privacy policy, website identity, information 
verification, sponsors and customer support)
– users suppose that websites with a 
professional look were built by professionals



When a site lacks credibility, users are 
unlikely to remain on the site for long. They 
won’t buy things, they won’t register, and 
they won’t return. They certainly won’t think 
favorably of the organization that sponsors 
the site.
— BJ Fogg et al.



Visual Design

Visual design is the rendering of information 
[…]. It includes structural features such as 
typography, images, color, and aesthetics.  
— Robins et al.



http://patatap.com



Graphic design is the first and the last part 
of the user interface observed by the user.
— Jakob Nielsen



http://lamborghini.com



http://lingscars.com



In the past, rarely has beauty been an end 
in itself. […] The function of the exterior 
decoration of the great Gothic cathedrals 
was to invite entry.
— Paul Rand



http://time.com



Designing 
for credibility



Avoid:
– confuse layouts
– confuse navigation
– lack of clear entry points
– poorly saturated colors (which leads to a 
“boring” design)
– poor distinction between ads and content
– assimetric or unbalanced design
– pop ups



Avoid:
– incorrect or outdated hyperlink destinations
– slow entry pages (with Flash animations, 
for example)
– small font size with poor legibility
– text overload
– weak resources for search purposes
– name inappropriateness
– corporate look



Aim to accomplish:
– Balanced/simmetric design
– Clear navigation
– Clear focus point
– Chromatic scheme with bright and warm 
colors as dominant, cold as secondary, and 
tight contrasts



Aim to accomplish:
– Good distintion between ads and content
– Interactive characteristics
– Photographs (of people, for example)
– Absence of mistakes or typos
– Domain ending in .gov, .edu…
– Source recognition (author, brand)



Aim to accomplish:
– Clear presence of a grid/alignments
– Long messages («length implies strength»)
– Search field
– White space
– “A clean, professional look” (according to 
what users state)
– Unity, cohesion of the parts in the whole



The Relation 
Between Visual 
Design and 
Perceived Credibility



A study with:
106 participants
26 design specialists
12 websites

2 case studies:
– Education
– Health



http://bu.edu



http://unige.it



http://mskcc.org



http://jmedc.se



Max: 5

Visual Design

Percepted credibility

 A

2,7 3 3,8 3,9

B

1,6 1,8

C D

32,7

F

3,9 3,9

E

3,9 4



What users commented the most:
– color
– presence of photos and images
– organization
– navigation
– white space
– logo
– information amount



Resources

– Frameworks
– Webfonts
– Icons
– Colours
– Images



Frameworks



http://getbootstrap.com



http://semantic-ui.com



http://foundation.zurb.com



http://designmodo.github.io/Flat-UI



http://topcoat.io



Webfonts



http://google.com/fonts



http://edgewebfonts.adobe.com



http://typekit.com



Icons



http://entypo.com



http://useiconic.com



Colour



http://kuler.adobe.com



http://colorhexa.com



http://contrastchecker.com



Images



http://gratisography.com



http://compfight.com



Design Courses



http://hackdesign.org



http://method.ac
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