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Abstract 

Recently, news corporations have attempted to attract readers to their sites using social 

media “Stories”.  Stories are short, animated clips or photos that allow people to engage 

with others. Previous work has established that a primary criterion for people clicking 

through to see more content on the Web is the perceived credibility of the 

information. While the Story’s format might be eye-catching, it is unknown which visual 

aspects of their designs lead to Stories being perceived as credible. This 

research identifies common news Story design layouts, and through three online 

studies compare which aspects of their visual design impact credibility judgments. 

Survey results show that more intricate design layouts for news-related Stories should be 

used whereas static designs with little information should likely be avoided to increase 

credibility perceptions. This work contributes valuable new information about how the 

visual display of online information affects reader credibility perceptions.  
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1 Introduction 

Currently, news agencies use social media to share their articles with readers. Social 

media offers various ways for users to read and share content through posts, direct 

messages, and a relatively new form of presentation, the Story. A Story in this context 

relates to a feature that involves sharing pictures/videos that exist for viewing for a short 

period (often 24 hours) before being deleted. Stories are now commonly used on social 

media platforms such as Facebook, Instagram, Snapchat, and others [3, 13, 26]. As can be 

seen by performing a search on Instagram or Snapchat, news agencies around the world 

use Stories to share brief teasers of their news articles in hopes of driving readers to their 

sites to view the full articles (see Figure 1.1). In general, news sites make profit through 

companies paying the news agency to share advertisements on their websites [10, 45, 50]. 

This means that news agencies require many users to interact with their sites to make 

money through their articles. Before utilizing the Story to share these teasers, news 

agencies have mostly used posts, which, until now, is the most typical way to share 

articles on social media. One key factor that has an impact on people’s willingness to 

share and/or click-through to view a news article is credibility – the degree to which 

people believe the content is believable and of high-quality.  Because of the importance 

of the perception of credibility to drive readership for news agencies, other forms of 

information sharing on social networking sites have been studied to improve 

reader/viewer credibility perceptions with an example being the Facebook post. The 
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specific aspects that make a news-related social media post seem credible has been 

frequently studied [2, 19, 43, 54].  

 

Figure 1.1. Screenshots of real news Stories found on five news agencies' Instagram accounts. 

Credibility is a perceived trait regarding an entity such as a person or object and relates to 

the believability of the entity to a third-party. In essence, if a person believes a post to be 

true, that person finds the post to be credible [16]. A large portion of a credibility 

judgement is based upon the visual aspects and content of the entity. Judgments of 

credibility can be visceral (subconscious based on appeal of visual attributes), 

behavioural (based on usability) or reflective (based on reflection and long-term usage) 

[22, 35, 39]. Overall, credibility studies tend to be multidisciplinary due to how various 
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attributes determine a credibility judgement, which makes it difficult to pinpoint the exact 

attributes of an entity that leads it to be perceived as credible [52]. An entire subfield of 

Human Computer Interaction research, called Persuasive Technology, has large portion 

of its research dedicated specifically to credible technology. A large part of Persuasive 

Technology research examines factors that lead users to believe various types of 

technological content such as websites, posts, trackers, and more in an effort to persuade 

them to adopt new behaviour [16]. 

When news sites share posts online that are perceived to be credible by users, those users 

are more likely to click-through to view the full article which leads to more traffic on 

news sites for advertisers [39, 45]. Having Stories perceived as more credible also 

matters because the content represents the news agency and lower perceived credibility 

can damage the long term usage of the websites by various users [27, 39, 41, 44]. To the 

best of our knowledge, no studies have been performed to study which aspects of a 

Story’s visual design can lead to higher credibility perceptions, especially due to the 

novelty of the Story feature on social media. With this knowledge, news agencies can 

adjust the design of their Stories to raise viewers’ perceived credibility, which could help 

improve traffic to their websites.  

In this work, we ask the research question: “Can and which visual attributes affect the 

credibility perceptions of news agencies’ social media Stories?” To perform this study, 

we first determined the visual attributes that vary most frequently in news Stories through 
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a qualitative study of 56 news agencies’ social media accounts in five countries. This 

study identified four common design layouts that acted as conditions for credibility 

comparison in the three subsequent studies of credibility perception. Three studies were 

performed to compare aspects of participants’ credibility judgements: (1) comparing 

reflective (i.e., careful, and focused) credibility judgements based on design layouts that 

display real world news articles pulled from popular news sites, (2) comparing reflective 

credibility judgments of design layouts with no content (place holder text and obfuscated 

images), and (3) comparing credibility design layouts with no content  based on visceral 

(i.e., subconscious, immediate) judgements. The results of these studies showed the Static 

design layout was perceived as less credible than its more complex counterparts of 

Dynamic and Multiple Slide.  From these findings, the following recommendations for 

raising credibility perceptions for news agencies’ Stories emerged: 

1) Include a title and a description of the article in the Story 

2) Use animation to make the Story more dynamic and draw the viewer’s attention 

to important parts 

3) Include clear references to the news agency 

4) Keep good visual design principles when designing such as spacing, colours, 

high quality pictures, and appealing and readable font type and size 

This thesis begins by covering the related work needed to understand credible 

technology, news credibility and social media Stories in Chapter 2. Next, Chapter 3 
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introduces the specific research questions posed in this thesis. The thesis is then broken 

into four chapters detailing the four studies performed. Chapter 5 covers the qualitative 

analysis of social media Stories to identify common design layouts. Chapters 5-7 cover 

the three additional studies performed to identify the visual attributes that increase 

credibility. Chapters 4-7 begin with a brief introduction to the chapter’s study and states 

the research questions that will be addressed, followed by the study methodology, results, 

discussion, future work, and conclusion. The final chapter of the thesis, Chapter 8, 

concludes with a final discussion and future work section for all the performed studies 

followed by a conclusion. 

  



 

 

6 

 

2 Related Work 

This chapter covers three main topics that are needed to understand the research 

performed throughout the various studies in this thesis. First, credibility and credible 

technology is discussed with a focus on its role in news distribution online. This section 

defines credibility and describes how various forms of technology and technological 

content can be considered credible or non-credible by users. Second, news credibility is 

covered as this thesis relates specifically to credible technology in the context of news 

articles and journalism. Finally, a background in social media Stories is given as they 

specifically act as the researched medium through which news agencies are sharing 

content.  

2.1 Credibility 

Credibility as a studied concept has been around for approximately a century; however, 

its role in technology was not fully discussed until the late 1990s [16]. Various authors 

have slightly different definitions of credibility. However, credibility is most often used 

synonymously with believability in most work [39]. In past work on credibility, 

researchers have sometimes opted for using “believability” instead of “credibility” due to 

it being easier for most people to understand [45, 53]. Like previous work, we consider 

that if a technology is credible, its content and information are believable to the user. One 

misconception is that credibility and truth are the same; credibility relates to whether 

people believe something to be true whereas truth is whether something is true. 
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Credibility is a perceived trait considering an entity is not inherently credible or non-

credible as it is up to the individual to determine if they believe the entity [16]. Another 

misconception around the word credibility is that it is equivalent to the word trust. Trust 

relates to whether an entity is dependable meaning an individual would depend on the 

entity for continuous believable information and, therefore, an individual can believe 

content from an entity but not find that entity dependable for future credible information 

[39].  

2.1.1 Visceral, Behavioural, and Reflective Judgements 

A credibility assessment is a combination of visceral, behavioral, and reflective 

reactions/judgments to a source/entity [41]. These reactions relate to how credibility 

assessments are processed by an individual over time [39]. Visceral and behavioral 

reactions relate to aesthetics and usability, respectively, and are predominantly 

determined through human instincts and occur without cognitive processes, whereas 

reflective reactions are built upon over prolonged usage and exposure [22, 39, 41]. 

Visceral reactions have a superior influence on credibility assessments due to their 

importance in first impressions; however, reflective judgments can overpower visceral as 

they are mostly made up of experienced credibility [39, 41]. It has been argued that the 

visceral and behavioral reactions are mostly determined before the 5 second mark [5, 45]; 

however, one study established that visceral reactions are determined within 50ms of 

being exposed to the entity/technology [41].  The research performed in this thesis 
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discusses both the visceral and reflectional judgements; behavioral judgements are 

ignored because across Story designs, the usability consistent with features such as users 

tapping to view the Story or swiping up to view more is due to the social networking site 

and not the visual design of the Story. Different social media platforms may have users 

interact differently with Stories; however, this research is specifically looking at the 

Stories as they exist independent of their social networking site’s usability features.  

2.1.2 Types of Credibility 

People are continuously subconsciously questioning whether they deem provided 

information as credible or non-credible [15]. When considering an information source, 

previous work [5, 16, 52] describes four types of credibility that can play a role in the 

overall credibility judgment.  

1. Presumed credibility: often based on stereotypes or biases that the individual 

may have before viewing a Story or reading an article. Example: a person may 

have a bias against people from Canada, so that individual may not believe 

information that comes from a Canadian source. A person’s gender, culture, and 

other personal demographics information can have an influence on their presumed 

credibility judgments of information sources [6, 33, 55]. An example of this is 

political leaning as it influences presumed credibility as people tend to believe 

information that reaffirms their previous political beliefs (also known as 

confirmation bias) [56]. 
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2. Reputed credibility: comes from the source’s credentials, awards, or third-party 

accounts, i.e., if the source has a good reputation, the content produced by that 

source will have high credibility perceptions [52].  

3. Surface credibility: based on first impression of an entity’s aesthetics. An 

example being that a visually appealing phone application may be perceived as 

credible solely due to its visual attributes. The majority of a surface credibility 

judgement is made up of visceral judgements to an entity [22]. 

4. Experienced credibility: based on the prolonged usage of an entity and, 

therefore, an individual’s established relationship of trust and believability with 

the source [16, 52]. An example of this would be for individuals who have 

received credible news from a news source for many years as this would result in 

the individuals having high experienced credibility with any information coming 

from that source.  

Research shows that aesthetics is one of the most important determining factors in overall 

credibility perception and therefore surface credibility (judgements based on aesthetics) 

[5, 35, 36]. The studies performed in this thesis are mostly looking into surface credibility 

due to the heavy focus on visual design of Stories where good visual design/aesthetics 

can increase credibility. To a lesser extent, presumed credibility (judgements based on 

presumed biases) is also considered by comparing credibility ratings across participant 

demographics.  
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2.2 Credible Technology 

In research relating to credible technology, credibility is linked to information that the 

technology displays to the user and can include webpages, health trackers, social media, 

or other methods of sharing information [7, 11, 46]. Originally, technology (especially 

web content) started out as having generally higher credibility perceptions from people, 

but this has slowly degraded over time to a point where people frequently question the 

credibility of information gathered from technology [16, 29]. Aesthetics, usability, 

gender, culture, and many other user/viewer traits are factors that affect people’s 

credibility perceptions of technology as the four types of credibility (presumed, reputed, 

surface, and experienced) still apply to technology [6, 12, 17, 33, 33, 36, 55].  For 

example, it has been shown that credibility of a website can be significantly increased by 

improving the design to be more visually attractive, but keeping the content the same 

[44]. Therefore, it is important to design technology to be aesthetically pleasing, easy to 

use, and familiar for an overall positive increase in perceived credibility.  

Having high perceived credibility has various positive effects on technology usage. One 

of the largest benefits of high perceived credibility is longer usage time [41, 44, 45, 51, 

53]. Further, if a user finds a technology credible, then the user would be more likely to 

use the technology again in the future [15, 29, 41]. Additionally, users often have more 

loyalty towards and trust in information delivered through a technology if they deem it 

credible. This loyalty and trust leads individuals to feeling safer when it comes to 
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purchasing products from an organization/website [29]. In fields such as persuasive 

technology, credibility is a key factor in whether that technology will persuade the user 

[11]. This means that if a persuasive technology is not deemed credible, people will have 

a harder time being persuaded towards the technology’s overall goal. 

A large sub-area of research relating to credible technology focusses specifically on 

website credibility [1, 4, 8, 18, 25, 28, 31, 38, 43, 45, 47, 49, 53, 55]. While work on 

website credibility does not specifically look at news sites, other websites that distribute 

information/knowledge have been examined in depth. This work has shown how many 

factors of websites, including those related to content and visual design, can influence 

credibility assessments. Some examples of these factors are the presence of author 

contact information, spelling/grammar errors, references for information, and the overall 

aesthetic appeal of a website [16]. Many of these traits also apply to news sites and can 

be considered as factors that can affect readers’ credibility perceptions [15, 17, 53]. 

2.2.1 Measuring Technological Surface and General Credibility 

Measuring and studying credibility can be difficult because it is a subjective and 

perceived trait and the fact that there are four types of credibility (presumed, reputed, 

surface, and experienced) each with varying levels of contribution to the overall 

credibility judgement. As previously mentioned, aesthetics has one of the largest 

influences on a credibility judgement and as such, much of credible technology research 

pertains to only studying surface credibility (based on aesthetics) [5, 34–36, 40]. That 
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said, there are many confounding variables can arise from the other types of credibility 

(presumed, reputed, and experienced) that can contribute to the overall credibility 

judgement. For example, a website image could influence viewer’s credibility 

perceptions of the entire website due to stereotypes the viewer may have against an 

individual displayed in the image (presumed credibility). These confounding variables 

must be controlled when only surface credibility is being measured.  

Multiple approaches have been taken to get an understanding of a user’s credibility 

perceptions. There are four approaches discussed below that are worth noting and were 

gathered from a literature review of the sub-area of credible technology.  

1. The first approach involves simply asking participants whether they find an entity 

credible and is often done with a Likert-type question. An issue with this type of 

questioning is that the word credible might not be fully understood by the 

participant [27, 33].  

2. As a second approach and as an improvement upon the first, researchers replace 

the word credibility with believability as this terminology is more familiar with 

participants [36, 40].  

3. The third approach defines the word credibility as a combination of the 

participant’s perceived trustworthiness of the content, perceived professionalism 

of the content, and perceived expertise of the content’s author [1, 21, 22, 37]. 

Survey questions can involve a combination of the perceived believability, 
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trustworthiness, expertise, and/or professionalism; averaging the components 

provide an overall credibility rating [45].  

4. The final approach involves performing a study where credibility itself is not 

measured but instead the user’s change in knowledge and/or behaviour is 

measured after being exposed to the information/technology. This type of 

measurement could be gathered through a longitudinal study; however, not 

exclusively as other research designs could perform these measurements in other 

ways. This final approach can show if the user truly believes the information they 

read as they will have a knowledge and/or behaviour change [52].  

2.3 Journalism and News Credibility 

In recent years, the field of journalism has undergone substantial change with the move to 

online media. Most news agencies no longer make enough revenue from print media and 

have, therefore, transitioned to an online model [45, 53]. In this change, there have been 

two leading methods for the news agencies to make money: (1) revenues from 

advertisements, and (2) revenues from paid fees to access their web content [45, 50]. In 

the case of the advertisement model, agencies share attractive content containing links to 

their website via social media (or other channels) to help attract readers, who may see and 

follow links embedded in the advertisements. Some websites that share content online, 

such as YouTube, use a combination of these methods. Viewers without memberships 

receive advertisement, while members do not [29, 50].  
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The field of journalism has also changed due to the rise of fake news, misinformation, 

and disinformation online. In all cases, these terms relate to false or unproven 

information being spread as factual, and is often spread by individuals for their own gain 

whether it be social, political, or financial [56]. While misinformation is a major issue, 

our research first considers how visual attributes lead to increases in users believing the 

content more on Stories.  

One of the key factors that can decide the success of news media is the perceived 

credibility of the agency and its content [1, 39, 41, 44, 50]. News agencies try to 

maximize their perceived credibility by their readers/viewers to increase the likelihood of 

profit and success for their organization. Currently, many news agencies use technology 

to share their content despite the fact that print media tends to have higher credibility 

perceptions than its technological equivalents (dependent on the group examined) [51]. 

When agencies employ various ways of engaging with readers online such as through 

websites, social media posts, etc., it can raise the credibility perceptions of the news 

agency in general [50]. Many aesthetic factors can affect a reader’s perceived credibility 

of a news site, some of which include: the number of pictures, the presence of video 

content, the size of text, and many others [53]. It has also been shown in other research 

that when news sites adopt visual traits that are more common in tabloidization such as 

pictures with higher emotional valance, larger fonts, and less information, it can have 

negative impacts on credibility perceptions of a news site’s homepage [45]. While visual 
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design does play a key role in the credibility assessment of a news article through surface 

credibility (aesthetics-based credibility), both reputed (reputation-based credibility) and 

experienced (long-term exposure) credibility also have a large influence on the overall 

perceived credibility of a news article. This is due to the fact that readers may have heard 

information regarding a news agency from others (reputed credibility) or have their own 

predetermined preferences regarding the new agency (experienced credibility) [29].  

News and social networking sites (SNSs) are also closely related, since they have become 

one of the most common methods for people to get their news [19, 25, 43, 46].  Some 

factors on SNS posts that influence credibility include the number of likes, content of 

comments, and whether post was shared [24, 31, 43, 55]. On the other hand, Stories lack 

many of the prominent features of posts as well as having various other unique traits 

discussed in section 2.4. 

2.4 Social Media Stories 

On social media sites and apps, a Story can be described as a picture or video that appears 

on screen for approximately 10 seconds and in most cases, disappears after 24 hours. In 

some cases, when users pay for additional content, they can save the Story to their 

account for longer than 24 hours [13]. Snapchat has included Story content since 2013, 

and Instagram and Facebook began in 2016 [48, 57].  Across the three platforms, Stories 

act similarly, as all three are designed specifically for mobile apps (although visible 

through a web browser on any device) and allow for creative communication techniques 
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through using a combination of picture and video [13]. Frequently, Stories involve 

sharing images, videos, and text with others; however, the platforms also allow users to 

draw on images, share existing gifs and stickers, and play music. Even though Stories are 

most often 10 seconds long, they can also be combined into multiple slides or reels 

(referred to as slides throughout the rest of this work). This requires the viewer of the 

Story to tap through the slides to view the entire message shared allowing for longer 

Stories. One important distinction throughout this research relating the language used is 

that a Story is specifically referring to a social media Story whereas a news story is often 

referred to as a news article.  

News sites are beginning to use the Story (sharing pictures, animations, videos, title, and 

brief descriptions regarding news articles) to attract readers to their sites. These Stories 

can be clicked or swiped on to get a link to the news article on the agencies’ website. 

This process of sharing links can be thought of as like the idea of the Post or Tweet 

content shared on Facebook or Twitter, respectively. These too involve pictures, videos, 

title, and brief descriptions of news articles alongside a link. There has been much 

research on the traits that influence credibility perception when sharing news links on 

Facebook or Twitter and examples of these traits include clear writing, high definition 

images, and others [19, 24, 28, 43, 54, 55]. However, similar work has not been done in 

the Story context. 
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A Story has more artistic range to share a message in comparison to a regular post on 

social media as posts tend to include the exact same format every time with things like 

text, title, images/videos, and links being shared within the same layout in posts. Font is 

the same size and style, images/videos are shared at the same or similar sizes, and links 

can be found by tapping on the image of the article or in the text description across all 

posts on a given social media platform. This consistency allows for less variance in 

visceral credibility reactions considering the designs are very similar for each post [56]. 

On the other hand, Story designers start with an empty canvas, meaning that the main 

attributes that are consistent in posts can be removed, text has different font options and 

sizes, images and videos can be displayed differently, and links can be included by 

swiping up or tapping on specific things on screen. The other key difference between a 

post and a Story is the ability to include animation. Animation on various visual elements 

within a Story allows for much more creative designs that were not easily available with 

other social media tools. Text, images, clipart, and more can be animated for more 

distinct visual designs. This raises various questions about which visual attributes are the 

‘best’ for designing news Stories with high credibility perceptions.  
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3 Research Question Framing 

This thesis focusses on one main research question: Can and which visual attributes 

affect the credibility perceptions of news agencies’ social media Stories? To address this 

question we first needed to explore several components. These sub-questions are each 

addressed in their own studies. Their results are then combined and discussed in Chapter 

8. All the information gathered through answering four component research questions 

posed in this chapter combine to answer the main research question and, in some cases, 

the local research questions build on one another, chronologically. Some extra research 

questions are also posed to use the information gathered to shed light on other aspects of 

news Stories credibility. 

3.1 Component Research Questions 

In previous work comparing visual attributes of a medium (including news websites, 

mobile sites, social media, and video players), conditions often are determined 

beforehand in order to compare credibility judgements through a study/survey [12, 19, 

23, 35, 45, 53]. With Stories being a relatively new format, there is no previously 

determined visual-based categorization of Stories. Previous work has focused on 

Facebook posts and general websites have and provide us with a general methodology for 

characterizing the visual design of stories. This leads to the first Component Research 

Question (RQ1), which is examined in Chapter 4 and identifies common visual attributes 
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in news-based Stories. Research Question 1: “What are the common visual attributes of a 

news-based Story and how are they used in combination in different design layouts?” 

Using the results of a study on RQ1, the most used visual layouts in Stories were 

identified. They were then used for direct comparison. RQ2, addressed in Chapter 5, 

compares the common Story layouts to determine the visual attributes that work the best 

to raise credibility perceptions: Research Question 2: “Which of the commonly used 

design layouts is perceived as most credible when displayed with real news content?” 

The study described in Chapter 5 indicated which attributes were perceived as most 

credible based on real world news articles; however, the results here were not bias free. 

Using real world news articles means that viewers may have predetermined biases (AKA 

presumed credibility) that influence their credibility judgments. This shortcoming 

naturally led to a research question that was focused on removing the potential influence 

of presumed credibility, Research Question 3 (RQ3): “Which of commonly used design 

layouts is perceived most credible when considering their design alone, without real 

news content?” 

As mentioned in the related work, there exists visceral, behavioural, and reflective 

reactions that interact to lead to one united credibility perception about a subject. Thus far 

the component research questions have addressed visceral and reflective reactions 

together in Stories as participants are able to view a Story for longer than the 5 second 
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mark. None of the previous research questions addressed effects of the visual attributes 

mentioned in RQ1 on credibility judgements with only visceral reactions. The final 

component research question (RQ4) asks how the visual attributes of news Stories alter 

the credibility perceptions in a visceral study: Research Question 4: “Which of the 

commonly used design layouts are perceived as most credible when considering only 

visual aspects and rapid, visceral reactions?” While Stories tend to only exist for 10 

seconds or less, visceral reactions occur sooner (earlier than 3 seconds [5]) and, therefore, 

these  more immediate judgments of credibility need to be better understood. 

