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Abstract:

This study try to explore the relationship between media’s content about
corona virus and public trust on media. This also investigates whether
the overload of Covid-19 information has affected the public trust on
media. The topic selected for the examination of information overload is
“Covid-19”. Media credibility is operationalized as the public’s “trust”
in the media. This study tries to find out the trust of public on the media
and its content. Survey approach was used to find the public’s trust on
media regarding the coverage, accuracy and facts representation on
Corona virus by media.
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I. Introduction

McLuhan coined the term global village. He believed that media is the base and
root cause of world becoming a global village. Mass media is a broad concept with multiple
types that includes print media, broadcast media and internet. In this research we will focus
on examining the media as whole; including its all forms. While mass media could be
understood as a section that is dedicated to build messages implanted with certain values
and ethics and then distribute these messages to the target receivers for the attainment of
certain objectives.

Mass media has break through and reached to every corner of the world and it
wouldn’t be achievable without the technological innovation. Today almost every other
house has television, mobile and other socially connecting devices with internet
availability. Media keep us updated every second. The news is transmitted non-stop 24
hours a days. The continuous generation of content has left no one uninformed. The means
of communication evolved over time from cave paintings and maps to electronic and print
media. In ancient time many of the enormous empires such as Persian and Roman
employed first postal system in order to gather information from a large number of
provinces and to strengthen control in the center. In the beginning words were the only way
to communicate with a logically restricted number of receivers. Than people developed the
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ability to write on some surface which was later advanced by the ability to copy time and
again. With time the media communication scope was boosted further as the printing
technology was accompanied by the revolution in transport enabling to reach audience over
a long distance (Globalization 101, 2014). Later sophistication in technology introduced
“Electronic Media” as a new mode of communication with aptitude to address even larger
masses around the globe. Now a day’s internet and mobile are considered the Seventh Mass
Media as adapting themselves to communicate with a large number from few (Mare, 2014).

Social media is a platform that offers you to interact, share opinion and also keeps
you informed. Today Facebook, twitter, instagram, websites etc are among the widely used
social networking sites. The literature shows huge populations from all around the world
have internet accessibility and use social media via various devices (Greenwood, 2013).
The revolutionary transformation of journalism and media has been experienced and
witnessed since the start of millennium. The nation was exposed to only one channel that
was controlled by government and then suddenly was put in the whirlwind of news
channels, as it stepped in 21% century. In the seventeen years of millennium, numerous
news channels have grown rapidly in Pakistan (Khalid, 2019). News channels are the main
source of information in Pakistan. Marketing research company Gallup Pakistan,
anticipated that in 2009, there were 86 million TV viewers in Pakistan (infoasaid, 2012).
The viewership must be increasing with the passage of time. The Objectives of the study
are (i) How media’s content is affecting public trust? (ii) Media’s content about Corona
virus is affecting the public trust.

I1. Public Trust

The concept of media credibility can be easily understood by operationalizing a
concept that is trust. The audience or public are no longer submissive message receivers,
they can select their communication channel according to their will and trust. When public
feels that, the particular news medium is credible, they tend to trust it more and rely on it.
Trust on news media involves the factors like the accuracy of news, selection of specific
facts and whether the news media is giving proper coverage to a particular topic. Hovland
identified “trustworthiness” and “expertise” (1986).

I11. Corona virus (COVID-19)

Right now there are no specific vaccines or treatment for COVID-19. However,
there are many ongoing medical trials weighing up the potential treatments. According to
the figures given by (WHO), there are more than 18 Million confirmed cases and 689
thousand deaths caused by corona virus worldwide. Likewise in Pakistan, the numbers of
casualties and infected people are rising enormously. More than 280k people are tested
positive for corona virus and 6000 people died till now (GoP, 2020).

According to World Health Organization (WHO), The COVID-19 virus spread
mainly through the infected person when he/she coughs or sneezes. The mortality rate for
this illness is higher than the common flu. This virus can be prevented from spreading by
taking precautions like; cleaning your hand, using sanitizers, facemasks, gloves and by
avoiding crowded places.
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24 hour content cycle and media credibility are our variables. Our independent
variable is 24 hour content cycle and dependent variable is media credibility. In this
research, we will select a particular topic to measure the 24 hour content cycle that is
Corona virus disease (COVID-19). “Over the last couple of months, posts from the World
Health Organization (WHO) and US Center of Disease Control (CDC) have cumulatively
only achieved several hundred thousand engagements, considerably eclipsed by hoax and
conspiracy theory sites, which have amassed over 52 million. This serves to emphasize the
popularity of unverified source of information” (Mian & Khan, 2020).