Behavioural reactions are ignored in this research as they are based on usability factors 

and this research is specifically looking at the visual designs of Stories. Future work 

could investigate behavioural reactions; however, Stories require minimal interaction 

from users and the interactions that do exist are consistent across Stories displayed on the 

same social networking sites as can be seen through brief analysis of Stories on SNSs.  

3.2 Additional Research Questions 

Other research questions are posed throughout this thesis are considered and discussed 

fully in Chapter 8. The additional research questions are addressed by considering the 

results across all studies, looking for patterns across credibility judgements. Additional 

Research Question 1 (ARQ1): “Which visual attributes improve the click through rates of 

news agencies’ Stories?” pertains to examining how click-through changes based on the 

visual attributes of the Stories:  
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For each Story shown to participants in all studies, they were asked to state how likely 

they would be to read the full article, which is used as a proxy for the potential real world 

clickthrough rate. ARQ2: “How do the credibility perceptions change through these 

studies based on various demographical differences of the viewer?” considers how the 

individual differences amongst participants and their experiences might have influenced 

their credibility ratings:  

When these studies first began, these questions started out as main research questions to 

be analyzed as a focus; however, results for these questions did not show results of great 

interest after the first survey study was performed. Due to this, these questions were set 

aside so it could be possible to focus more on the main research question and its 

component questions. 
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4 Study 1: Identifying Representative Design Layouts 

4.1 Introduction 

This chapter details an analysis of news agencies’ social media Stories that identifies 

their common visual aspects using a codebook approach – codebooks are used for finding 

patterns from observations. The identified visual aspects were combined in four design 

layouts that represent the most common ways that Stories are visually displayed based on 

real world news Stories. Due to the wide variety of visual attributes a Story can use (e.g., 

use of colors, fonts, images, videos, etc.), there are a high number of variations in the 

visual form a Story could take. While there does exist a wide variety, an initial cursory 

look at news Stories online shows that they seem to share  similar visual attributes such 

as having titles of the news article with similar styles, pictures from the article of similar 

size, abstract animations used to create visual interest, and multiple slides with transitions 

to segment information. Importantly, it has been shown in previous work that differences 

along such visual attributes (including layouts, picture placement, number of pictures, 

and many more) can significantly influence the credibility of news content [33, 40, 

53].However, very little work has been done to identify how such attributes affect 

credibility for Stories.  

The design layouts uncovered in this chapter are used throughout the rest of the thesis as 

conditions to better understand how the differences in these visual layouts can affect 

perceptions of credibility. This chapter begins by discussing the methodology used to 
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develop the design layouts followed by descriptions of the specific layouts that were 

identified, a follow-up validation study, brief discussion, future works, and conclusion.  

4.2 Methodology 

To begin developing design layouts, we first began by choosing five countries to search 

for news Stories. The five countries chosen for Story analysis were: Australia, Canada, 

India, the United Kingdom, and the United States. Two criteria were required for a 

country to be considered: (1) a large English-speaking population and (2) the country 

must be an option on Amazon Mechanical Turk in case any surveys were to be performed 

in future studies. The five countries with the largest English-speaking populations that 

met the criteria were selected. This also allowed for a somewhat diverse representation as 

it included countries from North America, Europe, Asia, and Australia which means 

information gathered is representative of various large English-speaking populations 

around the world.  

Next, a process began to find five news agencies from each country. The three criteria for 

a news agency to be selected were: (1) high popularity of the agency’s news sites (high 

popularity was determined using the site: [14] where the top 100 popular news sites from 

each of the five chosen countries could be found), (2) the news agency/site was written in 

English, and (3) Stories could be found on the agency’s Instagram or Snapchat that 

advertised links to their articles. From this, the top five ranked popular news agencies 

were selected from each country if they met the other 2 criteria as well. This allowed us 
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to represent a reasonable range of news Story styles across countries and news agencies. 

These Stories varied on presence of animation, number of slides, presence of a title, 

presence of a description of the article advertised, number of images, and several other 

traits. From here, a set of Stories could be captured to act as a Story set for analysis of 

common designs.  

Only one Story was pulled from each selected news agency as Stories from an individual 

agency on a SNS were visually similar as can be gleaned by viewing Stories on a 

platform. Snapchat was always checked first due to it being less frequently used by 

agencies to advertise news articles potentially due to Instagram/Facebook being more 

popular than Snapchat [42]. News agencies also tend to share the same Stories on 

Facebook and Instagram; however, Snapchat often has differently designed Stories even 

when the same news article was posted to a different platform. A full list of news 

agencies and the Stories chosen can be found in Appendix A. The chosen photo/video set 

used included 20 Stories with 4 from each of the mentioned countries. Of these 20 

Stories, 17 were pulled from Instagram and 3 were pulled from Snapchat. The imbalance 

here is again due to the rarity of Snapchat being used by popular news agencies.  

All of these Stories were then used in a qualitative codebook approach [30]. A codebook 

approach is used when recording observations and involves research team members 

viewing an entity and categorizing the observations utilizing the pre-made codes [9]. 

These pre-made codes are often developed through only brief observations of an entity to 
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document the important attributes (or codes) that should be recorded for study. Each code 

can have various types of data such as numbers, times, text, or other pre-defined 

categories (like colour, position, time, etc.) and after the codebook template is completed, 

these codes are filled in by observing the data/entity again (or in cases where data cannot 

be viewed again such as an unrecorded event, new data is observed). Once a wealth of 

data is amassed and all data has been coded, the research team can then analyze the data 

for patterns. This research uses a codebook as we were observing the real-world news 

Stories to find common patterns in their visual designs.  

As previously stated, when we used the codebook approach it involved two rounds of 

analysis of the Stories. In the first round, all Stories were analyzed for visual differences. 

If there existed an attribute that was not consistent across Stories, then the attribute (or 

code) was added to the book along with the potential classifications of that code. An 

example here would be a realization that Stories do not all have the same number of 

pictures; therefore, “Number of Pictures” would become a code with its classifications 

being the range of pictures contained in the various Stories of the set. Below is a table 

consisting of all the codes found after the first round of analysis using this technique. In 

the second round, each Story was viewed again and was assigned classifications for each 

code. While there is bias in the present study because only one coder was used, this is 

offset by the fact that the codes and classifications were assigned before this step. After 

all Stories were coded, a second round of code confirmation checking was performed in 
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case any mistakes were made during the first analysis. Figure 4.1 shows a list of codes 

identified. 
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Source Picture Border Animation 
Description 

Instagram/ 
Snapchat 

Logo Presence Video Presence 

Picture/Video Logo Slide Video Location 

# of Slides Logo Location Video Size 

Title Presence Description 
Presence 

Background 
Presence 

Title Location Description 
Slide 

Background 
Match Picture 

Title Slide Text Outline Contains Quote 

Screen Border Contains Link Percentage Text 

Border Design Link Command Percentage 
Picture/Video 

# of Pictures Link Location Post Sharing 

Size of Pictures Link Swipe/Tap Clickbait 
Question 

Pictures Slides Animation Slide Transition 

Figure 4.1. A list of all codes used to analyze the Story set. Any codes that are underlined and 

italicized were ignored. Those listed in bold were analyzed closely to make design layouts. For more 

information on codes and their definitions see Appendix C. 

Once the codebook process was complete, certain codes were removed based on two 

criteria. First, codes were removed if they were categorized as 95% or higher with the 
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same results (ex: the code “Contains Link?” was removed because at least 95% of all 

Stories were coded as “Yes”). Second, codes were removed if they specifically pertained 

to video content that was embedded in the Story. Video content was ignored because of 

the complexity that it would add to these studies and should be studied under a future 

work. After the cancelling step, 26 viable codes remained as a result. 

To use these codes to develop design layouts, the codes that were associated with the 

largest differences in the visual presentation of the Story and unique to Story content (in 

comparison to other ways of sharing information on social networking sites) were 

chosen. Three codes were chosen here: Number of Slides (also known as the number of 

Stories combined to make one overarching Story to promote a single news article), Size 

of Pictures, and Animation. The number of slides present in each Story has a high visual 

impact because multiple slide Stories require more time to watch, and give the designer 

more visual space to provide visual features (i.e., each slide can be visually distinct). 

Similarly, the size of pictures drastically changed the design of Stories because having an 

image that takes up 100% of the screen means there is less room for other visual elements 

and text must be overlayed. Finally, animation greatly changed the visual design of 

Stories as the designer can use animation to withhold information until a later point on 

the slide or to draw the viewer’s attention to something specific. Both animation and 

number of slides are unique to Stories in comparison to other ways of sharing information 

on social media such as a post. On the other hand, the size of pictures can be changed in 
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posts; however, the uniqueness of this code is in relation to the full screen picture option 

as posts cannot be displayed in full screen with overlayed text. While other visual aspect 

such as amount of text shown on screen could have been chosen as well, we felt as 

though the three chosen were large visual differences and were unique to Story content as 

an aspect like amount of text displayed on a website or post has been researched in 

previous work [19, 53]. The other 23 codes and their descriptions can be found in 

Appendix C.  

Once these three codes were chosen, the Story set could be broken up based on divisions 

(Number of Slides, Size of Picture, and Animation) into categorizations as can be seen in 

Figure 4.2. Multiple Slide Stories were all the Stories that were more than one slide and 

were analyzed for common patterns. Dynamic Stories were all the Stories that were 

animated and had only one slide. Static Stories and Smaller Picture Stories were all the 

stories that were not animated, had one slide, and either had a picture that did not take up 

the entire area of the Story (for Static) or did take up the entire area of the Story (for 

Smaller Picture). With these categorizations, tables were created for each set of Stories 

for each categorization (four tables in total). Importantly, some Stories existed in multiple 

tables due to the categorization, such as if a Story had multiple slides but also was 

animated. For each table, the codes that were non-categorization codes and non-removed 

codes were analyzed, and the most frequent classification was chosen for each. In cases 

where there was a tie, the more visually simplistic classification was chosen, for example: 
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types of slide transition, the simplest slide transition was chosen as it was the easier 

option to implement. The result was four design layouts with the most common 

classifications (meaning the most frequent classification of the available options) for each 

visual attribute. More detail regarding the design layouts can be found in the results 

section. For a full table of the commonalities that the categorizations shared, see 

Appendix D. 
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Figure 4.2. A graphical representation of the splitting process based on the codes that caused the 

greatest visual differences in Stories. Stories could and likely would be included in more than one 

category. 

4.3 Results 

Once all the categorization steps were completed, four design layouts were identified for 

future analysis.  

Number of Slides 

Animation 

Size of Picture 

Multiple Slide 
Stories 

Dynamic 
Stories 

Smaller Picture 
Stories 

>1 

Yes 

<100% 

Static Stories 

No 
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4.3.1 Smaller Picture 

The Smaller Picture design layout is one of the two most visually simplistic of the four 

design layouts uncovered. This design layout is based on Stories that have pictures that 

do not take up the entire screen space leaving room for other attributes as shown in 

Figure 4.3.  These pictures were classified as taking up one third of the available screen 

space. They also have the patterns of a lack of animation, a headline, and a brief 

description of the article. In this design layout, the text and the picture do not overlap. 

Often, the picture and brief description are pulled directly from the news article. Stories 

that fit into this category also have a background colour that is either connected to the 

colours of the news agency or somehow connected to the colour scheme of the picture. A 

total of 10 of the 20 Stories in the Story set were categorized as a Smaller Picture Story. 

Figure 4.3 contains some of the Stories that fit into this design layout. 
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Figure 4.3. Three Stories from the base Story set that represented the Smaller Picture Story design 

layout pulled from social media accounts. Designed from news articles found in Appendix G: Article 

List: Article 1 (Left), Article 5 (Centre), and Article 2 (Right). 

4.3.2 Static 

The Static design layout is the second of the two most simplistic designs and is based on 

Stories without animation in Figure 4.2. Compared to the Smaller Picture Stories, Static 

Stories tend to have less text on screen as well as an image that takes up the entire screen. 

In this design, text is shown to overlap the picture without banners behind the text (many 

Stories that fit into this categorization did have banners behind text; however, no banner 

was more common). Static Stories were also classified as only having the headline of the 

news article and no other text. This design layout also only includes one slide. A total of 
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9 of the 20 Stories in the Story set were categorized as a Static Story. Figure 4.4 contains 

some of the Stories that fit into this design layout. 

   

Figure 4.4. Three Stories from the base Story set that represented the Static Story design layout 

pulled from social media accounts. Designed from news articles found in Error! Reference source not 

found.: Article 6 (Left), Article 7 (Centre), and Article 3 (Right). 

4.3.3 Dynamic 

The Dynamic design layout represents all Stories that contain any form of animation. 

Most frequently, animation was related to the text with the text most frequently sliding in 

from the left of the screen to the center with each sentence or block of text sliding in 

separately which gives the viewers time to read each part. Sometimes, the pictures 

themselves were animated for them to pan or zoom in on a point of interest; however, this 
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was not the classified attribute. While this design layout is similar to the Static design 

layout but with animation, analysis of the codes in this categorization showed two more 

major differences with Dynamic Stories having a news logo in the upper righthand corner 

and having both title and description text.  A total of 9 of the 20 Stories in the Story set 

were categorized as a Dynamic Story. Figure 4.5 contains some of the Stories that fit into 

this design layout. 
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Figure 4.5. Two Stories from the base Story set that represented the Dynamic Story design layout. 

The images without text involve what the viewer sees when they first tap on the Story while the 

images with text are what the viewers sees after all content has been shown on screen. Designed from 

news articles found in Appendix G: Article List: Article 8 (Top) and Article 11 (Bottom). 
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4.3.4 Multiple Slide 

The Multiple Slide design layout was based on Stories with more than one slide as 

described in Figure 4.2 and can be identified as any Stories that take up multiple slides to 

link to the same news article. Due to there being more screen space to show information 

on, this design layout is the most complicated and involved many of the visual attributes 

previously discussed such as animation, logos, text, and more. Within the Story set and 

shown by the codebook, the most common number of slides in this category was three; 

however, there was a range from two to five. Most frequently based on the codebook, the 

first slides of this design layout resembled a combination of Dynamic and Static design 

layouts with an animated text, but with animation on the picture and only the title of the 

article on the first slide. The codebook also classified these Stories has having 

animations. Panning of the pictures occurred from in a left to right motion, as a form of 

animation that was frequently found in the original Story set.  Next, the second slide 

resembled the Smaller Picture design layout as the second slides involved a smaller 

picture and text, but also involved some type of animation and a logo. On the second 

slide, the animation was most frequently constrained to the background and involved 

things like lines being drawn, shapes panning, or many other options. The final slide 

follows the same pattern as the first slide, but with different content.  

The text in Multiple Slide Stories often started with the title of the article on the first slide 

followed by the description broken up across the next two slides with the final slide 
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urging the viewer to read more on their website. A final new visual attribute in this 

design layout is the involvement of text in the bottom righthand corner on the first and 

second slides to encourage the user to tap to see more of the Story. This was common 

across the Stories within this categorization. A total of 6 of the 20 Stories in the Story set 

were categorized as a Multiple Slide Story. Overall, this design layout was the most 

common on Snapchat from the observations made upon this Story set. Figure 4.6 contains 

a Story that fits into this design layout. 
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Figure 4.6. One Story from the base Story set that represented the Multiple Slide Story design 

layout. The four images were taken at the beginning and end of the slides. This Story was a two 

slide Story. Pulled from social media account. Designed based on Article 4 as seen in Appendix G: 

Article List. 
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4.4 Follow-Up 

A follow-up analysis was performed to validate the commonality of the four-Story design 

layouts. Thirty more Stories were pulled from Instagram and six more Stories were pulled 

from Snapchat to make up a validation Story set. All these Stories were pulled from 

different news agencies and there was no overlap between the agencies chosen in the 

original set and the validation set. These Stories were again pulled mostly from the five 

countries previously discussed following the same selection steps as described in section 

4.2; however, more than five news agencies were selected from each country and every 

news agency was searched for on each list. From this follow-up study, the following 

results were found: Smaller Picture (18), Static (19), Dynamic (17), and Multiple Slide 

(9). The various visual attributes of these new Stories met the criteria for at least one 

design layout described in section 4.3. This provides confidence that the design layouts 

were general representations of the current visual designs being used by news agencies to 

advertise news articles through Stories. 

4.5 Discussion  

These Story design layouts were developed to have conditions to compare credibility in 

the next chapters of this thesis that were representative of real-world news Stories. Many 

generalizations were made to compress the different creative styles into meaningful 

categorizations of design layouts. Nevertheless, the codebook approach [30] was used to 

remove some biases from the coder of these Stories and, therefore, the design layouts are 
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representative of the real-world design layouts used by news agencies for Stories. The 

follow-up study further demonstrated the real-world validity, as many other Stories could 

be categorized into these design layouts. Despite the wide range of creativity allowed in 

Stories, the creativity is still confined to the limitations of the technology and screen 

space available. No news Stories appeared overly crowded or had attributes that made it 

difficult to assign a design layout to them.  

When comparing our categorization techniques for grouping Story design trends into 

generalized design layouts to the way that dependent variables/conditions were chosen in 

social media post/tweet studies, they are quite similar. In studies that specifically looked 

at user credibility perceptions of news-related posts/tweets, generalizations were made as 

well to conduct the credibility studies [19, 28, 31, 43, 54]. For example, in [31], the 

research team grouped together profile pictures into three generalized categories based on 

the content in the picture to compare them more easily. This is like our work in two ways 

as (1) we grouped together Stories into design layouts and (2) we generalized different 

visual aspects of Stories such as the exact locations of images and text as well as the 

animation styles used. 

4.6 Future Work 

One area of future work here would be to have more Stories for the original Story set. 

While we believe that the design layouts were representative, including more Stories 

could allow for the design layouts have minor changes (i.e., placements of texts or style 
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of animation) for more representative design layouts. A team of code categorizers could 

also be used to have better coded the Stories and therefore have less biased design 

layouts. Another limitation of this work is the selection of the three codes used for 

splitting the Story data to create design layouts. If more or additional codes were chosen, 

more design layouts could be added to improve the resolution in layout variability. A 

design layout could have been added to include static multiple slide Stories since many of 

the multiple slide Stories lacked any animation. This study is only a first step into 

categorizing visual layouts as there has not been any previous work done like this to 

categorize Stories. These design layouts could be used in various future studies and 

contexts.  

A different but related area of future work could relate to machine learning and computer 

vision. It could be possible to take the Story and dataset developed here, add to it, and use 

it for a machine learning approach combined with computer vision to automatically 

detect the design layout of a Story. If credibility judgements were assigned to each of 

these Stories, a machine learning approach could also be used to automatically detect 

credibility of these designs with some accuracy. Computer vision could also be used to 

detect and categorize the various codes used in the codebook approach which could also 

assist in less bias in the results.  
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4.7 Conclusion 

The main contribution of this study was the four-Story design layouts that can be used to 

categorize news Stories commonly found online. To develop design layouts, a Story set 

of 20 Stories from various news agencies was collected as well as a second Story set of 

36 (all Stories available to us using our selection process) used to validate results. Design 

layouts were possible due to a codebook approach as well as splitting the Story set based 

on the codes that caused the largest visual differences in the presentation of the Stories. 

These design layouts play a major role throughout the next three chapters of this thesis 

due to them being conditions within an independent variable across all other studies to 

compare credibility ratings and pinpoint which visual design elements are perceived as 

more credible by users.   
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5 Study 2: First Credibility Comparison 

5.1 Introduction 

This chapter discusses the first experiment performed comparing credibility judgements 

across Story design layouts. The study uses the four design layouts described in the 

previous chapter and displays them with real news Story content to compare for 

credibility. These design layouts are then compared to a baseline known as the Post 

design layout which is based on the typical appearance of Facebook posts and Twitter 

tweets. A survey was distributed to 100 participants with each assigning credibility 

ratings to 20 Stories/Posts to calculate credibility. This study examined: “Which of the 

commonly used design layouts is perceived as most credible when considering their 

design alone, without real news content?” and it sheds light on the main research 

question through examining real news content. In this study, like other work, we first 

examine the more realistic scenario where participants have real news content and are not 

constrained in the amount of time they must view and reflect on the layout. The 

organization of this chapter is the same as the previous chapter with methodology, 

results, discussion, limitations/future work, and conclusion all covered.  
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5.2 Methodology 

5.2.1 Design Layout Operationalism  

To use the four design layouts that resulted from the previous study, we created a 

template for each design layout that could be used to display news articles for comparing 

credibility ratings. These design layouts are based on the codebook approach and the 

classifications defined for each design layout in section 4.3. Details regarding how each 

design layout was developed can be found in the following five sections.  

5.2.2 Smaller Picture Stories 

To represent the Smaller Picture layout, Stories here were displayed with a picture in the 

top-center of the screen with the title and description underneath the picture. The 

background colour here is chosen by the predominant colour of the picture; however, if 

the background colour was lighter than 100, 100, 100 (RGB), then 100 would be added to 

each colour to create a darker shade of the colour, which should ensure legibility of the 

text. Finally, the bottom of the screen urges the reader to swipe up to see the full article. 

For all design layouts that only require one picture, the picture displayed first and most 

prominently in the article was the one chosen. Example seen in Figure 5.1. 
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Figure 5.1. An example of a Story displayed in the Smaller Picture layout. Designed based on 

article 10 as seen in Appendix G: Article List. 

5.2.3 Static Stories 

The Static Stories take many of the same elements as the previously described Smaller 

Pictures Stories, but with the description removed and the picture being enlarged to fit the 

full screen. Pictures were moved around in the background to ensure that the viewer 

would be able to see the focus of the picture such as a person’s face considering the 

images were of horizontal proportions and the mobile Stories required the image to fill a 

vertical proportion. If this had not been done, some pictures would appear too far to the 
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left or right and it would be difficult for viewers to see important content. Example seen 

in Figure 5.2. 

 

Figure 5.2. An example of a news article displayed the Static design layout. Designed based on article 

10 as seen in Appendix G: Article List. 

5.2.4 Dynamic Stories 

Dynamic Stories have the same textual content as Smaller Picture Stories (title and 

description of article); however, they have a picture that fills the entire screen and a news 

logo. A generic news logo was created, and this same logo was used on all Story design 

layouts that required a news logo. This study attempts to remove any reputed and 
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experienced credibility as the developed news Stories and posts all lack any obvious way 

to link the news article back to the new agency. The title text slides in from the left after 1 

second and the description slides in to view at approximately 5 second. Overall, the 

videos lasted around 10 seconds for this design layout. Example shown in Figure 5.3. 

 

  

Figure 5.3. An example of a Story displayed using the Dynamic layout. The first image shows the 

Story when first displayed and the second image represents the Story after everything has been 

displayed on screen. Designed based on Article 10 as seen in Appendix G: Article List. 
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5.2.5 Multiple Slide Stories 

Multiple Slide Stories are a combination of all previous visual aspects discussed in this 

chapter; however, these aspects are spread across three slides rather than the one slide 

used for all previous design layouts. Three pictures are used for these Stories with there 

being one on each slide. The first slide is the same as the Dynamic layout, but without the 

description text, the “See More”, and the news logo. Other changes include a panning 

background picture, the title text has been moved closer to the bottom, and the “More” 

button has been added to the bottom right-hand corner. For the second slide, the dominant 

colour of the picture is added to the background with an animated colour circle floating 

from the upper left-hand corner to the bottom right-hand corner. The colour of the 

background circle was the colour of the background, but lighter. Here, the second picture 

is displayed in the bottom-center of the screen with the first half of the article’s 

description as well as a “More” button and a generic news logo. The final slide is the 

same as the first slide; however, the second half of the description is displayed and a 

different image is used, and the “More” button is replaced with the “See More” prompt at 

the bottom-center of the screen. For the first slide, the text appeared at approximately 5 

seconds and the “More” button appeared after approximately 7 seconds. In the second 

slide, text slid in after approximately 3 seconds and the “More” button appeared just after 

5 seconds. Finally, in the last slide, the text slid in again at about 5 seconds. Overall, 



 

 

50 

 

Stories in this design layout were 30 seconds long plus or minus couple seconds based on 

the trimming of the recording. Example shown in Figure 5.4. 
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Figure 5.4. An example of a news article that is displayed the Multiple Slide design layout. The first 

image in each pair shows the slide when it first appears, and the second image represents the slide 

once everything has been shown on screen. Designed based on article 10 as seen in Appendix G: 

Article List. 
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5.2.6 Post 

Along with the four design layouts, a fifth design layout based on a typical Facebook post 

or Twitter post was implemented as a basis of comparison for this and future studies. In 

this design layout, most of the visual attributes displayed with a logo, description, picture, 

and title. The new design elements included are to further mimic the popular post styles 

with a blue verification check, the name of the page, news website, and more. Everything 

pertaining to the news agency used a fictitious generic name, which was used across all 

post Stories. Finally, the colour scheme chosen is used to match the “light theme” 

versions of the social media pages rather than the “dark theme”. Examples can be found 

in Figure 5.5. 
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Figure 5.5. An example of an actual news post on Facebook (left) in comparison to a news article 

displayed using the Post design layout from the study. Our Story (right) is designed based on Article 

10 as seen in Appendix G: Article List. The left post is designed based on Article 9. 

 

5.2.7 Collection of Story Stimulus  

A news agency was selected from each of the five countries selected for analysis in the 

previous chapter (Australia, Canada, India, United Kingdom, and United States). Popular 

English news sites (popularity once again based on [14]) were selected from each 

country. From these sites, four articles were selected from each to make a total of 20 

news articles that were scraped for their images, titles, and descriptions. Articles were 

selected with special consideration to avoid controversial topics such as politics, religion, 
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and others considering these strong opinions could cause participants in the study to 

blindly believe or not believe articles based more on their opinions rather than their visual 

attributes. These 20 articles were then converted into each of the five design layouts by 

developing a simple program (Smaller Picture, Static, Dynamic, Multiple Slide, and 

Post). In rare cases within the conversion process, slight changes needed to happen to 

some articles as either there was not a substantial description, there were not enough 

images, or other areas of lacking content. Due to this, gaps were filled in by either 

creating a description of the article after reading it or finding a similar article on a 

different website to add in more images. Once all the content was gathered for the design 

layouts, five versions of each article were developed. 

5.2.8 Apparatus 

Two systems were developed for performing this study. First, a system was developed to 

make it easier to create all the Story design layouts. The system was developed using 

Processing (processing.org) and would take a picture, text, and other traits of an actual 

news article from an Excel worksheet to display in a design layout. Screenshots or videos 

were then taken for each of the news articles in unique design layouts. Stories/Posts were 

10 to 30 seconds in length. Second, a website was developed using JavaScript to display 

the pictures/videos to participants. The system would display only the Story/post for 5 to 

30 seconds before displaying survey questions and prompting the user to answer them. 

Participants would access the website via Amazon Mechanical Turk (participants and 
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procedure are describe in more detail below). All the data was recorded within the 

website’s database and could only be accessed by the research team. All Stories were 

displayed in 375x667 pixel or equivalent size for consistency and to mimic the 

size/display ratio of a typical cellphone. For Stories with no animation, still images were 

captured whereas for the animated Stories short video clips were taken. More detail about 

each design layout can be found in the preceding sections. 

5.2.9 Participants 

Mechanical Turk was used to recruit 122 participants. Mechanical Turk is an online 

service that brokers workers (i.e., those looking to do tasks, including experiments, in 

exchange for payment) with requesters (i.e., those who are looking to have small tasks 

completed). All participants were recruited from the United States due to having a large 

participant pool and to keep our participant sample relatively homogeneous for this initial 

study. These participants were also required to have at least 500 successful MTurk tasks 

completed with an approval rating of 90% or higher to lower the possibility of bad 

contributions. Out of these 122 participants, 22 were removed from analysis because they 

did not meet one of or both of the following criteria for analysis: (1) Participants were 

required to give credibility ratings with a standard deviation of greater than or equal to 6 

(ratings were on a scale of 100). This was a means to filter people who either did not 

move the slider or always moved to the slider to the same location (e.g., rating 100 for all 

questions). (2) Participants were required to fill in a text field regarding the reasoning 



 

 

56 

 

why they gave each rating they did. If a participant answered these questions in a way 

that demonstrated low effort, they were removed from the study as it implied that they 

were not paying enough attention to have useful credibility ratings. Examples of low 

effort answers would include duplicating the same textual response for every rating or 

incoherent/random text. 

Of the 100 qualifying participants, 46 identified as female, 53 identified as male, and 1 

identified as “other/non-disclosing”. Of these participants, 76% stated that they had an 

education level of college/undergraduate degree or higher and only 4% stated that they 

only had a high school diploma. The participants also had an age range from 20s to 80s 

with 33% of participants being 30-39, 27% from 20-29, and 18% being over the age of 

50. 37% of participants stated that they view Story content on social media every day, 

35% a few times a week, and only 10% stated that they rarely or never view Story 

content. In terms of news viewing in general, 61% view/read the news every day, 22% 

view/read the news a few times a week, and only a small percentage of 9% stated that 

they viewed/read the news less than once a week. 

5.2.10 Procedure 

To compare credibility across design layouts, a custom website-based survey was 

developed and linked through Mechanical Turk. The survey begins with describing the 

study procedure to participants and asking them for their informed consent. REB consent 

forms for the study can be found filed under 2020-085 at the University of New 
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Brunswick (All other studies performed during this thesis are under the same REB). 

Participants were then given instructions stating that they would be shown a Story and 

then answer six questions regarding each Story (see Figure 5.6), one Story at a time. The 

questions solicited individual ratings on a scale of 1-100 on the following four 

dimensions of credibility for each Story: believability, trustworthy, expert, and 

professionalism. These dimensions were taken from previous work [1, 16, 28, 37, 45], 

and the mean was calculated before analysis to create a single credibility score (following 

the procedure in [45]). Additional questions were the likelihood of clicking through to 

read more of the article (1 to 100), and a free-text response for a justification on the 

ratings provided.  
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Figure 5.6. A screenshot of a Story and the five scale questions administered. 
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Layouts were presented following a Latin square ordering, with individual stories in each 

four-Story layout block randomly selected from the pool of 20 stories. Each participant 

was assigned to one of the orders conditions to balance the number of participants in each 

ordering group. For each Story/Post shown, the participant would have to wait for either 

10 seconds or the video to play once in its entirety and then would be asked to rate their 

trustworthiness, expertise, believability, professionalism, and the likelihood they would 

swipe to read the full article. They were also asked to type in a brief description regarding 

the reasoning as to why they gave the specific ratings. While the data from their 

reasoning was analyzed, the question also served the purpose to check if participants 

were paying attention to the questions and answering appropriately as mentioned 

previously. The survey concluded by asking if participants had any final comments. 

Overall, the survey required around 20 minutes to complete. Additional screenshots of 

the survey can be found in Appendix F. 

5.2.11 Design and Data Analysis 

The study was a within-subject design. The independent variable was the design layout 

with 5 conditions: Static, Dynamic, Multiple Slide, Smaller Pictures, and Post. The 

dependent variables included subjective ratings of credibility and click through 

likelihood.  We also collected free text responses describing the reasoning behind 

credibility ratings. Overall, there was a total of 100 participants x 20 articles 

viewed/participant = 2000 credibility ratings and reasonings. 
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All data recorded in this study were captured by the survey website and analysed using 

JASP version 0.14.1. For comparing credibility ratings and read more ratings, Friedman’s 

tests were performed on subjective response data. Post-hoc comparisons were performed 

on the data using a Conover test, which is a procedure used for finding Bonferroni p-

values of non-parametric data. Text results were analyzed to identify concerns described 

in more detail with the results. Demographics data was explored for potential patterns in 

the subjective rating data using ANOVA tests. 

5.3 Results 

The following results section discusses the statistical analysis of study results across the 

100 participants, as well as a brief exploration across participant demographic groups 

looking for patterns.  

5.3.1 Credibility Ratings 

We found that participants rated the credibility of Stories differently across the five 

layout conditions (c24=41.017, p<.001); see Figure 5.7. Ratings suggested that Post was 

perceived the most credible, followed by Multiple, Smaller, Dynamic, and Static. 

Conover post hoc tests showed that Post was rated significantly more credible than 

Dynamic (p<.05), Smaller (p<.05), and Static (p<.001), and that Multiple was rated 

significantly more credible than Static (p<.001).  
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Figure 5.7. Mean credibility ratings by design layout. 

Stories that contained animations (Dynamic and Multiple Slide) were also compared to 

those without (Static and Smaller), and compared to the baseline Post, which revealed a 

strong statistical difference (c22=29.088, p<.001); see Figure 5.8. Conover tests indicated 

that non-animated stories had significantly lower credibility than Post (p<.001). 

Animated Stories also had significantly higher credibility than non-Animated (p<.01). 

The difference between Post and animated stories was not significant. 
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Figure 5.8. Mean credibility ratings for design layouts that were/were not animated and Post. 

Furthermore, we compared Stories that were information rich (Dynamic, Smaller, and 

Multiple Slide) compared to those with less information (Static), and to the baseline Post 

(see Figure 5.9). Again, there were significant differences (c22=45.596, p<.001). Post was 

rated as significantly more credible than both the information-rich Stories (p<.005) and 

Static (i.e., less information) (p<.001). In this case, information-rich Stories also 

performed significantly better than Static, which has less information (p<.005). 
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Figure 5.9. Mean credibility ratings for design layouts that were Information Rich, had Low 

Information and Post. 

5.3.2 Credibility Ratings Reasoning 

A qualitative analysis regarding the reasoning why participants gave specific credibility 

ratings was also performed based on the short answers given. The qualitative data was 

broken into three categories to analyze significant data. Qualitative results that were 

accompanied with a credibility rating of higher than 70% were analyzed for positive 

comments whereas results that were accompanied with a credibility rating of lower than 
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30% were analyzed for negative comments. Low Static ratings sometimes mentioned 

blurry images as the main reason for low ratings even though the images were the same 

quality across all design layouts. Perhaps this is because Static had fewer visual elements 

on screen, and it allowed participants to pay more attention to the background image. 

Images were pulled directly from the news websites and so they also may be referring to 

a small subset of Stories designed around one or more articles. All low ratings for design 

layouts except Post mentioned an unprofessional layout due to inclusion of animation, 

images, text, or others as a reason for giving low ratings. Finally, for the Dynamic and 

Multiple low ratings, participants commented on their dislike of the animation. In 

contrast, the high ratings around Dynamic and Multiple commented on how they liked 

the animation. For high Post ratings, participants commented on how they liked the 

layout, its simplicity, and its familiarity. Simplicity was also mentioned by participants in 

the high Smaller Picture design layout ratings. No themes were mentioned by more than 

one participant and therefore none were pulled from low Post ratings or high Static 

ratings as there were few negative Post ratings or high Static ratings and the ones that did 

exist did not share complaints.   

5.3.3 Cross Demographics Credibility Ratings 

The demographic data crossed with credibility and design layouts was not rigorously 

analyzed for statistical differences due to the study not having a good balance of 

participants representing different groups of individuals. That said, ANOVAs comparing 
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credibility ratings of those that represented different demographics groups showed very 

few combinations of significance. After removing two participants that stated that they 

were not sure what a Story was, the analysis comparing credibility ratings across Story 

viewing frequency showed that Story viewing frequency influenced general credibility 

ratings (F5,92=3.928, p<.01). Those who were everyday viewers of Story content were 

more likely to perceive the design layouts (including Post) more credible than those who 

rarely or never view Stories (p<.005). When simply analyzing the credibility means of 

credibility grouped by Story viewing frequency, results show a gradual decrease as Story 

viewing frequency decreases. Comparisons based on gender, culture, and all other 

demographic data not mentioned did not show any statistical differences that were not in-

line with the previously discussed results. 

5.3.4 Ratings of “Click-Through to Read More”  

Participants were asked to give a rating of 0-100 regarding “How likely would you be to 

click/swipe to read more about the Story?” There was an effect of layout on the 

likelihood of clicking through (c2=16.748, p<.005). This effect can be attributed to the 

significant difference between Post and Static, participants were significantly more likely 

to read more if viewing a Story in the Post design layout compared to Static (p<.001). 

Other than this, no significant results were shown. 
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5.3.5 Potential Confounds 

Mentioning the logo as a potential confounding variable in our design is important as 

participants frequently brought it up in their reasoning answers. The generic logo made 

for some of the design layouts was chosen because a recognizable logo could elicit biased 

and different reactions. A recognizable logo could cause participants to base their 

credibility assessment on the news agency rather than the design of the Story itself (e.g., 

supporting or rejecting a news content exclusively based on it being from Fox News).  

For the topics of articles in this study, polarizing topics such as politics, abortion, 

religion, or others were avoided to minimize the likelihood that a polarizing topic would 

influence ratings. However, our study design did not allow us to understand whether our 

topic selection was effective as there may have been topics included that were perceived 

as controversial by participants. Incorporating those polarizing topics could make 

participants give high ratings to Stories simply because they agree with them rather than 

based on the credibility of the post based on experienced credibility and not surface 

credibility.  

5.4 Discussion 

5.4.1 Credibility Ratings 

Overall, the results showing that Post was rated significantly more credible than other 

layouts suggest that the Story layouts due to the fundamental visual differences between 
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these formats. While Story layouts might be eye-catching with their large images and 

stylized graphics and fonts, this may come at the cost of perceived credibility. Many 

participants commented on how the traditional Post layout (which is not a Story layout) 

appeared simplistic and more natural. Further, Post may have been rated more credible 

due to familiarity. Post layouts are still the most common means on Facebook and 

Twitter to distribute news links [25]. Story-based content is less familiar to participants 

because it is relatively new by comparison.  

When considering just the Story layouts (i.e., not including the baseline Post), animation 

seemed to be a key to higher credibility ratings.  Stories with animation (Dynamic and 

Multiple Slides) were rated significantly higher than those without animations (Smaller 

and Static). Many participants were under the impression that the animations were 

indicative of the quality of the content. 30 of the 100 participants stated in the open 

response questions that animation was a key factor in determining their credibility 

judgement. Of these 30, 19 showed that animation positively influenced their credibility 

ratings by either directly stating its positive influence or having high credibility ratings in 

comparison to their average credibility rating. On the other hand, only 11 participants 

stated animation negatively impact their credibility ratings or had lower credibility 

ratings than their average rating. People associated the graphics, which they felt were 

somewhat engaging, to mean that the Story design seemed more credible. This is in line 

with previous trends showing users of technology that they find visually/aesthetically 
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pleasing technology to be more credible [5, 16, 35, 36, 40, 41]. Another reason that 

animated layouts could have performed better could be due to the illusion of more 

information. Since non-Animated design layouts show all the information on screen upon 

loading and participants do not need to wait to view all the information, it may seem like 

there is more information in them in comparison to a design layout like Smaller. Less 

information given leads to people having a harder time determining a credibility 

judgement [55]. While more information could have been added to the Static design 

layout, it would no longer represent the design layouts developed in our initial qualitative 

study. In this study we aimed to accurately represent and compare the design layouts that 

currently exist, which resulted in the design of the Static layout. Future work might 

consider the role of the quantity of content (or the perceived quantity of content) on 

credibility perception. Despite the overall effect of animation leading to higher perceived 

credibility, it seemed that for some participants it lowered credibility because they felt it 

was not professional. The text responses did not reveal exactly what was 

“unprofessional” about the layout, but it could be that that some people found the 

graphical embellishments may have been too whimsical for the serious nature of the 

content. 

Static was ranked lower in credibility in comparison to other layouts (significantly lower 

than Post and Multiple Slide).  As discussed, this could be due to this design layout 

having much less information than the other design layouts as shown in the Information 
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comparison performed in section 5.3.1. The other four design layouts all had the same 

amount of information, but the way the information was displayed varied. Static Stories 

had some complaints regarding “blurry images”; however, these images were the same 

ones and at the same resolution/size as Dynamic. As stated previously, all images were 

pulled from real news articles and, therefore, if there had been any discrepancies 

regarding the resolution of images, it would be due to the agency. It is important to note, 

though, that the same images were used for all design layouts developed around the same 

article. Despite this, in the qualitative data for Dynamic, there were fewer complaints 

about image quality. This could be due to Dynamic having moving parts that drew the 

eye to something other than the image in the background. These comments regarding 

Static’s “blurry images” could be since there were less things on screen to draw the eye 

away from the background image. 

5.4.2 Reasons for Perception Differences across Demographic Groups  

Because previous studies have shown significant differences between user traits such as 

gender, culture, and others [28, 42], as a secondary analysis, we were interested in 

whether there might be differences in credibility ratings across demographic groups. 

While there was a lack of significance between much of the demographic data gathered, 

there were some demographical groups that were underrepresented/unbalanced which 

could lead to the lack of significance. To fully study how user traits, affect credibility, a 

further study would be required to recruit more and balanced diverse groups which would 
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allow us to study if those trends are similar for Story content as studies performed in the 

past. As described in the results, we observed only one difference between different 

groups which was related to the frequency of which the participants viewed Story 

content. These results are likely due to the familiarity with Stories experienced by 

participants who view Story content frequently. 

5.4.3 Click-Through to Read More 

The click-through to read more results were significant due to the large difference 

between the means of the Post and Static design layouts. People were more likely to read 

more of an article if it were shown to them in the Post design layout. This is likely due to 

the familiarity of the Post design layout as mentioned by many participants as it was 

perceived more like a credible link to a news article. Interestingly, the Post and Static 

difference in credibility was also one of the strongest differences so it makes sense that 

the same relation is occurring here. 

5.5 Limitations and Future Work 

One limitation of this study involves using our own fabricated Stories rather than the 

Stories news agencies created themselves to compare to their posts. While it would have 

been best to use posts and Stories directly from the social media accounts, it was difficult 

to find the matching post and the Story pair because not all news agencies frequently post 

news as both posts and Stories at the same time and further complicated due to Stories, in 
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most cases, disappearing after 24 hours. This made it difficult to find the matching 

Stories that correspond to Posts. Along with this, the news content would only be 

displayed in one Story design layout (as designed by the news agency) and by pulling 

actual Stories, we would not be able to compare the same news content in different 

design layouts without operationalizing our own design layouts. A future study could 

specifically research a credibility comparison between posts and Stories pulled directly 

from a news agencies’ sites regarding the same news article. 

Future work could also compare more visual attributes that were not included in this 

study to better pinpoint which attributes increase viewer credibility perceptions of 

Stories. Variables like font style, font-size, animation styles used, graphical art, style of 

logos, and more could all be analysed more closely. This research is a first step into 

studying Story-based content credibility and, therefore, many future studies could follow.  

Another comment here regarding potential limitations in this study is the fact that all the 

articles used are likely true articles from credible news agencies. It is unknown how 

results from this study could vary if Stories shown were based on articles that were likely 

false. 

A final important limitation is due to the content of the Stories. Despite news articles with 

controversial topics such as politics and religion being ignored during the gathering of 

articles for Story/post content, as was discussed in Chapter 2, there are various biases that 
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can sway credibility judgements and it is unknown if these biases were appropriately 

removed. One such bias could involve participants viewing the articles or similar articles 

before performing this study. These biases could have impacted the overall judgements in 

this study due to their impact on presumed credibility and therefore the credibility 

assessment overall. In these studies, we are specifically focussing on visual design of 

Stories (surface credibility). This limitation led to the next two studies performed in the 

following chapters.   