Almost every news medium is covering this corona virus issue. We can see
abundant information regarding COVID-19 on news websites, social media, and news
channels which is circulating 24/7. On our TV screen we see information box about number
of infected patients and deaths caused by COVID-19. On the other hand social media is
also delivering nonstop update on this issue. This much level of coverage is playing
important role in generating awareness about corona virus, which is a great initiative taken
by mass media.

Our first hypothesis was “Media content about COVID-19 is affecting trust of
public on the news media.” So we fragmented the theme and asked from public through
survey by questioning about the different dimensions of trust measuring. Media was the
only primary source of news for our most of the respondents (85%). When examined the
answers on the general “trust of public on media”, data obtained showed that 57% of the
respondents do not trust the media. 33% were neutral and only 10% disagreed. 79% agreed
that media’s objectivity is questionable and only 21% remained neutral. So our results gave
us the evidence of public’s mistrust on media

In earlier researches, researchers focused on relating content overload with other
factors instead of credibility (York, 2013; Holton, M.A., & Chyi, 2012). In this research
we will measure that either 24 hour content cycle or continuous generation of content
regarding corona virus is affecting the media credibility/ trust of people on media or not.
Corona virus is a new topic so researches done on it are very few so our research will try
to find out the link between dissemination of media content regarding corona virus and
media credibility.

V. Conceptualization and Operationalization

24 hour confent cycle affocting media cradibility

Independent variable Diependent Variable
Public Trust Media’s Content
l Operationalization l

Coronzvirus (COVID-19%

Dimenzions
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V. Literature Review

Morris and Ogan (1996) explained that “traditional mass media have tackled the
issue within their organization by employing editors and fact checkers to determine what
information is accurate and true. While the source credibility will vary on the internet, with
commercial sites carrying more credibility and unknown sources are carrying less.”
According to Meyer (1988), “the two dimensions of credibility — as believability and as
community affiliation- can respond differently to transient events.” The researcher narrated
that Rimmer and Weaver (1987) also used the subset of Gaziano and McGrath (1986) items
to relate use of media with media credibility.

““Fair”, “unbiased”, “tells the whole story”, “accuracy rate” and “can be trusted”-
each measure is a close approximation of the same thing. Collectively these items give us
accurate measurement of credibility or trust” (Meyer, 1988). Maier (1999) used Meyer’s
believability index to test the relationship between newsmakers’ perceptions of accuracy
and credibility. Trust has been observed, explained and classified by numerous researchers
in multiple ways. Some researchers believed that trust consist of three forms, such as
interpersonal, institutional, informational trust (Williams, 2012). Gallup (2019) first
measured trust in mass media in 1972 survey when 68% American said they trusted it. So
the level of trust escalated with time as 69% in 1974 and 72% in 1976. After two decades
Gallup once again measured and the results showed that trust had fallen to 53% in 1997.
In 2009 it reached to 45%. In 2016, trust rate reached the lowest recorded point which was
32%. Recently Gallup measured it again and in 2019 US citizen’s trust in mass media
edged down to 41% in 2019. Today many American trust news on internet than they did in
1998. In 1998, 12% in US used online news; 64% currently do. The largest percentage
point increases between 1998 and 2019 in Americans’ trust are in online news (+15%) and
television (+14%) (Gallup, 2019).

According to Gallup Pakistan in 2007, 67% Pakistanis claimed to watch television
(regular viewers 74%, occasional viewers 21%, and casual viewers 5%); internet users
were 18% (Gallup, 2017). In 2018, Gallup re-conducted the survey and claimed that “48%
internet users in Pakistan claim to use social networking sites to access news at least once
a day” (Gallup, 2018). In 2006, Gallup Pakistan conducted survey and polls on the
objectivity of media. “68%of those questioned felt that media was not objective enough,
42% did not trust international media chains, 52% trusted small media organizations more,
43% thought that media organizations were only interested in making money and 57%
claimed that they did not trust journalists. 49% considered media to be a force for the good”
(Gallup, 2015). In 2005, Pakistan was badly affected by earthquake so these responses
might be affected by how media portrayed that issue.