5.6 Conclusion 

This study attempted to be the first to research Story-based credibility. Similar credibility 

work has been done in the past for several different fields, but to our knowledge, none 

have actively investigated Story content which is a growing way for people to 

communicate with others on social media sites. Results showed that participants thought 

that Static design layout Stories were less credible stating issues with the quality of 

images, unprofessionalism, and due to the little information shown. Post-style performed 

consistently the “best” due to its familiarity since it was based off Facebook/Twitter 

which people tend to be more familiar with. Analysis also showed that the design layouts 

that contained animation had significantly higher credibility ratings than the two Story 

designs that did not contain animation despite the polarization of animation.  With these 

findings, recommendations to those developing news Stories can be given such as 

developing Stories to match the style of the higher rated design layouts, using animation 



 

 

73 

 

properly, and overall having pleasing aesthetics. We hope that these recommendations 

will be helpful to increase readers’ perceptions of credibility in the future for those 

wishing to share articles via Story-based content. 
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6 Study 3: Non-Biased Reflectional Credibility Judgements 

Comparison 

6.1 Introduction 

This chapter builds upon one of the major limitations of the previous chapter which is the 

potential of biased judgments of credibility due to the influence of the Story content. 

Despite the news articles chosen in the last chapter being selected due to the 

uncontroversial nature of their content, the content still could still lead to biases in the 

viewer. To address this, the study described in this chapter removes content from 

Stories/Posts and replaces it with generic content such as Latin text and obfuscated 

images (see Figure 6.1 for an example). Through the study design described in this 

chapter, the effect of presumed credibility (i.e., bias-based credibility) on the overall 

credibility judgement should be diminished. In this study our research question is, 

“Which of the commonly used design layouts is perceived as most credible when 

considering their design alone, without real news content?” Again, the study described in 

this chapter looks at reflectional judgements (that is allowing people to consider the 

stories without time constraint) rather than visceral (immediate judgments). Visceral 

judgements are the focus of the final study, in the next Chapter. Other than the content 

from the Stories being changed to generic Lorem Ipsum content (randomly generated 

Latin place holder text) and obfuscated images, very little changed from the original 

study procedure this follow-up study. The layout of this chapter begins with the aspects 
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of the methodology that have changed since the previous study followed by results, 

discussion, limitations, future work, and conclusion.  

 

Figure 6.1. A no content Smaller Picture Story. Text is replaced with place holder text (random Latin 

text) and images are obfuscated. 
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6.2 Methodology 

6.2.1 Procedure 

To reflect the change to Latin text and obfuscated images, the wording was changed for 

questions. For example, instead of asking participants to rate “How likely are you to 

believe this content?”, participants were given the information “Please rate the above 

(image or video) based on the following criteria. Imagine that the Latin text in the 

image/video is real text and the blurry image is a real image. Base your ratings on the 

appearance only, and not on external sources or existing knowledge” and then asked 

questions such as: “How trustworthy would a Story in the above format be?” (See Figure 

6.2 for the other updated questions). Instead of 20 credibility judgements like the original 

credibility comparison study, participants only performed five because we believed that 

displaying the same no-content design layouts with different Latin text or obfuscated 

images repeatedly would not yield vastly different results. Each Story/Post still stayed on 

screen for answering the questions and, therefore, reflectional judgements were still 

analyzed. Participants were also warned about the fact that the design layouts would not 

have real content in them beforehand. One additional question was added to 

demographics regarding the political leaning of the individual. This additional question 

was included to see if there was any correlation between the political leaning of 

participants and which design layouts was perceived as more credible to them as previous 

studies have shown differences in credibility ratings based on political leaning [12, 56].   
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Figure 6.2. Updated survey questions showing the rephrasing of questions for no-Content 

Stories/Posts. 

6.2.2 Participants 

In this study, 82 participants were recruited from the United States using MTurk. More 

information about what MTurk is and how it functions can be found in the Participants 

section of the previous study (Section 5.2.9). Only the first 10 participants in each 
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ordering condition that met criteria were analysed. Criteria for analysis stayed consistent 

with the previous study being that (1) the participant demonstrated focused attention 

through responses based on their qualitative answers and (2) the participant had a 

standard deviation higher than or equal to 6 across their credibility ratings in each 

ordering were considered. This means that we used (and had pre-planned) to use only the 

first 50 participants’ data. The large number of unused participants was largely due to a 

recruitment error that involved the system not being updated to display design layouts in 

a different ordering. This was rectified by updating the system to properly show the 

correct ordering for future participants. Using these participants would have caused an 

imbalance in the orderings. 

The mean age of participants was 36.0 (sd = 10; min = 24; max = 69). Most participants 

(29 of 50) stated that they had a bachelor’s degree as their highest level of education with 

only one participant with only some high school and only one with a PhD or Post-

Doctoral Degree. Of the 50 participants, 21 stated that they were Left-Leaning, 19 Right-

Leaning, 9 Centre or Moderate, and 1 stated that they were unsure. 32 participants 

frequently viewed the news as they stated that they viewed it every day. For Story 

viewing frequency, 25 participants said that they view Stories every day, 11 stated that 

they view Stories a few times a week, 2 participants did not know what a Story was, and 

all other participants viewed Stories less than a few times a week. The following 

information was gathered about participant social media usage patterns: 38 participants 
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use Facebook, 36 participants use Instagram, 32 participants use Twitter, and 15 use 

Snapchat.  

6.2.3 Design and Data Analysis 

The study was again a within-subject design with the independent variable being the 

design layout with 5 conditions. The dependent variables were once again ratings of 

credibility and click-through likelihood. Textual responses describing the reasoning 

behind credibility ratings were again collected. There was a total of 50 participants x 5 

Stories/Posts viewed/participant = 250 credibility ratings, reasonings, and click-through 

likelihoods. 

The data analysis followed the same procedures as in the previous study (see Section 

5.2.11). All data recorded in this study was again captured by the survey website. For 

comparing credibility ratings and click-through likelihood ratings, Friedman’s tests were 

performed. Post-hoc comparisons were performed on the data using a Conover test. Free-

text responses on the justification of ratings were analyzed for common concerns. For 

demographics exploration of credibility ratings across demographic groups, ANOVAs 

were performed to identify potential leads for future work and to identify interesting 

trends. 
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6.3 Results 

This section reports on the results from the study completed by 50 participants. 

Credibility ratings and reasonings are first discussed followed by credibility ratings 

across demographics. The section ends with a brief report and analysis regarding the 

click-through/read more likelihoods. 

6.3.1 Credibility Ratings 

The results showed that there was significant effect of layout on credibility ratings 

(c24=52.230, p<.001) between the credibility ratings of the five conditions (Post, Static, 

Smaller, Dynamic, Multiple Slide); see Figure 6.3. Post was perceived more credible than 

Multiple Slide (p<.005), Smaller (p<.001), and Static design layouts (p<.001). Dynamic 

was perceived more credible than Static (p<.001) and Multiple Slide was also perceived 

as more credible than Static (p<.005). To highlight the important findings, Post is 

perceived as significantly more credible when it comes to credibility ratings in 

comparison to all Story design layouts except Dynamic, and Static appears to be 

perceived as the least (significantly less than Post, Dynamic, and Multiple Slide).  
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Figure 6.3. Mean credibility ratings based on no-content Stories/Posts by design layout. 

Two additional comparisons were performed on credibility ratings data because in the 

free-text responses participants frequently mentioned animation and the information 

quantity as a basis for their ratings. A comparison of the Story design layouts that were 

animated (Dynamic and Multiple Slide) and not animated (Static and Smaller) as well as 

a comparison between Story design layouts that were “information” rich (Dynamic, 

Multiple Slide, and Smaller) and the one design layout that was not “information” rich 

(Static). Post was left as its own condition in this analysis. For the animation analysis, 

results showed significant differences between categories’ credibility ratings (c22=25.120, 

p<.001); see Figure 6.4. Post had significantly higher credibility ratings than both the 
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Animated (p<.05) and non-Animated design layouts (p<.001), but the Animated design 

layouts were also perceived as more credible than the non-Animated counterparts 

(p<.05). In addition, the information-based analysis showed statistical differences 

(c22=44.040, p<.001). These differences existed between all three conditions with 

Information Poor Stories being perceived as less credible than both Post (p<.001) and 

Information Rich Stories (p<.001) and, Post was perceived as more credible than Info 

Rich (p<.05). This makes a credibility ranking of Post > Info Rich Stories > Info Poor 

Stories; see Figure 6.5. 

  



 

 

83 

 

 

Figure 6.4. Mean credibility ratings based on no-content Stories/Posts for categorization of design 

layouts based on Animation. 

 

Figure 6.5. Mean credibility ratings based on no-content Stories/Posts for categorization of design 

layouts based on the amount of information found on screen. 
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6.3.2 Credibility Ratings Reasoning  

The comments as to why participants assigned credibility ratings mentioned similar 

themes to the previous study as topics such as placement of images, text, and other visual 

elements being frequently referenced as reasons for high credibility ratings. On the other 

hand, “generic”, “empty”, and “no information” were again listed as adjectives describing 

reasons for lower credibility ratings and these comments were frequently regarding 

Smaller and Static design layouts. Many participants stated that Posts were more credible 

than the other design layouts due to it being familiar to them. One new trait that was 

mentioned in this study was that Smaller and Static appeared as though they were made 

by ordinary users but that Dynamic and Multiple appeared to be designed more 

professionally. The news logo was also referenced as a positive contributor to high 

credibility ratings although some participants wished for a more prominent link/reference 

to the real news site/article. “Clickbait” (meaning exaggerated/false claims to encourage 

click-through) was a word used by participants when describing the Stories in general as 

compared to the Post, which was believed to be more professional. Animation seemed to 

be divisive again amongst the participants with 11 participants directly mentioning the 

animation, 4 participants stating it as professional and positive, while 7 participants stated 

the opposite.  
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6.3.3 Cross Demographics Credibility Ratings 

A brief analysis was performed to compare the ratings of various demographical traits of 

participants. An interesting participant trait that often-showed significant differences was 

familiarity with Instagram. In the case of the Dynamic and Smaller Picture design layout, 

participants who used Instagram were more likely to give higher credibility ratings (F1,48 

= 9.234, p<.005) and (F1,48 = 6.700, p<.01), respectively. When repeating analysis with 

only the credibility ratings of Instagram users, significant differences were shown (F4,175 

= 7.001, p<.001); however, the only two specific relationships were Post being perceived 

as more credible than Static (p<.001) and Dynamic being perceived as more credible than 

Static (p<.005). The significant differences between Post and Dynamic, and Post and 

Multiple were no longer present. We also explored gender, ethnicity, age, and other 

demographics data but these did not reveal statistically significant differences between 

groups.  

6.3.4 Ratings of “Click-Through to Read More”  

Through an analysis performed on participants’ ratings regarding the likelihood that they 

would read more of the article, significant differences were again found (c24=31.391, 

p<.001); see Figure 6.6 post-hoc tests showed that there were four significant differences 

between design layouts. Participants were more likely to read the article if it were in the 

Post (p<.001), Dynamic (p<.005), Multiple Slide (p<.01), or Smaller (p<.05) design 

layouts when compared to the Static design layout. 
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Figure 6.6. Mean click-through/read more ratings based on no-content Stories/Posts for 

categorization by design layout. 

6.4 Discussion 

6.4.1 Credibility Ratings 

With similar results to the first survey study, this study reinforces the patterns previously 

found and shows that even without content, certain design layouts are perceived as more 

credible than others. This strengthens the evidence that there are innate differences 

between the layout designs that can influence people’s perception of credibility. A similar 

study showed that the replacement of real content with obfuscated images and Latin text 

on website designs shows credibility perceptions with less interference from biases [53].  
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While we are not able to rank all five design layouts based on significant results, the 

baseline Post (the non-Story layout) was perceived more credible than all the Story 

design layouts while Static was perceived less credible than 3 of the 4 design layouts (all 

except Smaller Picture). These results based on reflectional judgments (i.e., without time 

constraint) were less likely to have been biased by the Story content and continue to show 

that the visual design and elements alone can influence perceptions of credibility. Both 

the Animated and Information Rich design layouts were rated as being more credible 

than those that were not Animated and those that contain less information; it is important 

to note here, however, that this does not conclusively show that animation and more 

information leads to a Story being perceived as more credible, as there are likely other 

attributes in the designs that combine with these properties. For example, there is likely 

some limit to the amount of information that can raise perceived credibility. That said, 

many participants stated animation and information richness were reasons they gave high 

credibility ratings. Like the first study, many of the negative comments related to issues 

with the professionalism of content. The design layouts are based on what is currently 

common in news sharing via Stories and therefore it appears as though the Static design 

layout should be avoided according to our results. In place of the Static design layout, 

news Stories should be designed more like the other three design layouts with 

professional animation, more information, and with clear references to where the article 

and information is coming from.  
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6.4.2 Reasons for Perception Differences across Demographic Groups  

While there were not many significant results found from the analysis of cross-

demographic credibility ratings, this is likely due to the low number of participants. As 

stated in the results section (6.3), one of the key differences between participants is their 

usage of Instagram. Participants that used Instagram frequently were more likely to 

perceive both Dynamic and Smaller Picture as more credible than those that do not 

frequently use Instagram. This likely relates back to the familiarity discussed around the 

Post. Individuals who use Instagram a lot, are more likely to be exposed to Stories and, 

therefore, are more familiar with them. While this statement is also true about Snapchat, 

it is likely less common for users to follow news accounts on Snapchat, because News 

accounts are less common on Snapchat and this platform is not designed/advertised for 

the purpose of following others [13, 42, 57]. Similar trends were also not found when 

looking at the frequency of Story viewing; however, this could be due to participant 

confusion in the meaning of the word “Story”. Participants could confuse the concept of a 

“social media Story” with a “news story” (meaning a news article). This could especially 

be the case considering this question is followed directly after a question about news 

viewing frequency. When only looking at the participants who were frequent Instagram 

users and their credibility ratings, all significant relationships weakened except one (Post 

Credibility > Static Credibility). This shows that frequent users of Instagram who are 

more familiar with the Story format, are less likely to believe that Post is more credible 
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on its face. However, they still find the Static design layout to be less credible compared 

to Multiple and Dynamic. Static is still perceived as significantly less credible than 

Dynamic and Post meaning that even for those familiar with Story content, Static is not a 

good option.  

6.4.3 Click-Through to Read More 

The last results reported were regarding the likelihood that participants would want to 

continue reading the article advertised in the design layout. Here, Post was more likely to 

be clicked through than Static, which makes sense as it was also most credible to users. 

Many of the significant relationships between design layouts and their credibility ratings 

were not found in the click-through ratings. Perhaps a larger study could show more 

significant results that would align with the results found in the credibility portion of the 

study.   

6.5 Limitations and Future Work 

The number of participants in this study was relatively low meaning future works could 

perform a study like this on a much larger scale. Having more participants and, therefore, 

potentially more representation for the underrepresented groups could lead to more 

differences being disclosed between groups. In fact, certain groups were not represented 

at all or with only one participant such as non-binary individuals or those over 65 years of 

age. Geographical diversity is also a limitation of our participant pool, since participants 
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were all from the United States. Results may vary in different countries. None of the 

studies performed in this thesis were developed specifically to target and compare 

demographic groups due to the cost and lack of groundwork evidence in the field of news 

Story credibility.  

The reflectional credibility judgements gathered in this study and the previous study are 

important, but a large portion of a full credibility assessment is based on the surface 

credibility judgement as determined through a visceral reaction to a design [39, 44]. That 

said, this research still does not take an in-depth look at the visceral reactions to the five 

design layouts. The next study in the thesis addresses this shortcoming. Other limitations 

mentioned in in the first study’s limitations section still apply here such as fabricating our 

own design layouts rather than using real Stories made by news agencies as well as the 

study not pinpointing the exact visual design elements that lead to a more credible Story.  

6.6 Conclusion 

This study was designed to address a limitation in the first survey, which was use of real 

news content that may influence judgments of a visual design’s credibility. To address 

this limitation, this study asked participants to state their credibility judgments of design 

layouts with Latin placeholder text content and obfuscated images. Our findings with this 

study design were, for the most part, consistent with the first study. We found that Static 

was perceived as the least credible design, as it performed worse than 3 out of 4 design 

layouts. We also found that the Post layout was perceived the most credible. Static is 
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perceived to have low credibility likely due to its lack of information and lack of 

additional visual aspects (i.e., animation) that leads to a more boring and basic visual 

design. On the other hand, Post is most credible likely due to the familiarity of the design. 

Again, the results here are based on reflectional reactions as users have time to carefully 

consider or revisit a design before responding. Moving forward, the last aspect of 

credibility to be studied before making final remarks on results is the visceral reactions to 

credibility, which will be covered in the next chapter.   
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7 Study 4: Visceral Credibility Judgements Comparison 

7.1 Introduction 

This chapter of the thesis discusses the final study performed, which addresses the 

limitation of the previous two studies. In the previous studies, reflectional credibility 

judgements were captured (i.e., those without a time constraint). As previously discussed, 

visceral judgements (i.e., immediate, “gut” reactions) of credibility are also important as 

they determine a large portion of a person’s initial credibility judgement [5, 39, 41, 44]. 

In the previous studies, it could be that reflecting on the content (or a belief about the 

content) could lead to judgments being biased. The final study looks at visceral 

judgements only (i.e., without reflection, imposed by a time-limited viewing. This study 

was performed with the obfuscated images and placeholder text stimulus from Study 3, to 

ensure that the visual aspects of the layout design were the dominant factor. If content 

was added to these, the biases discussed as a limitation of the first credibility survey 

could persist again in this study. The component research question being asked in this 

study is “Which of the commonly used design layouts are perceived as most credible 

when considering only visual aspects and immediate, visceral reactions?” This chapter 

follows the same pattern as the previous chapter as it begins by discussing the changes to 

the methodology followed by the discussion, limitations/future work, and conclusion. 
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7.2 Methodology 

7.2.1 Procedure 

Since this study is looking at visceral credibility judgements, videos were recorded of 

each Story/Post for three (Static, Post, Smaller, and Dynamic) to nine seconds (Multiple). 

Three seconds was chosen due to other studies showing that five seconds is enough to 

accurately record visceral credibility judgements [5, 41, 45]. Nine second videos were 

only recorded for the Multiple Slide Stories design layout due to the way users interact 

with these Stories. To restate, when a viewer goes through an actual Story online that 

takes up multiple slides, they must tap the screen to view all slides, one at a time (our 

stimulus advances automatically, however). Here, three seconds are recorded from each 

slide of the Story to get more realistic reactions to the Story. In practice a viewer 

watching a longer Story might tap through the slides until they find a part that they wish 

to spend more time on. The Story/Post will appear on screen for the allotted time and 

then disappear to pose the survey questions to the user.  

From the previous study, the only major change to the apparatuses/procedure was that the 

new survey warns participants that they must pay attention closely throughout the study, 

as a Story/Post will only appear on screen for 3-9 seconds (see Figure 7.1 for more 

information about warnings). A short warning is also given stating that the participant 

must pay close attention as they will only get to see the Story/Post for a few seconds 
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before it disappears permanently. Everything else has been left unchanged between this 

study and the previous study.  

 
Figure 7.1. Screenshot of the additional warnings given about the study for participants. 

7.2.2 Participants 

In this study, 105 participants were recruited using MTurk (for more information on what 

MTurk is or how it is used to recruit participants see Section 5.2.9). Of these 105 

participants, only the data of 50 were selected to balance the number of participants in 

each ordering, and due to the requirements of having free-text answers that demonstrated 

that close attention was being given, and having a standard deviation of credibility ratings 

greater than or equal to 6. Of the 50 participants used in analysis, there were 23 that 

identified as female and 27 that identified as male. For political leaning, 19 participants 

identified as right-wing, 14 identified as left-wing, and 17 identified as moderate/center 

or unsure. 33 participants stated that they had a bachelor’s degree and 6 stated that they 

had a master’s degree with only each of the other education options only being 
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represented by 1-4 participants each. 28 participants stated that they view the news every 

day and 17 viewed the news a few times a week. The final important demographic 

captured for this study was that 27 participants stated that they viewed Story content 

every day, 12 stated a few times a week, and 11 stated that they viewed Story content 

once a week or less.  

7.2.3 Design and Data Analysis 

As with the previous two studies, this study was a within-subject design and participants 

viewed the same five design layouts as independent variable conditions and assigned 

credibility ratings to them (dependent variable). With 50 participants x 5 design layouts = 

250 credibility ratings, and ratings of the likelihood of “clicking through to read more” 

were recorded.   

The data analysis followed the same procedures as in the previous study (see Section 

5.2.11). Data recorded in this study was captured by the survey website and credibility 

ratings and click-through likelihood ratings comparisons were performed using 

Friedman’s tests. Post-hoc comparisons were performed on the data using a Conover test. 

The free-text responses on the justification of ratings captured by the website’s survey 

were searched for common remarks. Again, for exploration of credibility ratings across 

demographic groups, ANOVAs were performed to identify any potential points of 

interest for future work and to identify any interesting trends. 
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7.3 Results 

The subsections encompass the results found throughout this survey and will discuss the 

statistical analysis of the 50 survey answers. A brief exploration across participant 

demographic groups looking for patterns will also be discussed. The results section will 

be broken into four subsections each focusing on a different analysis performed.  

7.3.1 Credibility Ratings 

This study did not show significant differences (c24=7.248, n.s.) between the credibility 

ratings of the five conditions (Dynamic, Multiple, Smaller, Static, Post); see Figure 7.2. 

While the results did not show significant differences, examining the mean credibility 

ratings across design layout show patterns that are in line with the previous two studies. 

Post was again rated as most credible, Multiple and Dynamic were rated similarly, 

followed by Smaller ranked fourth, and Static rated as the least credible; however, due to 

a higher variance in the responses for this study these differences were not significant. 

Overall, credibility ratings were lower in this study than the previous two studies. 
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Figure 7.2. Mean credibility ratings by design layout. 

Again, when comparing credibility ratings of design layouts with animation (Dynamic 

and Multiple Slide) to those without (Static and Smaller) and to Post, no significant 

results were found (c22=5.320, n.s.); see Figure 7.3. The mean results do show that Post 

was rated as having higher credibility perception followed by Animated and then non-

Animated; however, these differences were not significant. Despite the lack of significant 

differences, the general rating patterns are important as they still follow the patterns 

observed in the previous studies. 
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Figure 7.3. Mean credibility ratings by design layout, grouped by being/not being animated and post. 

Finally, when comparing Stories that are information rich (Multiple, Smaller, Dynamic) 

to Post and to Static (which is information poor), a significant relationship can be found 

(c22=10.343, p<.01); see Figure 7.4. The Post design layout was rated significantly more 

credible than the Low Information Stories (p<.01). While no significant relationship was 

found between Information Rich and Post or Information Rich and Low Information, 

they again follow the trend observed in the previous studies of Post > Info Rich > Low 

Info. 
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Figure 7.4. Mean credibility ratings for design layouts that were/were not information rich and Post. 

7.3.2 Credibility Ratings Reasoning 

When parsing through the comments regarding credibility reasonings, many participants 

complained about the speed at which the Stories/Posts disappeared, and they also 

frequently complained about the Latin text and obfuscated images. These complaints 

were valid as it was perhaps a difficult task to make judgements based on such a brief 

viewing. Compared to the previous two studies, similar comments were made regarding 

the visual aspects of the design layouts. Again, many participants simply stated that the 

visual design was either good or bad, and that this led to their credibility ratings. For a 
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third time in this study, participants mentioned how familiar the Post layout felt to them 

and that was why participants assigned higher ratings.  

“Professional” was a word participants used to describe positive credibility ratings and 

participants often believed that Post, Multiple, and Dynamic were all professional in 

appearance. Mentioning of the word “professional” is likely due to it being used in the 

other questions. Another visual attribute shared between these three design layouts was 

the inclusion of the news logo and the participants often mentioned the news logo as 

more trustworthy and, therefore, more credible than those without the logo. Comments 

regarding both Dynamic and Multiple mentioned them being more professional than 

other design layouts due to the animation. Other words frequently used to describe the 

Dynamic and Multiple animations were “Clean”, “Attractive”, and “High Quality”. 

Similarly, to previous studies, some participants found animation divisive; however, only 

6 participants directly mentioned animation, with 4 participants providing positive 

sentiments, while only 2 stated that the animation had a negative influence. Some stated 

that it made the designs more professional while others stated that that they felt that the 

animation made other visual elements more difficult to read and focus on. When looking 

at the non-Animated design layouts (Smaller and Static), there were not many positive 

remarks that pertained to only them. One of the only positive comments regarding these 

referenced how these Stories (along with Post) had everything on screen at once which 
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allowed for more time to view the information before it disappeared. Static and Smaller 

were both often referred to as plain and less appealing.  

7.3.3 Cross Demographics Credibility Ratings 

Analyzing the credibility ratings around each gathered answer yielded significant 

differences between participants based on Story viewing frequency (F4,45=2.864, p<.05) 

again. Those who view Story content every day perceived the Stories/Post to be more 

credible than those who viewed Story content a few times a month (p<.05). Additional 

comparisons were performed between the demographic trait in question, credibility, and 

design layout, but no major significant differences were uncovered. Other than those 

reported here, no other significant differences existed in demographics-based crossed 

with credibility. 

7.3.4 Ratings of “Click-Through to Read More”  

The results of the read more/click-through question showed no significant results for this 

study (c22=6.504, n.s.). Results do show that Post has the highest mean and the four 

design layouts all performed within a range of 10 on the credibility scale. Dynamic is 

ranked second with Multiple, Smaller, and Static all being very close in rankings after.  
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7.4 Discussion 

7.4.1 Credibility Ratings 

The largest difference between this study and the previous studies performed is the lack 

of statistical differences between the conditions. While the means of credibility and 

clickthrough likelihood were not significantly different across design layouts, they do 

again follow the trend of the previous two studies performed in this research. As shown 

in the figures, variability in this study was higher than previous studies. This additional 

variability led to the differences not being statistically significant. There are two main 

reasons we see for this additional variability.  

First, our study design was based on the designs from previous work  [5, 22], which 

studied visceral reactions for credibility judgments. However, given our participant pool 

on Mechanical Turk, which is fundamentally less controlled than the previous lab-based 

studies, we could not ensure that participants were attending to the stimulus when it 

appeared and gave their ratings immediately after they viewed the Story.  

Second, given the brief viewing time of the stimulus, we believe that the task is 

fundamentally more difficult than the task in our previous studies. This is because people 

cannot revisit the stimulus, review different features, and think about it before 

responding. We believe it follows that this will inherently increase the variability 
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somewhat in the responses. This difficulty could have also caused the lower credibility 

ratings in this study compared to the previous studies. 

So, while our responses follow the same trend, our sample size of 50 participants was 

likely underpowered to detect the smaller effect given the study design. Future work can 

use our results to estimate effect sizes and to establish a large enough sample.  

Unlike in the first two surveys, no significant differences were found in the Animation 

comparison despite a similar response pattern to the previous studies. Comparing the 

credibility ratings of design layouts that were rich in information to those that were low 

in information and Post, the Post design layout was perceived as more credible than the 

Low Information design layout. A pattern is again found here where Information Rich 

Stories look like they might be perceived as more credible than Low Information Stories, 

but the study lacked the power to show this effect. It is possible that the short amount of 

time participants had to view Stories could have affected their perceptions as it is entirely 

possible that participants were not paying close enough attention to view the Story for the 

full amount of time. Even though participants were warned that they must pay close 

attention, it does not mean that they were. Adding in a couple practice rounds as well 

could have better prepared participants to give more accurate credibility ratings. Both 

animation and information amount were commented on as reasons to why participants 

gave the ratings that they did. Again, animation was polarizing among participants, 
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whereas the amount of “information” on screen almost always led to a high credibility 

rating.  

We now consider: “Which of the commonly used design layouts are most credible when 

considering only visual aspects and rapid, visceral reactions?” Our results are somewhat 

inconclusive in addressing this question. The main finding here is that it does seem as 

though the amount of information being shown on screen does positively affect the 

credibility ratings. We can see that some trends are visible, which follow previous 

findings. It would have been cause for concern if the opposite ranking occurred with 

Static performing better than Multiple/Dynamic/Post as it would contradict the previous 

studies in this thesis. Based on the current information found, our findings on the visceral 

reactions at the very least do not contradict the reflectional results found in the first and 

second surveys.  

7.4.2 Reasons for Perception Differences across Demographic Groups  

Demographic data again did not provide any insights other than that there is a difference 

based on Story viewing frequency. Any other trends that appeared here were not 

significant, but also not unique as they followed patterns that have already been discussed 

with the previous studies.  
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7.4.3 Click-Through to Read More 

Results of the likelihood of clicking-through to read more were not significant. Similar 

remarks to those made about the credibility ratings in this study can be restated here as 

the other studies in this thesis did show significant results regarding click-through to read 

more ratings. There are various reasons why these results could not have been found here 

such as inattention. For more information on the lack of significance, see section 7.4.1. 

When looking only at the means, however, the pattern of Post being the most likely to be 

clicked through to read more and Static being the lowest persisted. Again, this shows that 

there is no contradiction between this study’s results and the previous. 

7.5 Limitations and Future Work 

This study required roughly 10 minutes or less to complete, so our general study 

approach could be used to quickly cycle through more design layouts. More design 

layouts could emerge in the future and be discover based on the coding approach we 

performed, which could then be added for further study of visceral reactions. Rather than 

design layouts, some visual attributes pinpointed as potential influencers of credibility 

perceptions, such as animation type or logo placement/style, could be studied quickly. 

More participants included would allow determining whether the general trends persist or 

if significant demographic trends/patterns arise between design layouts. In comparison to 

previous studies, this study needs additional participants considering the increased 

variability in responses. 
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While no study is performed with visceral reactions and real content, it may be argued 

that this type of research would not be extremely useful when uncovering which design 

layout has the highest credibility ratings. This is because the content within the Story may 

overpower the visual design layout of the Story making viewers base their credibility 

judgements based on pictures or keywords that stand out rather than anything overall 

visual layout of the Story. We leave these considerations to future work.  

7.6 Conclusion 

This final study set out to find the effects of visceral reactions to news Story credibility 

by performing a comparison that only allowed participants to view content for 3-9 

seconds before making credibility judgements. As stated previously, visceral reactions 

are important in determining credibility perceptions as they are primarily (if not entirely) 

aesthetics-based judgements on the entity. When specifically comparing the four-Story 

layouts, there were no significant differences. Comparing the design layouts to the Post 

design layout baseline, we can see that Static is still being perceived as less credible than 

Post in terms of credibility, while others are not significantly different than Post. When 

looking at the means of credibility ratings for design layouts, the numbers following a 

similar pattern to the patterns found in the first and second surveys. This means that 

Multiple and Dynamic had higher credibility ratings and they were more likely to be 

perceived as true. This is attributed to having animation that leads to them being 

perceived as more credible, having news logos which makes them appear more 
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trustworthy, or more "information” on screen despite the information not being real. 

Future work is required with more time and resources to add more participants to this 

study and/or redesign parts of it to see if the patterns found in the other studies persist in a 

significant way.  
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8 Conclusion 

8.1 General Discussion 

These findings are just the first step in determining how to raise credibility perceptions 

for the viewers of news Stories on social media. While each of the four studies performed 

all had their own component research questions, all of them answered various parts of the 

overarching research question posed across the thesis being: Can and which visual 

attributes affect the credibility perceptions of news agencies’ social media Stories? In 

this discussion, we will consider all the results of all four studies and how they have 

addressed this main research questions. 

8.1.1 Review of Main Research Question 

When answering “What are the common visual attributes of a news-based Story and how 

are they used in combination in different design layouts?”, we were able to identify and 

recreate representations of “common practice” in the design of Stories. We categorized 

Stories as four unique design layouts that could be used for our studies and future 

studies/comparisons. While the first study revealed the wide range of ways that Stories 

can be visually represented, identifying design layouts helped to limit dependent 

variables (such as font, image placement, number of slides, etc.)   

Study 2 relates to the main research question as it captured both presumed (bias-based) 

and surface (aesthetics-based) credibility, as well as how reflectional reactions influence 
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credibility perception of news Stories. This is through answering the component research 

question of: “Which of the commonly used design layouts is perceived as most credible 

when displayed with real news content?” Presumed credibility was represented here 

because news Stories have real content and, therefore, people may have predetermined 

biases regarding the information despite extra precautions being taken to remove 

controversial articles. The study design was based around previous work that compared 

websites with varying levels of tabloidization [45].  

The second study attempted to address the shortcomings of the first by asking 

specifically: “Which of the commonly used design layouts is perceived as most credible 

when considering their design alone, without real news content?” This study design was 

based on previous work that removed content from websites to uncover the determine the 

key influencers on credibility [53]. Through doing this, we could view how only surface 

credibility is judged, in reflectional judgements of credibility.  

The final research question “Which of the commonly used design layouts are perceived 

as most credible when considering only visual aspects and rapid, visceral reactions?” 

again tries to control presumed credibility and focuses on judgments based on surface 

credibility through visceral reactions by displaying Story designs for a brief time only. 

This design is based on previous work that compared viewer visceral/gut reactions to 

credibility on websites and blogs [5, 22]. This idea of this study design is to encourage 

participants to not determine judgements beyond visceral before the Story disappears.  
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8.1.2 Summary and Explanation of Results  

Results across all three credibility perception studies followed consistent trends. The 

reflectional studies showed various relationships that can be seen in Figure 8.1. We can 

see that Post had higher credibility ratings than Static and Smaller in both the reflectional 

studies as well as Multiple being more credible than Static in both, and Post being 

perceived more credible than Animated, non-Animated, Information Rich, and Low 

Information.  

Comparison Study 2: p-values Study 3: p-values Study 4: p-values 
Post > Dynamic <.05 n.s. n.s. 

Post > Static <.001 <.001 n.s. 

Post > Smaller <.01 <.001 n.s. 

Post > Multiple n.s. <.05 n.s. 

Multiple > Static <.001 <.005 n.s. 

Dynamic > Static n.s. <.001 n.s. 

Post > Animated n.s. <.05 n.s. 

Post > non-Animated <.001 <.001 n.s. 

Animated > non-

Animated 

<.01 n.s. n.s. 

Post > Info Rich <.005 <.05 n.s. 

Post > Low Info <.001 <.001 <.01 

Info Rich > Low Info <.005 <.001 n.s. 

Figure 8.1. Table of design layout credibility comparisons along with p-values from Conover tests 

across studies. 
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8.1.2.1 Animation and Amount of Content Influence Perceived Credibility 

The first two studies showed that Stories consistently showed that Dynamic and Multiple 

Slide layouts were rated with the highest perceived credibility. The most salient visual 

feature in these designs was the use of animation and the amount of content. While this is 

important information, there may be other factors that Stories with animations and/or 

more content have that could cause their credibility ratings to be higher. These are two 

important factors that should be explored further to better understand why they lead to 

higher ratings. Animation is likely an influence on credibility since it can raise the visual 

appeal and professionalism of the Story. A rise in visual appeal and/or professionalism 

has been shown many times in the past to increase credibility on websites and mobile 

applications  [35, 36, 40, 41, 45] and comments regarding visual appeal and 

professionalism were frequently mentioned in the open text responses. On the other hand, 

research also shows that more information shown in general can raise credibility of 

websites and tweets [15, 19, 55].  

8.1.2.2 Posts are More Credible than Stories 

The Post layout used as a baseline was based on the more traditional way that news 

stories are shared on social media. Post was perceived as more credible than almost every 

other design layout the first two studies. Participants cited the familiarity of the Post as 

being a main reason for their ratings. Seeing news articles shared through a post on 

Facebook or Twitter is more common than sharing through a Story and, therefore, it 
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makes sense that Post was more familiar. Familiarity leading to higher credibility ratings 

with Post is likely connected to the experienced credibility built pre-study and 

strengthened by people tending to use Facebook more than Instagram [2, 16, 25, 54, 56]. 

It has been shown in previous work that familiarity with information shared through 

websites and social media posts can increase credibility ratings [2, 19, 31] so it is likely 

that familiarity with designs also increases credibility. 

8.1.2.3 Visceral Judgments Increased Variability, are Inconclusive 

Surface credibility (aesthetics-based) and visceral reactions are arguably more important 

than reflectional reactions because they occur first and because they anchor people’s 

expectations of how credible something will be [20, 22]. In our third study, designed to 

study visceral judgments of credibility, we had inconclusive results. As previously 

discussed, we attribute this to the nature of task (i.e., the requirement for focused 

attention to the rapidly displayed stimulus) and the lack of control (i.e., a participant pool 

who may not be in an environment or situation that lends itself to focus). We believe that 

additional participants could also help address this increased variability, however, we 

leave that to future work. 

8.1.2.4 Familiarity with Stories Increases Credibility Perceptions 

In our exploratory analysis across demographic groups, we found that people who use 

Instagram more frequently rated Stories as more credible than people who used Instagram 

less frequently. This supports the idea of familiarity of a design being an important factor 
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in credibility judgment because Stories are much more commonly viewed and have been 

in longer use on Instagram. See section 8.1.2.2 for more information on how familiarity 

can increase credibility perceptions. 

8.1.3 The Generic News Logo 

Throughout these three studies, the news logo was mentioned many times as a reason 

why participants gave higher ratings to specific design layouts. The news logo was 

designed as a generic news logo not based on any previous logos for the sole purpose of 

being a place holder for where an agency’s logo would go. Many participants stated that 

the logo being in the Story made it more believable and/or professional and, therefore, 

more credible. In real world news Stories, viewers may recognize the news agency's logo 

being displayed. Because of this recognition, viewers may have pre-determined biases of 

the news agency based on reputation or previous experience. These biases could 

overpower the surface credibility of the Story and cause viewers to make judgements just 

based primarily on the news agency. 

The visibility and influence of a news agency could be a good thing or bad thing 

depending on the situation. It allows people to quickly recognize and judge a Story based 

on their previous experience. In the case where the viewer does not recognize the news 

agency by their logo, the logo itself (e.g., features of its graphic design) might be judged 

for credibility and influence the credibility perceptions of the entire Story. This means 

that news agencies should follow visual design guidelines to increase perceived 
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credibility for the viewer [16, 31]. However, this does open the door for manipulation of 

the logo, where credibility of false information might be attempted to be improved 

through the creation of a logo and content that is aesthetically pleasing. Participants 

consistently stated that they felt presence of a logo made the Story more credible and, 

therefore, it should likely be included in the Story designs in a visually clear fashion.  

8.1.4 Recommendations for Raising News Story Credibility 

Due to the convolution of various visual aspects and the nature of these studies, it can be 

difficult to accurately determine which aspects truly influence the credibility of the end 

design. Nevertheless, these studies have shown that the simplistic Story design of Static 

should be avoided as it performed worse than almost every other design layout in all 

surveys. The following suggestions can be made based on the findings of these survey 

studies to help news Story content creators design Stories to be more visually complex 

Stories that mimic the Multiple and Dynamic designs (as these design layouts tended to 

be perceived as more credible than Smaller or Static): 

1. Information Amount - having lots of content displayed throughout the 

Story in both textual and image form raises credibility perceptions. This is 

likely the most important as it allows for viewers to see a Story that is 

Information Rich, which tends to be perceived as more credible than 

Stories that have less information. Adding multiple pictures, an article 

title, and a brief description can all increase credibility. However, it is 
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important to remember the importance of good visuals and having too 

much unorganized content on screen could negatively impact credibility. 

Further, we do not know what the upper limit of this recommendation is, 

but it seems likely that at some point adding too much content (or content 

for content’s sake) would have a negative influence on credibility because 

crowded displayed content decreases the attractiveness of the visual 

design for participants [5, 45, 53].  

2. Animation – adding animation may have a positive effect on credibility 

perceptions of news Stories and can be used to increase the attractiveness 

of visual design and professionalism of Stories. The animations used in 

our studies included sliding text, panning background images, and moving 

arrows to encourage the viewer to “read more”. Animation can be 

divisive, however, and some did not like the effects, so again this 

recommendation should be used with care. 

3. A Clear Reference – having a news logo is important, and the article 

should be clear which news agency has created it. Along with this, it 

should be clear that there is a link to the full article so viewers can get 

more information to complete a credibility assessment. This likely boosts 

the trustworthiness of the Story. 

4. Visual Appeal - Overall, the Story should be visually appealing and 

follow other basic design recommendations such as visually appealing 
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font choice and font size, images having a high resolution, and good visual 

organization of visual elements. This recommendation is also well 

supported by past research (e.g., [5, 34, 36, 53]). 

If designers of Stories were unsure how to implement any of the above recommendations, 

the Dynamic and Multiple Slide Story design layouts could be mimicked entirely as they 

have been tested and shown to have higher credibility than more basic design layouts. 

Perhaps using them in the wild may have a different affect as this study was performed 

entirely on Amazon Mechanical Turk and not actually on the social media sites and this 

could increase credibility due to the participants’ comfort with the sites in a non-studied 

environment; however, the results of three studies with these design layouts show the 

participants’ positive credibility perceptions of the Dynamic and Multiple Slide design 

layouts. 

These recommendations do not contradict previous work. Information amount/quality (in 

some cases we did not have quality due to using Latin text), references, and visual appeal 

have all been mentioned as key influencers on the credibility perceptions of technology 

[15, 16]. Our work confirms many existing design influences credibility in the context of 

Stories. The main new recommendation from our work is the introduction of animation as 

a potential positive influence on credibility perception. Animation plays a part in raising 

the aesthetic appeal of a Story for many viewers and, therefore, it could also have been 
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included in our fourth recommendation (Visual Appeal). Overall, our work demonstrates 

that several simple characteristics can help raise the credibility perceptions of Stories. 

8.1.5 Potential Abuse of Findings 

An important implication of our work is that our findings could be used for nefarious 

purposes, by attempting to raise the perceived credibility and increase the spread of false 

information. Based on the literature review performed in this study, and somewhat 

surprisingly, the abuse of findings is not frequently addressed in research into credible 

technology [12, 15, 16, 19, 31, 53] despite it being an issue of societal concern. In the 

case of this work, the findings can be used both by those spreading true information and 

those spreading false information, so it essentially helps both sides of the issue. This 

raises an interesting catch-22. Our finding that people use familiarity to help with their 

credibility judgments, suggests that people learn these general information presentations 

over time. So, it follows that if overtime, some of the features that initially raise 

credibility are abused, people will learn to avoid them or treat them as markers of low 

credibility. It seems likely that any attempt to abuse these finding for negative purposes 

would become less effective over time as continual abuse of a design recommendation to 

spread false information could cause that recommendation to eventually associate with 

false information and be perceived as not credible. 

A positive of this work is that it is important to know the visual attributes of Stories that 

raise credibility as Stories are a new type of information sharing display that has not 
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previously been researched. This research may also help governing bodies get a better 

understanding about how this new medium can be used in information sharing and how 

viewers interact with it.  We believe that the findings shared here have more potential 

gains for those that are just and/or altruistic than those that may abuse these findings. 

8.1.6 Additional Research Questions 

When looking at the two additional research questions, “Which visual attributes improve 

the click-through rates of news agencies’ Stories?” and “How do the credibility 

perceptions change through these studies based on various demographical differences of 

the viewer?”, results overall did not show much useful information. Click-through 

questions did not show a significant relationship with design layouts even though 

research has shown how credibility and click-through do have a positive relationship [39, 

45]. This could simply be due to the low number of participants or the fact that we only 

asked participants for their thoughts rather than recording behaviours in some way. As for 

the demographic differences of the viewer, the study was not set up to compare these 

demographics and as such, specific groups of demographics tended to have far more 

participant representation than others. This is specifically true when looking at 

demographics such as age range or news viewing frequency as some demographic groups 

were not represented at all or only represented by one participant. Due to this, it would be 

difficult to make any definitive statements here regarding suggestions to target specific 

groups with one design layout over another. Despite this, some interesting trends were 
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found that could be researched more in future work, for example: those identifying as 

women had higher perceived credibility of a design layout than men (Chapter 5), and 

Instagram users perceived Stories as more credible than non-Instagram users (Chapter 6).  

8.2 Future Work 

The various future work sections discussed in previous chapters (Sections 4.6, 6.5, and 

7.5) and studies apply again here as general future work; however, this section 

encapsulates previously discussed future work sections. 

8.2.1 More Participants and Demographical Studies 

As stated in the future work section of the previous studies (Sections 6.5 and 7.5), having 

more participants could have yielded more statistical differences in the results for the 

various studies. The style of recruitment for this study did not yield enough participants 

for comparing many of the cross-demographic information. Research has shown the 

differences of culture, gender, age, and other viewer traits have been shown to have 

statistically different credibility ratings [6, 33, 35, 36, 41, 53]; however, this study did not 

show many differences between these traits. Having more participants with equal (or 

closer to equal) participants of different demographics could show interesting differences 

between participant traits. Another area of concern is that the design layouts developed in 

the first study were based on news Story designs from across five different countries, 

participants only came from one of the five countries. It is unknown how the results may 
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change if design layouts were shown to people of different countries (and cultures). A 

positive result of these types of studies could show how to target certain demographics 

with Stories to strengthen credibility ratings.  

8.2.2 Audio and Video Content 

As previously stated, sometimes news Stories contain videos (Section 4.6). These videos 

can involve journalists reporting on the news event, real videos recorded at the event, or 

in some cases, even live videos recorded by the news agency at the event. Sometimes 

these videos appear in Stories that appear like the design layouts developed in this work; 

however, the pictures are replaced with video. Along with the video content, audio 

content is frequently included in Stories. Both audio and video content lead to more 

complicated design combinations that were outside the scope of this work but could 

realistically be compared following our methodology. Some previous work does exist 

pertaining specifically to video (with audio) news releases and the attributes that make 

them credible [32], which could act as a starting point. 

8.2.3 All Visual Attributes 

One limitation of the studies performed is the grouping together of many visual attributes 

into design layouts. While the design layouts are designed to be representative of the real-

world designs used for news Stories, there could be better ways to pinpoint the visual 

attributes that lead to high or low credibility perceptions from viewers. Performing a 
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study that compared credibility ratings across all the conditions of visual attributes 

described in the codebook (Appendix A) would be complicated to do in a tractable way. 

Areas of future work could specifically take a few (or all depending on the size of the 

project) visual attributes and controlling all visual attributes other than the one being 

studied to compare credibility ratings of just the one being researched. This could be 

done for all the visual attributes where more definitive statements could be made 

regarding the which visual attributes matter and which ones do not matter in terms of 

credibility perceptions. 

8.2.4 Comparing Animation Types 

Throughout these studies, animated Story design layouts were compared to non-animated 

counterparts to research which had the higher credibility perceptions; however, different 

styles of animation were not compared. While panning images and sliding text were some 

of the most common animation styles in news Stories based on the study performed in 

section 4.3, there were other different types of animation to display information that were 

not the classified (and were not common) style of animation. Large differences in 

animation style pertains to effects like fading in text, zooming in on images, and many 

other variations. These large style differences would likely influence credibility 

perceptions as some animation styles may be perceived as less professional than others 

and therefore less credible. Small differences in animation also exist when just looking at 

the two styles of animation used in these studies (the panning of images and the sliding of 



 

 

122 

 

text) as slight changes to how these are displayed could influence credibility as well. 

Slight changes to display could be the speed at which panning occurs, the time that the 

text slides in, the smoothness of the animation, and so on. Future work could compare the 

credibility ratings of different animation styles on both the large and small scale to see 

which animation style performs the best at raising viewer credibility ratings.  

8.2.5 Computer Vision and Machine Learning Approach 

A final area of potential future work could be incorporating the research performed here 

into a machine learning approach of predicting whether a Story will be perceived as 

credible or not. To accurately predict credibility perceptions, a lot more data would need 

to be gathered as there would need to be a large Story set along with many credibility 

perceptions of each Story. With this type of information gathered, computer vision could 

be used to detect and classify the various visual attributes of a Story to associate 

credibility ratings with each attribute. Once all the information is gathered, a system 

could be created to read in a new Story, detect its visual attributes using computer vision, 

and predict a credibility rating based on a machine learning algorithm. There are many 

different comparisons that could be performed in a study like this such as determining the 

most influential visual attributes on credibility perceptions, the computer vision 

techniques that produce the highest accuracy, and the machine learning algorithms that 

produce the highest accuracy.  
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8.3 Conclusion 

The research performed throughout this thesis attempted to shed light on the previously 

unresearched topic of credible technology, the social media Story. Before this study, it 

was unknown which visual design elements of a Story used to tease a news article could 

affect perceptions of credibility. Finding out more about this is important because 

increased perception of credibility would increases news consumption [24, 43, 53]. Our 

research began by determining the common design layouts that are used today in Stories 

to advertise news articles/websites. We then compared the design layouts across three 

studies each researching a different aspect of a credibility perception (reflectional biased 

judgements, reflectional non-biased, and visceral non-biased, respectively). 

With the information found in these studies, news agencies could theoretically improve 

their Stories to have higher credibility perceptions from viewers. Small changes such as: 

ensuring enough information is displayed, animation, clear references, and visually 

appealing designs have been shown to improve credibility ratings of Stories. This 

research also introduces two tested design layouts being Multiple Slide and Dynamic that 

could be used (according to these studies) to have high credibility perceptions that are not 

significantly different than traditional media Posts. While this information is useful 

predominantly for news agencies, there is no reason why these results could not be 

applied to the Stories of an individual’s personal accounts. This work has broad 
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implications as more of our interaction move to online social media platforms and as the 

spread of misinformation becomes an increasing societal problem. 

The results of this research provide valuable new information about how the visual 

design of an increasingly common information presentation can affect credibility 

perception and provides further evidence that information presentations can have 

important effects on how people consume information. 
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Appendix A: Story Set 

ID_Number Source
Snapchat/In
stagram

Picture/Vid
eo File_Name Link

Number_Sli
des Title

Title_Locati
on Title_Slide

Screen_Bor
der

Screen_Bor
der_Design

Picture_Nu
mber

1
CTV News 
Toronto Instagram Video Story1 Story 1 TRUE Center, Left 1 TRUE

Thin White 
Rectangle 1

4 NYTimes Instagram Picture Story4 Story 1 TRUE Top, Left 1 FALSE None 1

6 BBC News Instagram Picture Story6 Story 1 TRUE Center, Left 1 FALSE None 1

7 Buzzfeed Instagram Video Story7 Story 1 TRUE Center, Left 1 FALSE None 2

9
ABC News 
(USA) Instagram Picture Story9 Story 1 FALSE None 0 FALSE None 1

10
ABC News 
(Australia) Instagram Picture Story10 Story 1 TRUE - - - - -

11 Global News Instagram Picture Story11A-C Story 3 FALSE None 0 FALSE None 3

12 CBC Snapchat Video Story12 Story 2 FALSE None 0 FALSE None 2

14 The Telegraph Snapchat Video Story14 Story 3 TRUE Top, Left 1 FALSE None 5

15 The Guardian Snapchat Video Story15 Story 3 FALSE None 0 FALSE None 0

20 news.com.au Instagram Video Story20 Story 2 TRUE
Bottom, 
Center 1 FALSE None 2

26 National Post Instagram Video Story26 Story 1 FALSE None 0 FALSE None 1

27 USA Today Instagram Video Story27 Story 1 TRUE Top, Center 1 FALSE None 1

28 Herald Sun Instagram Picture Story28 Story 1 TRUE
Bottom, 
Center 1 FALSE None 1

29 9NEWS Instagram Picture Story29 Story 1 TRUE
Bottom, 
Center 1 FALSE None 1

30 The Mirror Instagram Video Story30 Story 1 TRUE
Center, 
Center 1 FALSE None 1
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31
The Indian 
Express Instagram Video Story31 Story 1 TRUE

Bottom, 
Left 1 FALSE None 1

32 The Hindu Instagram Video Story32 Story 3 TRUE
Center, 
Bottom ALL FALSE None 2

33 Times of India Instagram Video Story33 Story 1 FALSE None 0 FALSE None 1

34
Hindustan 
Times Instagram Picture Story34 Story 1 TRUE

Center, 
Center 1 FALSE None 1

Picture_Size
Picture_Slid
es

Picture_Effe
ct

Picture_Bor
der Logo Logo_Slide

Logo_Locati
on Description

Des_Locatio
n Des_Slide

Des_Outlin
e

Link_Contai
ns Link_Command

FULL 1
Slow Zoom 
Out None TRUE 1

Bottom, 
Left FALSE None 0 Red Box TRUE

Swipe Up for More 
CTVNnewsToronto.c
a

HALF 1 None None FALSE 0 None FALSE None 0 None TRUE Default

FULL 1 None None TRUE 1 Top, Left FALSE None 0 Red Box TRUE Default

HALF, HALF 1, 1 None None TRUE 1 Center, Left FALSE None 0 Black Box TRUE Default

THIRD 1 None
Marker 
Border TRUE 1

Bottom, 
Left TRUE

Center -> 
Bottom, 
Center 1 None TRUE Default

- - - - - - - - - - - - -

FULL 1, 2, 3
Tinted 
White None FALSE 0 None TRUE

Center, 
Center 1, 2, 3 Gray Box TRUE Default

QUARTER 1, 2

Tinted 
white 
transition to 
have colour 
with 
zoom/pan None FALSE 0 None TRUE

Top and 
Bottom, 
Center 1, 2 None TRUE Read

1/4, 1/4, 
1/4, 1/2, 
FULL 1, 1, 1, 2, 3

Pan, Zoom, 
Pan, Pan, 
Pan (Tint 
Black) None TRUE ALL Top, Left TRUE

Left, Center 
x2 Center, 
Center x1 1, 2, 3 None TRUE

Read/This is what 
we know

None 0 None None FALSE 0 None TRUE
Bottom, 
Center ALL None TRUE Default

FULL, 2/3 1, 2
Pan Circle, 
Pan Right None TRUE ALL Top, Right TRUE

Bottom, 
Center 2

White Box, 
Semi-
Transparent TRUE

Swipe Up for the 
Story

FULL 1 None None FALSE 0 None TRUE
Bottom, 
Center 1

Black Box, 
Semi-
Transparent TRUE Default

QUARTER 1 None None FALSE 0 None TRUE
Bottom, 
Center 1 White Box TRUE Swipe Up

FULL 1 None None FALSE 0 None FALSE None 0 Purple Box TRUE Default

FULL 1 None None FALSE 0 None FALSE None 0

Purple 
Gradient 
from 
Bottom TRUE Default

FULL 1 None None TRUE 1 Top, Right FALSE None 0 Red Banner TRUE Swipe Up
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FULL 1 None None FALSE 0 None TRUE
Bottom, 
Left 1

Black, 
White, 
Orange 
Boxes TRUE Swipe Up for More

FULL 2, 3
Zoom In, 
Zoom Out None TRUE ALL Top, Right TRUE

Bottom, 
Center ALL

Red, 
Orange 
Boxes TRUE

Arrow animation, 
pointing up

FULL 1 None None FALSE 0 None TRUE
Bottom, 
Center 1 None TRUE Swipe Up

QUARTER 1 None None FALSE 0 None FALSE None 1 None TRUE Default

Link_Locati
on

Link_Swipe
/Tap Animation Animation_Description Video

Video_Locat
ion Video_Size Background

Background
_Match_Pic Quote

Percetage_
Text

Percentage
_Pic/Video Post_Share

Bottom, 
Center Swipe TRUE

Title Flys in from Left, 
Swipe Flys in from 
Right, Border Shape in FALSE None None FALSE None FALSE 30% 100% FALSE

Bottom, 
Center Swipe FALSE None FALSE None None TRUE FALSE FALSE 25% 60% FALSE
Bottom, 
Center Swipe FALSE None FALSE None None FALSE None FALSE 15% 100% FALSE

Bottom, 
Center Swipe TRUE

Coin flips with one side 
with logo and other with 
"Read More" FALSE None None FALSE None FALSE 30% 100% FALSE

Bottom, 
Center Swipe FALSE None FALSE None None TRUE FALSE FALSE 70% 30% FALSE

- - - - - - - TRUE TRUE - - - TRUE
Bottom, 
Center Swipe FALSE None FALSE None None FALSE None FALSE 30% 100% FALSE

Bottom, 
Center Swipe TRUE

Some text static, rest 
types in. Line 
Animations moving in 
rectangles around text FALSE None None TRUE FALSE TRUE 75% 25% FALSE
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Bottom, 
Center Swipe TRUE

Line comes down center 
of screen. Line comes 
down and starts forming 
box. Triangle forms 
around swipe link FALSE None None TRUE FALSE FALSE 50% 60% FALSE

Bottom, 
Center Swipe FALSE None TRUE FULL FULL FALSE None TRUE 10% 100% FALSE

Bottom, 
Center Swipe TRUE

Logo Appears, Text 
Types, Text Boxes Wipe 
in from Left FALSE None None FALSE None FALSE 30% 100% FALSE

Bottom, 
Center Swipe TRUE Text slides in from left FALSE None None FALSE None 0 15% 100% FALSE

Bottom, 
Center Swipe TRUE

Swipe Up Text moves 
up, resets, cycles FALSE None None TRUE TRUE FALSE 40% 25% FALSE

Bottom, 
Center Swipe FALSE None FALSE None None FALSE None FALSE 25% 100% FALSE

Bottom, 
Center Swipe FALSE None FALSE None None FALSE None FALSE 15% 100% FALSE

Bottom, 
Center Swipe TRUE

Swipe Up text flips 
around to show Daily 
Mirror and back FALSE None None FALSE None FALSE 30% 100% FALSE

Bottom, 
Center Swipe TRUE

Text Flys In from 
Bottom, Left FALSE None None FALSE None FALSE 15% 100% FALSE

Bottom, 
Center Swipe TRUE

Arrow animation, 
pointing up TRUE FULL FULL FALSE None FALSE 20% 100% FALSE

Bottom, 
Center Swipe TRUE

Swipe Up highlights 1 
letter in a row FALSE None None FALSE None FALSE 25% 100% FALSE

Bottom, 
Center Swipe FALSE None FALSE None None TRUE FALSE FALSE 30% 30% FALSE
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Clickbait_Q
uestion

Slide_Transi
tion Categorized

FALSE FALSE TRUE

TRUE FALSE TRUE

FALSE FALSE TRUE

FALSE FALSE TRUE

FALSE FALSE TRUE

- - TRUE

FALSE Default TRUE

TRUE Default TRUE

FALSE Default TRUE

FALSE Default TRUE

FALSE
Wipe in 
from Left TRUE

FALSE FALSE TRUE

TRUE FALSE TRUE

FALSE FALSE TRUE

FALSE FALSE TRUE

FALSE FALSE TRUE



 

 

136 

 

  

FALSE FALSE TRUE

FALSE FALSE TRUE

TRUE FALSE TRUE

FALSE FALSE TRUE
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Appendix B: Article Set 

 

 

Number Format Country News CorporationTitle Link to Article Caption

1 Post Canada CBC

Divers cut, plant coral off UAE 
coast to build reef

https://www.cbc.ca/news/technology/artificial-
coral-reef-building-uae-1.5617101

Off the coast of the United Arab Emirates, 
divers are cutting and replanting coral to 
build an artificial reef, hoping to spur a 
resurgence in sea life.

2 Post Canada CBC

Cotton from blue jeans among 
microfibres found in Eastern 
Arctic waters

https://www.cbc.ca/news/technology/eastern-
arctic-microplastics-nu-
1.5617223?fbclid=IwAR3cFdqSekmGL6y2d8Fq_Ia_
DcPb1r9wUzxH0im6fjJpxS_tEoxQszbvE9M

Scientists say tiny particles of plastic and 
other man-made fibres are everywhere in 
the waters of Canada's Eastern Arctic. But 
there are cotton fibres there, as well.

3 Post Canada CBC
Sask. government continues push 
for small modular nuclear power

https://www.cbc.ca/news/canada/saskatchewan/
sask-nuclear-power-
1.5625487?fbclid=IwAR0iPRYrBrJyjM5x3rYO5ufCDk
jUwhFGgmRS12xoJZjaMuoXaoeHBnRe-7g

The government of Saskatchewan 
established a new office to aid in the 
planning and development of small 
modular nuclear reactors in the province.

4 Post Canada CBC
Segway to end production of 
namesake personal transporter

https://www.cbc.ca/news/business/segway-end-
production-1.5624599?fbclid=IwAR2U9ILLD-
WowOuCz7pPEbx-
iGLg1XZjAXdVChYhKdmRp_OSDcAQclHNZF8

They were banned in some cities because 
users could easily lose control if they were 
not balanced properly.

5 Post USA CNN

Chaos in the Koreas sees Kim 
Jong Un's sister emerge stronger 
than ever

https://www.cnn.com/2020/06/18/asia/kim-yo-
jong-rise-intl-hnk/index.html?utm_content=2020-
06-
19T11%3A00%3A09&utm_term=link&utm_source=
fbCNN&utm_medium=social&fbclid=IwAR14xdGjfr
xmOuasDyui-
DAH8ZlT8NmDQz70UC93a7RWFaqSTI-b0xQV3lk

Kim Yo Jong is arguably the second-most 
powerful figure in North Korea, answerable 
only to her brother Kim Jong Un

6 Post USA CNN

How this Long Island man ended 
up in a Chinese prison on 
espionage charges

https://www.cnn.com/2020/06/25/asia/us-china-
detention-li-kai-intl-
hnk/index.html?utm_content=2020-06-
25T10%3A00%3A07&utm_term=link&utm_source=
fbCNN&utm_medium=social&fbclid=IwAR3qqXZq3
ALstwfGmf2Y5tdU-
LxXyzYJeXxUixmY1Ct6bg_IxPqMoNhcFoI

“(My father’s) detention illustrates that 
China’s national security laws are 
inherently arbitrary and can be used to 
exploit foreign citizens for political 
leverage... That’s something important for 
Americans to be aware of.”

7 Post USA CNN

An Asian dating website has 
removed an option that asked 
users to specify their skin tone

https://www.cnn.com/2020/06/24/us/shaadi-com-
removes-skin-tone-filter-
trnd/index.html?utm_source=fbCNN&utm_mediu
m=social&utm_content=2020-06-
24T13%3A12%3A34&utm_term=link&fbclid=IwAR
09ubMPWYVQq5XZ7x7kSA982RGVmGsks_teWzvv
4RT_-9jXTBkmjKtzt30

Following online backlash, a popular Asian 
matchmaking website has removed a 
feature that allowed users to search for 
potential partners on the basis of their skin 
color.

8 Post USA CNN

Belly fat in older women is linked 
to a 39% higher risk of dementia 
within 15 years, study says

https://www.cnn.com/2020/06/23/health/belly-
fat-dementia-link-
wellness/index.html?utm_medium=social&utm_s
ource=fbCNN&utm_term=link&utm_content=2020-
06-
24T02%3A45%3A13&fbclid=IwAR1snGrxxdp0VxEv8
6ny-
XQsXfoDb9THBaC8hMfVDeME1STyQ2568OrnoJg

A new study has found that belly fat can 
raise the risk of dementia in men, and even 
more for women
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9 Post UK BBC

Australia targetted by 'state-

based' cyber attacks

https://www.bbc.com/news/world-australia-

46096768?at_custom4=C928CEA0-B1F6-11EA-

89B9-

DAC6923C408C&at_custom2=facebook_page&at_c

ampaign=64&at_custom1=%5Bpost+type%5D&at_

custom3=BBC+News&at_medium=custom7&fbclid

=IwAR3JKvCAzNDRGpr3veMdzNOLs7s6WGvPIt-

FTyBRe6oSgutcv9pvmhLMNfc

Widespread state-based cyber attacks are 

targeting "all levels of government" and 

essential services and businesses in 

Australia, PM Scott Morrison has said.

10 Post UK BBC

Rough sleepers: Councils to get 

£105m more to stop people 

returning to streets

https://www.bbc.com/news/uk-england-

53152302?at_campaign=64&at_custom3=BBC+Ne

ws&at_custom4=C29C26C6-B5EE-11EA-91EB-

ECDEC28169F1&at_custom2=facebook_page&at_c

ustom1=%5Bpost+type%5D&at_medium=custom7

&fbclid=IwAR3wkGUCG_YAz5ghTs5UWLAeU19OLf

bIEiu_6iNipIfw5k8AJLOs66Br5gw

Thousands of rough sleepers in England 

were housed in hotels and B&Bs during 

lockdown.

11 Post UK BBC

Brazil's Jair Bolsonaro ordered to 

wear mask in public

https://www.bbc.com/news/world-latin-america-

53154890?at_campaign=64&at_medium=custom7

&at_custom3=BBC+News&at_custom4=A085F85E-

B55E-11EA-A08B-

CCC1FCA12A29&at_custom1=%5Bpost+type%5D&

at_custom2=facebook_page&fbclid=IwAR3aa1pFA

O0adSjs9Yd0zKlUkQfrEb5tP6ObvZ022o2gL_oZ0vHl

69Wo6zY

A judge has ordered Brazil's President Jair 

Bolsonaro to wear a protective mask 

despite him belittling the risk posed by the 

coronavirus.

12 Post UK BBC

Copy of Spanish Baroque painting 

botched by amateur restoration

https://www.bbc.com/news/world-europe-

53141755?xtor=AL-72-%5Bpartner%5D-

%5Bbbc.news.twitter%5D-%5Bheadline%5D-

%5Bnews%5D-%5Bbizdev%5D-

%5Bisapi%5D&at_custom3=BBC+News&at_custo

m2=facebook_page&at_campaign=64&at_medium

=custom7&at_custom1=%5Bpost+type%5D&at_cu

stom4=AD5351F6-B556-11EA-9DE8-

6CCD96E8478F&fbclid=IwAR0KBbmXLfcsS_UCS4l2j

E5D6kWEIMHa6KFZJ15hVDGKAHNQ-

AT7YlyxJgE&fbclid=IwAR1yqE7Fwca5pc9eNZiL7QSl

2XgHYVcZyvIuQYxGk3O82uaTPRc0_4dFlBo

A terrible restoration of Bartolomé Esteban 

Murillo's painting that left it 

unrecognisable has been declared an act of 

"vandalism".

13 Post Australia ABC

The half-a-second cliff fall that 

left Macca's life hanging in the 

balance

https://www.abc.net.au/news/2020-06-19/blue-

mountains-rock-climber-tells-of-cliff-plunge-

rescue/12369830?fbclid=IwAR2JM9ouMS8QRqS57

zWpq91gEbC3_AOmE1mBvT_Dg1kb83FaCX-

YEtpUflU

His rescue — from a ledge less than a 

metre wide at Point Pilcher, near Medlow 

Bath — was a dangerous and daring 

operation, involving almost every arm of 

the emergency services, working in 

extreme conditions.
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14 Post Australia ABC

Google strikes deal with some 
Australian media groups to pay 
for digital content

https://www.abc.net.au/news/2020-06-25/google-
to-pay-some-australian-media-groups-for-
content/12394024?fbclid=IwAR3X6tUBI0OvIXjkA0l
v6vgICL7r00R8ZlzMLIE8KNJ0wV8gcg0IOIcOTFo

The US internet giant has for years tried to 
fend off demands for payment from news 
publishers worldwide in return for using 
their content.

15 Post Australia ABC

Scathing' report on environment 
approvals find 80 per cent 
contained errors or were non-
compliant

https://www.abc.net.au/news/2020-06-25/auditor-
general-severe-deficiencies-environmental-
protection/12393780?fbclid=IwAR0oMn-
W5QwTpBhIHg4VS293kYg9BtyHFH4f8LMzgEcElHY
_j6aM7ykDc8g

Conservationists have described the report 
as an "indictment" of the Federal 
Government's handling of environmental 
protection.

16 Post Australia ABC
Vets suspect tropical dog disease 
has gone undetected 'for years'

https://www.abc.net.au/news/rural/2020-06-
25/ehrlichiosis-undetected-nt-vets-suspect-new-
dog-
disease/12388500?fbclid=IwAR2C_rBASL8hnQilAn
pCueWH1A3LLk6Ocap-5A1I5BdVNqaM_i5sBZb1Dzs

Symptoms in infected dogs include fever, 
lethargy, enlarged lymph nodes, loss of 
appetite and weight loss, and if left 
untreated, ehrlichiosis can be fatal.

17 Post India Times of India
People from Northeast protest 
against China

https://timesofindia.indiatimes.com/india/people-
from-northeast-protest-against-
china/articleshow/76463561.cms?utm_source=fac
ebook.com&utm_medium=social&utm_campaign=
TOI&utm_content=om-bm&fbclid=IwAR0FJbrB-
KA4Rq4Sa9u-
HAeqs_ciMP2JK0VgZdmjj0NrK3KEgSO-2f1pM5M

They shouted slogans against China and 
left after 15 minutes. They had masks and 
maintained social distancing. No one was 
detained, a senior police official said.

18 Post India Times of India
How much should you exercise 
daily to boost your immunity?

https://timesofindia.indiatimes.com/life-
style/health-fitness/fitness/how-much-should-you-
exercise-daily-to-boost-your-
immunity/photostory/76576897.cms?utm_source=
facebook.com&utm_medium=social&utm_campai
gn=TOI&fbclid=IwAR1iHFHKZy_R8IDVcC6cTX7DoM
TDhNWkAqo28sFEd-AaHfdtjrkW64zTwfk This is how long you should exercise

19 Post India Times of India
COVID-19: School Kids Turn To 
Fruit Sellers for Food 

https://photogallery.indiatimes.com/news/india/c
ovid-19-school-kids-turn-fruit-sellers-for-
food/COVID-19-Schoolkids-turn-fruit-sellers-for-
food/articleshow/76553927.cms?utm_source=face
book.com&utm_medium=social&utm_campaign=T
OI&fbclid=IwAR1FLU4oXekdR3RrbaYEJCbhur8QfuR
jqwDKJtLwT8X72lcvrUQqi72m9m4&wesi=1

Coronavirus pandemic forced umpteen 
school children to sell fruits and groceries 
to fill their stomachs.

20 Post India Times of India

Meet Pratyush and Mihir, India's 
two supercomputers among the 
world's best

https://www.gadgetsnow.com/tech-news/meet-
pratyush-and-mihir-indias-two-supercomputers-
among-the-worlds-
best/articleshow/76543424.cms?utm_source=face
book.com&utm_medium=social&utm_campaign=T
OI&utm_content=om-
bm&fbclid=IwAR0niff8jR4Y4_SpgUSOm0sDckERXG
fWsI7unHpK4EY-gRTPa92HxT6hCzw

The two supercomputers were installed in 
2018 by the ministry of earth sciences. The 
estimated cost of installing and setting 
them up was close to Rs 440 crores, 
according to an earlier report by The 
Economic Times.
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Brief Description Image URL Dominant Colour Caption1 Caption2 Caption3

Divers off the east coast of the 
United Arab Emirates are 
building artificial…

https://i.cbc.ca/1.5617104.1592480244!/fileImag
e/httpImage/image.JPG_gen/derivatives/16x9_78
0/emirates-environment-artificial-corals.JPG #386d86

Title Off the coast of the United 
Arab Emirates, divers are 
cutting and replanting 
coral to build an artifical 
reef

They hope to spur a 
resurgence in sea life

X

https://i.cbc.ca/1.5617330.1592492409!/cpImage
/httpImage/image.jpg_gen/derivatives/16x9_780
/arctic-ocean-microplastics-20200618.jpg #1a1c2b

Title Scientists say tiny particles 
of plastic and other man-
made fibres are 
everywhere in the waters 
of Canada's Eastern Arctic

But there are cotton 
fibres there, as well

X

https://i.cbc.ca/1.5187971.1561402944!/fileImag
e/httpImage/image.jpg_gen/derivatives/16x9_78
0/nuscale-truck-transport.jpg #a3b0c4

Title The government of 
Saskatchewan established 
a new office to aid in the 
planning and development

These reactors are 
small modular 
nuclear reactors

Segway says it will end 
production of its namesake two-
wheeled…

https://i.cbc.ca/1.5624637.1592955168!/fileImag
e/httpImage/image.jpg_gen/derivatives/16x9_78
0/segway-discontinued.jpg #b89f87

Title

They were banned in some 
cities because users could 
easily lose control

Accidents often 
occurred drivers were 
not balanced properly

X
https://cdn.cnn.com/cnnnext/dam/assets/200429
180636-01-kim-yo-jong-file-exlarge-169.jpg #303739 Title

Kim Yo Jong is arguably 
the second-most powerful 
figure in North Korea, 

She only answers 
to her brother Kim 
Jong Un

X
https://cdn.cnn.com/cnnnext/dam/assets/200624
140906-li-kai-alaska-exlarge-169.jpg #677885 Title

“(My father’s) detention 
illustrates that China’s 
national security laws are 
inherently arbitrary and 
can be used to exploit 
foreign citizens for 
political leverage...

That’s something 
important for 
Americans to be 
aware of.”

X
https://cdn.cnn.com/cnnnext/dam/assets/200623
171922-shaadi-com-screen-shot-exlarge-169.jpg #363e1b Title

Following online backlash, 
a popular Asian 
matchmaking website has 
removed a feature

The feature allowed 
users to search for 
potential partners on 
the basis of their skin 
color.

X

https://external-lga3-
1.xx.fbcdn.net/safe_image.php?d=AQDPeZGYM_C
yXPsU&w=540&h=282&url=https%3A%2F%2Fcdn.
cnn.com%2Fcnnnext%2Fdam%2Fassets%2F20062
3142234-stepping-on-scale-stock-super-
tease.jpg&cfs=1&upscale=1&fallback=news_d_pla
ceholder_publisher&_nc_hash=AQAC5J_QW3PhD4
zy #b7b2b7 Title

A new study has found 
that belly fat can raise the 
risk of dementia in men

And even more for 
women



 

 

141 

 

XL10
https://ichef.bbci.co.uk/news/660/cpsprodpb/153
8F/production/_112972968_hi062005465.jpg #211f20 Title

Widespread state-based 
cyber attacks are targeting 
"all levels of government" 

Essential services and 
businesses in 
Australia also 
targetted, PM Scott 
Morrison has said.

X
https://ichef.bbci.co.uk/news/660/cpsprodpb/183
C/production/_111840260_miltonkeynes2.jpg #3a352f Title

Thousands of rough 
sleepers in England were 
housed in hotels and B&Bs

This was caused by 
the lockdown 
measures put in 
place.

X

https://encrypted-
tbn0.gstatic.com/images?q=tbn%3AANd9GcQldyb
0KcJRbBPOLnlCZ76JDg0SWO_PAz5JGQ&usqp=CA
U #80888c Title

A judge has ordered 
Brazil's President Jair 
Bolsonaro to wear a 
protective mask

This happened 
despite him belittling 
the risk posed by the 
coronavirus

X
https://ichef.bbci.co.uk/news/660/cpsprodpb/170
56/production/_113049249_befunky-collage.jpg #8f6f59 Title

A terrible restoration of 
Bartolomé Esteban 
Murillo's painting that left 
it unrecognisable

It has been declared 
an act of 
"vandalism".

X

https://img-s-msn-
com.akamaized.net/tenant/amp/entityid/BB15G0
GM.img?h=352&w=624&m=6&q=60&o=f&l=f&x=
460&y=454 #cfc0b7 Title

His rescue — from a ledge 
less than a metre wide at 
Point Pilcher, near Medlow 
Bath — was a dangerous 
and daring operation

The rescue involved 
almost every arm of 
the emergency 
services, working in 
extreme conditions.

X
https://www.abc.net.au/cm/rimage/11544582-
3x2-xlarge.jpg?v=2 #242415 Title

The US internet giant has 
for years tried to fend off 
demands for payment 
from news publishers 
worldwide

These payments are 
in return for using 
their content.

X
https://www.abc.net.au/cm/rimage/11486884-
3x2-xlarge.jpg?v=2 #79a85f Title

Conservationists have 
described the report as an 
"indictment"

They stated it was an 
"indictment" of the 
Federal 
Government's 
handling of 
environmental 
protection.

X

https://external-lga3-
1.xx.fbcdn.net/safe_image.php?d=AQBUwNruATH
7h5B1&w=540&h=282&url=https%3A%2F%2Fww
w.abc.net.au%2Fcm%2Frimage%2F7947888-16x9-
large.jpg%3Fv%3D2&cfs=1&upscale=1&fallback=n
ews_d_placeholder_publisher&_nc_hash=AQDRXf
1gfr_EaQ9U #c38251 Title

Symptoms in infected dogs 
include fever, lethargy, 
enlarged lymph nodes, loss 
of appetite and weight 
loss

If left untreated, 
ehrlichiosis can be 
fatal

India News: They shouted 
slogans against China and left 
after 15…

https://timesofindia.indiatimes.com/thumb/msid-
76463688,width-1200,height-900,resizemode-
4/.jpg #f5f5dc Title

They shouted slogans 
against China and left 
after 15 minutes.

They had masks and 
maintained social 
distancing. No one 
was detained, a 
senior police official 
said.
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Having a strong immune system 
is necessary at any point of time 
to stay…

https://scontent-lga3-1.xx.fbcdn.net/v/t39.2147-
6/p540x282/106387147_676369786546988_6677
425367176969014_n.jpg?_nc_cat=106&_nc_sid=e
aa83b&_nc_ohc=V8BfT5DNenkAX_nxZNm&_nc_ht
=scontent-lga3-
1.xx&_nc_tp=6&oh=c711e9fc88ea47a6cd9c56082c
0d8961&oe=5F1AAE1A #eddfd5 Title

This is how long you 
should exercise

Having a strong 
immune system is 
necessary at any 
point of time to stay 
healthy

X

https://scontent-lga3-1.xx.fbcdn.net/v/t39.2147-
6/p540x282/105567114_2575150542750206_345
9970500370339223_n.jpg?_nc_cat=102&_nc_sid=
eaa83b&_nc_ohc=8QPouPfv0UgAX95vvKd&_nc_ht
=scontent-lga3-
1.xx&_nc_tp=6&oh=c397b2972e73a4003e15814ba
eab9c37&oe=5F19C124 #8f8b89 Title

Coronavirus pandemic 
forced umpteen school 
children to sell fruits and 
groceries

They're doing this to 
fill their stomachs

X

https://external-lga3-
1.xx.fbcdn.net/safe_image.php?d=AQBFW8J2YT0v
9d1x&w=540&h=282&url=https%3A%2F%2Fstatic.
toiimg.com%2Fphoto%2F76543414.cms&cfs=1&u
pscale=1&fallback=news_d_placeholder_publisher
&_nc_hash=AQAT4oSr1TpzBZMT #19141a Title

The two supercomputers 
were installed in 2018 by 
the ministry of earth 
sciences.

The estimated cost of 
installing and setting 
them up was close to 
Rs 440 crores, 
according to an 
earlier report by The 
Economic Times.

Picture 2 Picture3

https://i.cbc.ca/1.5617105.1592480297
!/fileImage/httpImage/image.JPG_gen
/derivatives/original_1180/emirates-
environment-artificial-corals.JPG

https://www.thechronicleherald.ca/
media/photologue/photos/cache/div
ers-cut-plant-coral-off-uae-coast-to-
build-reef_large

https://i.cbc.ca/1.5247028.1592500047
!/cpImage/httpImage/image.jpg_gen/
derivatives/original_1180/microplastic
s-humans-20190605.jpg

https://oceanactionagenda.org/wp-
content/uploads/2016/12/joci_action
s_arctic2.jpg

https://i.cbc.ca/1.5157890.1562626261
!/cpImage/httpImage/image.jpg_gen/
derivatives/original_1180/premiers-
meeting-20181206.jpg

https://nationalpostcom.files.wordpr
ess.com/2019/12/smrs-1.png

https://i.cbc.ca/1.5624643.1592955636
!/fileImage/httpImage/image.jpg_gen
/derivatives/original_1180/travel-
singapore.jpg

https://img.mbtmag.com/files/base/
indm/multi/image/2020/06/16x9/iSt
ock_507158695.5ef36f53ab31a.png?
auto=format&fit=max&w=1200

https://cdn.cnn.com/cnnnext/dam/ass
ets/200615065841-01-kim-yo-jong-
moon-jae-in-meeting-exlarge-169.jpg https://cdn.cnn.com/cnnnext/dam/assets/200615065853-02-kim-yo-jong-moon-jae-in-meeting-exlarge-169.jpg
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https://cdn.cnn.com/cnnnext/dam/ass
ets/200624142220-qingpu-prison-
shanghai-restricted-exlarge-169.jpg

https://cdn.cnn.com/cnnnext/dam/as
sets/200624141209-li-kai-new-york-
exlarge-169.jpg

https://cdn.cnn.com/cnnnext/dam/ass
ets/200623184832-roshni-patel-
meghan-nagpal-hetal-lakhani-split-
exlarge-169.jpg

https://imgix.bustle.com/uploads/ge
tty/2020/6/24/bf384d8b-5a61-4509-
9c81-5999cac3c1c0-getty-
1055884568.jpg?w=1200&h=630&q=
70&fit=crop&crop=faces&fm=jpg  

https://cdn.cnn.com/cnnnext/dam/ass
ets/120404032801-superfoods-broccoli-
horizontal-large-gallery.jpg

https://cdn.cnn.com/cnnnext/dam/as
sets/130226141821-olive-oil-bread-
table-horizontal-large-gallery.jpg

https://ichef.bbci.co.uk/news/624/cpsp
rodpb/78A5/production/_105558803_g
ettyimages-165337770.jpg

https://i.ytimg.com/vi/gzwmbRE6t5g
/hqdefault.jpg

https://ichef.bbci.co.uk/news/624/cpsp
rodpb/E634/production/_112923985_hi
060915135.jpg

https://ichef.bbci.co.uk/images/ic/72
0x405/p087mzyq.jpg

https://ichef.bbci.co.uk/news/624/cpsp
rodpb/2D55/production/_113050611_f
3521be6-9b69-4567-874e-
9e4df2441a09.jpg

https://ichef.bbci.co.uk/news/1024/c
psprodpb/13ADD/production/_11305
0608_capture.png

https://www.bbc.com/news/world-
europe-53141755?xtor=AL-72-
%5Bpartner%5D-
%5Bbbc.news.twitter%5D-
%5Bheadline%5D-%5Bnews%5D-
%5Bbizdev%5D-
%5Bisapi%5D&at_custom3=BBC+News
&at_custom2=facebook_page&at_cam
paign=64&at_medium=custom7&at_cu
stom1=%5Bpost+type%5D&at_custom
4=AD5351F6-B556-11EA-9DE8-
6CCD96E8478F&fbclid=IwAR0KBbmXLf
csS_UCS4l2jE5D6kWEIMHa6KFZJ15hVD
GKAHNQ-
AT7YlyxJgE&fbclid=IwAR1yqE7Fwca5pc
9eNZiL7QSl2XgHYVcZyvIuQYxGk3O82u
aTPRc0_4dFlBo

https://ichef.bbci.co.uk/news/660/cp
sprodpb/17056/production/_1130492
49_befunky-collage.jpg

https://www.abc.net.au/cm/rimage/1
2368772-4x3-xlarge.jpg?v=3

https://www.abc.net.au/cm/rimage/
12258730-16x9-xlarge.jpg?v=2
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https://news.cgtn.com/news/2020-06-
25/Google-to-pay-some-news-
publishers-for-content-
RBTu5BNtrq/img/815c14ef716441ec9f
c06f52b09c0d80/815c14ef716441ec9fc
06f52b09c0d80-1920.jpeg

https://res.cloudinary.com/jamefiles
/image/fetch/c_scale,h_179,w_320/
https://www.histerius.com/hs0520/a
lphabet.jpg

https://www.abc.net.au/cm/rimage/1
0590484-4x3-xlarge.jpg?v=2

https://www.abc.net.au/cm/rimage/
11111978-4x3-xlarge.jpg?v=6

https://www.abc.net.au/cm/rimage/1
2388684-3x4-large.jpg?v=3

https://www.abc.net.au/cm/rimage/
12388784-1x1-large.jpg?v=4

https://www.aljazeera.com/mritems/i
magecache/mbdxxlarge/mritems/Ima
ges/2014/2/19/20142198141985734_2
0.jpg

https://images.assettype.com/swara
jya%2F2020-06%2Facf25208-4827-
4605-8361-
686e072ae567%2FNE_Organisation_
members_protest_against_China__Y
ouTube_Screengrab_.jpg?w=640&q=
75&auto=format%2Ccompress

https://static.toiimg.com/thumb/7657
7813.cms?width=680&height=512&im
gsize=1163678

https://static.toiimg.com/thumb/765
77081.cms?width=680&height=512&i
mgsize=1125370

https://static.toiimg.com/photo/msid-
76623276/76623276.jpg

https://static.toiimg.com/photo/msi
d-76623356/76623356.jpg

https://dharmakshethra.com/wp-
content/uploads/2020/06/india-Meet-
Pratyush-and-Mihir-Indias-two-
supercomputers-among-the-
world%E2%80%99s-best-Infrastructure-
Dharmakshethra.jpg

https://static.toiimg.com/thumb/msi
d-52396106,width-1200,resizemode-
4/52396106.jpg
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Appendix C: Codebook Coding Options 

 

 

Information Options

ID_Number Identifier Whole Number

Source News Corporation Text

Snapchat/Instagram Which SNS Snapchat, Instagram

Picture/Video Type of Content Picture, Video

File Name File Name in my files Text

Link Link to File Text

Number_Slides How many slides? Whole Number (1-10)

Title Presence of Title Boolean

Title_Location Where is title on screen Bottom, Middle, Top + Left, Right, Center

Title_Slide Which slide is title on Whole Number (1-10)

Screen_Border
Is there a border on the 

screen? Boolean

Screen_Border_Design
What is the design of the 

border? Text

Picture_Number How many pictures? Whole Number (1-10)

Picture_Size Sizes of each picture 1/8, 1/4, 1/2, 1

Picture_Slides Which slides are pictures on? Whole Number (1-10)

Picture_Effect
What is the animation on the 

picture? None, Describe

Picture_Border
What is the border on the 

picture? None, Describe

Logo Is there a logo? Boolean

Logo_Slide Which slide is the logo on? Whole Number (1-10)

Logo_Location
Where on the screen is the 

logo? Bottom, Middle, Top + Left, Right, Center

Description Is there an article description? Boolean

Des_Location
Where is the description 

located? Bottom, Middle, Top + Left, Right, Center

Des_Slide
Which slide is the description 

on? Whole Number (1-10)

Des_Outline
Is there an outline around the 

text? None, Describe

Link_Contains Is there a link on screen? Boolean

Link_Command What does the link say? Text

Link_Location Where is the link located? Bottom, Middle, Top + Left, Right, Center

Link_Swipe/Tap Is it a swipe or a tap? Swipe, Tap

Animation
Are there animations on 

screen? Boolean

Animation_Description
Describe the animations on 

screen? Text

Video Is there a video? Boolean

Video_Location
Where is the video located on 

screen? Bottom, Middle, Top + Left, Right, Center

Video_Size How big is the video? 1/8, 1/4, 1/2, 1

Background Is there a background? Boolean

Background_Match_Pic
Does the background colour 

match pictures? Boolean

Quote Is there a quote? Boolean

Percetage_Text
What percentage of the screen 

is text? Whole Number (1-100)

Percentage_Pic/Video
What percentage of the screen 

is graphics? Whole Number (1-100)

Post_Share
Is this simply a share link 

story? Boolean

Clickbait_Question Is there a clickbait question? Boolean
Slide_Transition How do the slides transition? None, Describe
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Appendix D: Codebook Pattern Finding 

 

 

Set Size Category Number_Slides Title Title_Location

10 out of 20 Smaller Pictures 1 (60%) TRUE (60%) No Pattern

6 out of 20 Multiple Slide Stories 3 (67%) 50/50 No Pattern

11 out of 20 Animation 1 (64%) True (73%)

Top/Center/Bottom are 
all random with no 
Majority. 
Left/Center/Right are 
random but NO right. This 
is evenly distributed with 
no title

9 out of 20 Static 1 (100%) TRUE (67%)

Top/Center/Bottom are 
all random with no 
Majority. 
Left/Center/Right are 
random but NO right. This 
is evenly distributed with 
no title

Title_Slide Picture_Number Picture_Size Picture_Slides Picture_Effect

Slide 1 (60%) 1 (50%)

Quarter and Half both 

(40%) ALL Slides (100%) None (70%)

1 (67%) If it exists 2 (50%)

FULL (67%), QUARTER 

(33%) ALL (83%) Pan (50%), Zoom (33%)

If it exists, it is on the 

first slide

1, 2, 5 but 1 is majority 

(55%). If there is more 

than one slide, there is 

more than one picture FULL is majority (73%) ALL Slides (100%)

No Picture Effect (55%), 

Pan (18%), Zoom In/Out 

(27%)

ALL (67%) 1 per slide (89%) FULL (44%) ALL Slides (100%) None (89%)
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Logo Logo_Slide Logo_Location Description Des_Location

FALSE (60%) N/A N/A TRUE (70%)
Top/Bottom Slide, Center 
(100%) if it exists

50/50 Split. If you ignore 
the snapchat corner logo, 
FALSE (83%) N/A N/A TRUE (100%)

Bottom (50%), Center 
(100%)

TRUE (55%) If exists, ALL Top Right (27%) if Exists TRUE (73%)
Bottom (64%),  Center 
(64%)

FALSE (78%) N/A N/A FALSE (78%) N/A

Des_Slide Des_Outline Link_Contains Link_Command Animation

ALL if it exists No Outline (70%) TRUE (100%) Default (60%) 50/50 Split

ALL (100%) Split 50/50 TRUE (100%)

Different for each but a 
combo of Swipe Up to 
Read More and an Arrow 
could work TRUE (67%)

If exists, ALL, but 
description changes 
across slides to show 
more information

TRUE with Red, White, or 
Black Box (73%) TRUE (100%)

Random, Using a Swipe 
Up for the Story or Swipe 
Up to Read would work TRUE (100%)

N/A TRUE (56%) TRUE (100%) Default (100%) FALSE (100%)
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Animation_Description Video Background Background_Match_Pic Quote

If it exists, mostly just 
gifs with short animation. 
Sometimes line art FALSE (90%) TRUE (80%) FALSE (71%) if it exists FALSE (80%)

Swipe up is animated, 
text slides in from left FALSE (67%)

FALSE (67%), on slides 
where there is more than 
one picture, there is a 
background N/A FALSE (67%)

Text slides in from left, 
Swipe up arrow is 
animated, other random 
line effects or pictures 
moving slightly FALSE (91%) FALSE (73%) If it exists FALSE (67%) FALSE (91%)

N/A FALSE (91%) FALSE (55%) If it exists FALSE (75%) FALSE (89%)

Percetage_Text Percentage_Pic/Video Clickbait_Question Slide_Transition

37% but 30% is most 
common (30%)

56% but 100% is most 
common (30%) FALSE (60%) FALSE (60%)

43% but no majority
81% but majority 100% 
(67%) FALSE (83%) Default (83%)

27% though majority is 
30% (27%)

83% Here though, the 
majority is 100% (64%)

FALSE (73%) but clickbait 
questions were more 
common when there was 
more than 1 slide

FALSE (73%), If it exists, 
it is default (67%)

26%
73% but 100% is most 
common with (56%) FALSE (89%) FALSE (67%)
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Appendix E: Story Design Layout Confirmation 
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Appendix F: Survey Site Layout  

Introduction Page: 
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Consent Form:  
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MTurk ID:
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Demographics: 
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Instructions: 
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Ratings: 
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Comments: 

 
 
Closing: 
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Appendix G: Article List 

[1] Bookstores Are Struggling. Is a New E-Commerce Site the Answer? - The New 
York Times: https://www.nytimes.com/2020/06/16/books/bookshop-bookstores-
coronavirus.html. Accessed: 2021-08-25. 

[2] Family’s abortion story sheds light on stakes of Supreme Court ruling: 
https://goodmorningamerica.com/news/story/supreme-court-set-rule-landmark-
abortion-case-limit-71258877. Accessed: 2021-08-25. 

[3] Herald Sun | Breaking News and Headlines from Melbourne and Victoria | Herald 
Sun: https://www.heraldsun.com.au/. Accessed: 2021-08-25. 

[4] Last of Us 2 has “changed the game” for accessibility | CBC News: 2020. 
https://www.cbc.ca/news/entertainment/video-game-last-of-us-2-1.5613572. 
Accessed: 2021-08-25. 

[5] Members unhappy over Pakistan blaming India for Karachi attack, China-pushed 
UNSC statement delayed: 2020. https://www.hindustantimes.com/india-
news/members-unhappy-over-pakistan-blaming-india-for-karachi-blast-unsc-
statement-delayed/story-TC5uhWGps57eHidSGEii4M.html. Accessed: 2021-08-
25. 

[6] PressNewsAgency 2020. Minute’s silence to be held for Reading victims. 
PressNewsAgency. https://pressnewsagency.org/minutes-silence-to-be-held-for-
reading-victims/. Accessed: 2021-08-25. 

[7] South Australia scraps plan to reopen border to Victoria: 
https://www.9news.com.au/national/south-australia-border-wont-open-to-victoria-
coronavirus/9889ce1f-041b-4d61-bde6-a719698a85ea. Accessed: 2021-08-25. 
Accessed: 2021-08-25. 

[8] Toronto mayor “very optimistic” city will move to Stage 2 this week | CTV 
News: https://toronto.ctvnews.ca/toronto-mayor-very-optimistic-city-will-move-
to-stage-2-this-week-1.4993417. Accessed: 2021-08-25. 

[9] U.K. government gives permission to hug again as lockdown to ease in England 
next week | CBC News: https://www.cbc.ca/news/world/england-coronavirus-
easing-restrictions-1.6020615. Accessed: 2021-08-25. 
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[10] 2020. Rough sleeper numbers “down a third in a year.” BBC News. 
https://www.bbc.com/news/education-56190031. Accessed: 2021-08-25. 

[11] 2020. Youth with risky Covid-19 job has bigger fears to tackle. 
https://indianexpress.com/article/facebook-stories-of-strength-2020/covid-19-
fighters/youth-with-risky-covid-19-job-has-bigger-fears-to-tackle-6485045/. The 
Indian Express. Accessed: 2021-08-25. 
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SECTION 3:  DISSEMINATION OF KNOWLEDGE 
 
3.1  Courses Taught 
 Fall 2021,  CS2613: Programming Languages Lab 
 Winter 2022,  CS3025: Human Computer Interaction 
 
3.2 Courses Assisted 
 3.2.1 Formally Teaching Assistant/Tutor 
  2021,   CS3025: Human Computer Interactions 

2017 – 2020,  CS1073: Introduction to Computer Programming I (in Java) 
  2017 – 2020,  CS1083: Introduction to Computer Programming II (in Java) 
  2017 – 2020,  CS1203: Overview of Computer Science 
  2017 – 2020,  CS1303: Discrete Structures 
  2017 – 2020,  CS1103: Introduction to Databases 

  
3.2.2 Occasional Tutoring  

  2017 – 2020,  CS2333: Computability and Formal Languages 
  2018 – 2020,  CS2253: Machine Level Programming 
  2018 – 2020,  CS2263: Systems Software Development 
  2018 – 2020,  CS3413: Operating Systems I 
  2019 – 2020,  CS3113: Numerical Methods 
  2020 – 2020,  CS3383: Algorithm Design and Analysis 
 
3.3 Development of Courses 
 3.3.1 CS1003: Programming and Problem Solving for Engineers 

While this project was not the design of a new course, it was a heavy redesign of 
a course that previously existed. The title of the course stayed the same after the 
redesign; however, the content within the course was greatly altered. This project 
is ongoing and will be completed by the Fall 2021 term. I was hired as a 
Research Assistant to take on this project.  
 
Before the redesign process began, the course was taught in MATLAB and the 
redesigned course is being taught in Python. Due to this language switch, all 
course content had to be updated and switched to the Python programming 
language as it was chosen by both the Faculty of Computer Science and the 
Faculty of Engineering. During the process, former professors/instructors, former 



 

 

 

 

students, former teaching assistants, and teaching staff at other universities of 
similar courses were all consulted in order to update the course. Other 
stakeholders included both the Faculties of Computer Science and Engineering at 
UNB. These qualitative interviews were then used to redesign the course where 
all the stakeholders’ comments influenced the final design of the course. The 
goal here was to attempt to please all stakeholders with the new design 
considering their expertise and experience. 
 
Learning theory was implemented into the redesign of this course as well 
considering a more experiential learning process was introduced through frequent 
hands-on learning activities and code-along tutorials. The 50-minute lectures 
were replaced with 2, 20-minute lectures and 2, 5-minute activities each. The 
midterm and final exam were reworked into a more experiential learning format 
with questions that mimicked real world problems but also allowed for creative 
problem solving by students. New online software was implemented to make 
marking easier for teaching assistants such as GitHub Classroom and Replit. 
Clear learning outcomes are given for students and a strict schedule is given on 
the syllabus so that it is clear to students what is expected of them. 
 
As part of this project, I remade all lecture slides/materials, quizzes, projects, 
marking schemes, and the exam. This redesigned content is to be given to Dr. 
Scott Bateman for him to teach in the Fall 2021 term. I will be continuing 
assisting on this course during the Fall term in order to best support Dr. Bateman, 
the students, and the teaching assistants.  

 
3.3.2  POLS4564: Climate Change and Environmental Studies in Africa 

Disclaimer: This was not a course that was taught at UNB but was instead a 
module that is included into two other UNB courses that are taught currently. 
For more information, please see Section 4.4.1.  
 
Through the course of POLS4724: Topics of Environmental History and Climate 
Change, the majority of our final grade was based on either a term paper or the 
creation of a new course syllabus. Due to my interest in teaching, I chose to create 
a course syllabus and some course content that became the class of POLS4564. 
Through this syllabus development, I had to create a grading scheme, choose the 
weekly topics for seminar discussion, create assignments and tests, and any other 
contents of the syllabus. The following is the course description:  
 

This seminar course will take a look at concepts and terms pertaining to 
climate change and environmental studies in relation to the continent of 
Africa. The course will cover major topics such as politics of resources, 
migration, mitigation, adaptation, current crises, and sustainable and 
green development. Many of these topics will be covered through case 
studies about their effect on the countries of Africa.  
 



 

 

 

 

This course will not be able to cover all possible topics; however, its goal 
is to further expose students to how climate change will be affecting Africa 
and potential ways to mitigate and adapt.  

 
While this course was not offered, much of the planning around it was completed 
and it involved over 20 readings for the course discussion.  

 
3.4 Effective Development of Teaching Aids and Techniques 
 3.4.1 Paper Rubric Development for CS3025  

During my time as a teaching assistant for CS3025, I was expected to grade term 
papers and their associated check-ins. The instructor of the course gave me a list 
of content to look for when grading and I took this information and turned it into 
a rubric to help myself with grading. These rubrics involved criteria related to 
various elements. This resulted in easier grading for term papers as the marker 
could simply fill in the checklist after reading the paper through. With this 
additional time, I managed to give more feedback to students and perform proper 
markup on their papers. Grading was returned to students within a week thanks to 
this process.  

 
3.4.2 Visual Lecture Slides for CS1003 

While there were many teaching aids and techniques that I developed during the 
redesign of CS1003 project, one to highlight would be the style of the slides. 
Presentation slides were animated heavily, and they used visual teaching methods 
where appropriate. Animation was used to highlight important information for 
students as well as keep the attention of students during lectures. Slides 
frequently included animated diagrams as well to better explain the content being 
discussed. Slides with mathematic functions are both animated and colour 
coordinated for easier understanding for students. These slides are intended to 
give to students in their current form to study.  

 
 3.4.3 Doubly Linked List Table 

One area that I often found students struggling with in CS1083 was the concept 
of doubly linked lists. I saw this as a topic that students were nervous about 
leading into the final exam. As a way to help them get a better understanding of 
adding/removing from these lists, I created a small 5x2 table complete with the 
adding/removing scenarios (front, end, middle, empty, only) crossed with adding 
and removing. I go through this table by drawing it and filling it in with students 
as a way to help them get a better understanding and tips to study. After setting it 
up, I would draw the linked lists and then ask the student to fill in the blanks with 
me verbally. Many students found this useful in their studies even for a review.  

  
3.4.4 Java Scanner Exercise 

One of the main areas that I found many students in CS1073 struggling involved 
the idea of the Scanner and how the Scanner works. I specifically found students 
had a difficult time understanding the concept of the buffer. As a way of teaching 



 

 

 

 

this, I would write out potential input on the white board and would then write a 
series of scan methods next to it. We would then work through the example to 
see what would be scanned in after each method call. After using this technique, I 
found students had a clearer understanding of reading user input in Java.  

 
3.4.5 Exam Reviews Developed for CS1073 and CS1083 

During my free time during tutoring hours, I would often make short exam 
reviews for the students of both CS1073 and CS1083. These involved questions 
pulled from old tutorials that were new to students. This would give students a 
few extra questions to work on to prepare for the final exam. Students were 
invited to a review session near the end of term where we would go over this set 
of questions as a class. The groups tended to be between 5 and 20, but this 1-on-1 
time tended to calm students down before the final exam.  

 
3.4.6 Cyber Girls: Sorting Algorithms 

While volunteering with the Cyber Girls program, one computer science topic 
that my group wanted to teach the middle school attendees was sorting 
algorithms. As a way of teaching this, I gathered small plastic Easter eggs that 
could be popped open to hold things within. Each egg had different numbers of 
marbles put into them. Along with this, I created scales out of a clothes hanger, 
plastic cups, and string which could be used to compare two eggs. The kids were 
given a set of eggs and were asked to use the scales to compare two eggs at a 
time and order them from lightest to heaviest. We asked them to count the 
number of comparisons and try to do it better. After the kids got a chance to play 
with this, we would show them different sorting algorithms with the eggs to 
minimize the number of comparisons. This was a hands-on way to teach younger 
students how sorting works.  

 
3.4.7 High School Computer Science Camp 

In 2016, I spent time working as a literacy tutor at a local library. Here I had a lot 
of free time that I utilized to plan a high school computer science camp. This was 
an eight-hour camp that involved introducing students to the field of computer 
science. I created all the content and planning for this day. Topics involved: brief 
introduction to java programming, graphic design, and video game development. 
These topics were chosen prior to the camp after asking the students what they 
were interested in. In the end, students had a better understanding of the field and 
one of the students eventually studied graphic design after high school. 



 

 

 

 

3.5 Involvement in Non-Academic Curriculum Development 
3.5.1  Health and Safety Orientation, DTI at GNB 
This government course was originally taught in-person, but due to the COVID-
19 Pandemic as well as hoping to modernize, I was tasked with developing it for 
an online setting. Much of the content was previously created; however, I added 
to it by making it more accessible in the online format. After my involvement, 
this course included: three modules to learn about health and safety, more 
digestible information, techniques to increase attention span, rearranging the 
order of content given and shorter sessions rather than one large one. This 
content was delivered in an accessible way with both closed captions and voice 
over as well as in both English and French thanks to my translating team. 

  
  3.5.2 Theory U Concepts, Human Computer Interactions Lab 

This voluntary discussion group was developed to discuss the concepts of Otto 
Scharmer’s book entitled “Theory U: Leading the Future as it Emerges” and how 
these concepts applied back to the field of HCI. Weekly meetings were hosted 
where I taught a lesson to the group about the concepts in the textbook. I would 
then lead discussions regarding the concepts in the book to apply these “change 
management methods” to our own research. This group is ongoing, and content is 
being developed weekly. 

 
3.6  Direction of Research of Undergraduate or Graduate Studies  
 3.6.1  Bachelors – Augmented Reality and Environmental HCI 
 My area of research through my undergraduate studies was centred around 

human-computer interactions. In my undergraduate, I spent my last year 
researching with Dr. Scott Bateman’s HCI Lab. During my time there, I 
performed research related to psychological illusions influenced by augmented 
reality. The research here involved development of an augmented reality system 
that would change aspects of the real world and I would record how participants 
reacted to these changes. After working in this field, I moved on to research 
environmental technology. This research specifically looked at how researchers 
can design technology to better influence pro-environmental behaviours (PEBs). 
Overall, this environmental technology research looked at how technology can be 
used to promote PEBs through different mediums and strategies.  

 
 3.6.2  Masters – Credible Technology  
 My undergraduate research in environmental technology led me to researching 

persuasive technology. While researching persuasive technology, I realized my 
passion for credibility in technology. Simply put, this research involves which 
aspects of a technology makes people believe the displayed information. 
Credibility is significantly influenced by aesthetics, usability, and other aspects 
of both the user and creator of content. This concept of credibility plays a part in 
the overall acceptance of technology considering people tend to only use 
technology which they deem aesthetically pleasing, usable, and credible. Within 
this field, I am currently researching how the design of news corporations’ 



 

 

 

 

Instagram Stories influence the credibility. Through this, I have received a better 
understanding of how designs of different technologies can be improved upon as 
well as the social context of that technology.

 
 3.6.3 PhD – Technology for Environmental Education (Proposed Work)  
 My proposed PhD research is again in the field of environmental technology. 

This research will develop Violet NB, a mixed reality smartphone game, targeted 
at the students of New Brunswick to teach them about their environment through 
a smartphone application. To tailor the experience to the needs of students, 
iterative user research will be performed with local students. In this process, 
students become active participants in informing the game's design. The game 
will be evaluated throughout the development process and compare 
understanding of environmental concepts as well as the number of pro-
environmental behaviours performed by students before and after using the 
application. This research will provide new insight into how games can be 
designed for and with young people to help them understand and develop 
behaviours that positively and meaningfully impact the environment.

 
SECTION 4:  RESEARCH, SCHOLARLY OR CREATIVE ACTIVITY 
 
4.1 Refereed Conference/Workshop Proceedings 

Wilson, Connor, Tabor, Aaron, and Scott Bateman. 2019. Diversifying Pro-
Environmental Behaviors Redesigning Applications to Incorporate 
Environmental “Spill-over”. UbiComp '19: The 2019 ACM International 
Joint Conference on Pervasive and Ubiquitous Computing. 1097-1098. 
Principal Author. 

 
Tabor, Aaron, Wilson, Connor, and Scott Bateman. 2019. Designing to Support 

Uncomfortable Breathing Exercises: Ethical Considerations. UbiComp 
'19: The 2019 ACM International Joint Conference on Pervasive and 
Ubiquitous Computing. 1087-1089. Equal Contribution. 

 
4.2  Conference Papers being Worked On 

Wilson, Connor and Scott Bateman. News Distribution on Social Networking 
Sites: Credibility Comparison of Story-Based Designs. Primary Author. 

 
Wilson, Connor, and Scott Bateman. The Particle Temperature Illusion in 

Augmented Reality: Strengthening Temperature Illusions with Particle 
Effects. Primary Author.  

 
4.3  Other Important Undergraduate Papers 

Wilson, Connor. 2019. Effects of Nuclear Bomb Testing: Negative 
Consequences for Health, Cultures, and Environments. Primary Author.  

 



 

 

 

 

Demmings, Alex, Dionne, Kasey, and Connor Wilson. 2019. No Contact 
Navigation: Developing Gesture Sets for Navigational Tasks. Equal 
Contribution. 

 
 
4.4 Papers Presented at Professional and Technical Meetings  

Chan, Josephine, and Connor Wilson, Government of New Brunswick: 
Innovation Team Closing Event, “Verne: New Brunswick’s 
Environmental Project Network”, August 2018, Invited. 

 
4.5 Awards (Grants, Contracts, Fellowships)  

2020, Natural Sciences and Engineering Research Council Award, NSERC, 
$17500, 1 Year 

2019, Undergraduate Student Research Award, NSERC, $4500, 4 Months 
 

SECTION 5:  VOLUNTEER SERVICE 
 
5.1 Volunteer Service to the University 

5.1.1 2020 – Current, Lab Facilitator at the HCI Lab 
Starting in 2020, I assumed a role at the Human Computer Interactions Lab at 
UNB as a Lab Facilitator. As part of this role, I assisted other students with 
project planning, ran research brainstorming sessions, and other events in the lab. 
During this role, I have performed diversity training which I developed from 
other reliable sources. Overall, the main purpose of this role is to raise the morale 
of the lab and improve the working environment.   
 
One of the series of events I coordinated was the Lunch and Learn group. Due to 
the mental strain that the pandemic and winter months were causing in Winter 
2020-21, I created a group for the HCI Lab at UNB to get together once a week 
and partake in a Lunch and Learn activity. These events are 30-minute meetings 
where one person in the group gives 20-minute presentation teaching others in 
the group a unique skill that they have. This skill could be CS related or another 
useful skill for the lab. Examples presentations included introduction to Human 
Robot Interaction, visual note taking, and research advice. It is then followed by 
a 10-minute discussion that I facilitated. The goal of this group is to promote 
collaboration, discussion, and capacity building within the lab. 

 
5.1.2 2017 – 2020, UNB Faculty of Computer Science Peer Mentor 

During my time as a peer mentor, I received training on how to best mentor 
students, mental health, and giving referrals. I often had many cases where 
students would prefer to come to me with problems in both their school and 
personal lives so that I could help direct them to the correct contacts. Many 
times, this involved students that might “blend” into the crowd and therefore go 
unnoticed by others. I acted a bit as the leader of the group and would train other 
peer mentors and give advice when needed. While it was a lot of work for me to 
handle, I was happy doing it since I felt like I did a good job in helping the 
students and that they appreciated me.  

  



 

 

 

 

 5.1.3 2017 – 2019, UNB Cyber Girls Coordinator 
I joined the Cyber Girls team due to both my passion of diversity and equality as 
well as wanting to get more teaching experience. During my two years with the 
team, I assisted in four Cyber Girls sessions each year to teach middle school 
girls about computer science. I worked closely with small groups of people to 
deliver activities and educate the participants. I greatly enjoyed collaborating 
with others who had similar passions to mine. Through this, I learned a lot about 
being an ally to a minority group within the field of computer science.  

  
5.1.4 2019, UNB International Student Tour Guide and Volunteer 

During the 2019 UNBF orientation, I acted as a tour guide for the international 
students who were attending UNB for the fall term. This included both 
permanent students as well as exchange students. Here I learned a lot about the 
amenities of campus. I believe my biggest take away from this was learning 
about all the different cultures and how to interact with them to make them feel 
welcomed to UNB.      
 

5.2 Other Volunteer Service 
 5.2.1 2014 – 2016, Library Volunteer 

Through this experience, I spent a few hours each week at my local library with 
their reading programs and other odd jobs around the library. The reading 
programs involved kids who were in elementary school or younger. It involved 
reading to the children and then doing a craft/activity that related to the reading. 
It was a great experience to further develop my patience.  

 
 