Credibility is the believability or trust in the source/ message of the news.
Individuals perceive and evaluate the news media and then decide whether it’s credible or
not. Media use is considered as a forecaster for understanding perception of media
credibility (Lu & Andrews, 2006). Porral, Ferndndez and Boga (2014) believed that
creating, enhancing and maintaining media credibility is extremely important for media
companies, because numerous options and substitutes are available to audience. Therefore,
media managers seeking for a public should be concerned in increasing audience’s
perception of their media credibility.
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The revolutionary transformation of journalism and media has been experienced
and witnessed since the start of millennium. The nation was exposed to only one channel
that was controlled by government and then suddenly was put in the whirlwind of news
channels, as it stepped in 21% century. In the seventeen years of millennium, numerous
news channels have grown rapidly in Pakistan (Khalid, 2019). News channels are the main
source of information in Pakistan. Marketing research company Gallup Pakistan,
anticipated that in 2009, there were 86 million TV viewers in Pakistan (infoasaid, 2012).
The viewership must be increasing with the passage of time.

Kohring and Matthes (2007) conducted their research on “Trust in news media”.
In the research they developed and validated the scales that measure trust. Previous
researches showed that there were no particular standardized scales that could measure the
trust in news media (Kohring & Matthes). Kohring and Matthes’s (2007) research results
showed that “trust in news media can be considered a hierarchical factor (of second order)
that consist of four lower orders which include trust in the selectivity of topics, trust in the
selectivity of facts, trust in accuracy of depictions, and trust in journalistic assessment.”
People trust on media’s choice, their choice on selection of topic and the facts relating to
it. It is the trust that make them believe that media is credible. But if public is exposed to
too much information then it can stress them out as York (2013) mentioned.

In the introduction section, | explained the conceptualization and
operationalization of our research concept. We have already operationalized the variable
media credibility to “trust” and it was supported with the reference of literature review. |
mentioned it again to avoid the confusion in here. Several researches have been conducted
on information overloaded in news media (Bawden & Robinson; Holton, M.A., & Chyji,
2012; York, 2013; Bawden, Holtham, & Courtney, 1999). American social scientist
Bertram Gross (1964), attributed the phrase “information overload” and referred it to the
state when ‘“the information input to any system exceed its information processing
capabilities.” “Information overload phenomenon has been referred by other names such
as information overabundance, data smog, infostress, communication overload, cognitive
overload and many more” (Bawden & Robinson).

“Information overload occurs when large amount of content available becomes
difficult for an individual to process, often causing negative feeling on the consumers”
(Bawden, Holtham, & Courtney, 1999). Triggering of negative feelings means that
information overload hinders the believability and trust of public on news media. Africa
also faced the problem of rise in the misinformation/ fake news about corona virus.
Misinformation was seen in news, internet and on other news mediums (Ahinkorah,
Ameyaw, Hagan-Jr., Seidu, & Schack, 2020). Bawden and Robinson stated recently that
“corona virus pandemic has given rise to a relentless flood of information which leads
people to pick out the bizarre and sensational” (2020).

The use of social media is spiking with every single day passing. From the second
you wake up in the morning until the time you go to sleep, mass media and social media
sticks with you like an adhesive and overwhelm you with news and information (Biagi,
1988/2016). Even the people that do not own a computer or never has the chance to “surf
the net” could have not overlooked the news or information about the internet. Somehow
they are familiar with it; this makes us wonder that how much effect it has on public.
(Morris & Ogan, 1996).
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“We know that we should use reliable sources — the health services, the
government, academic sources such as John Hopkins University’s corona virus dashboard
— but it is often easier to rely on our social media bubbles. Worse, faced with such a
seemingly unending stream of information there is a tendency to pick out the bizarre and
sensational; reading that the corona virus was genetically engineered by illuminati as a
mean of world domination, but that it can be defeated by drinking hot water, is somehow
more attractive than seeing more sensible reminders about staying in and hand washing”

VI. Theoretical Framework

“The media push a never-ending flow of events, issues, objects and persons into
public attention. The selectivity process undoubtedly plays a role in attitude formation
process. Topics are filtered through media information gathering and processing systems
and then selectively disseminated” (Ball-Rokeach & DeFleur, 1976). It means that
audience is dependent on the media. They trust media to provide accurate and factual
content. Media has the power over selection of the topics and facts. Ball-Rokeach and
DeFleur explained the effect of 24 hour content cycle on the behavior of audience by giving
the example of political campaigns:

“Political campaigns have not only became longer and longer, but have also
depended more and more on the media to communicate to voters. Such campaigns may not
change many established attitudes toward the contestants. They might, however, elicit
affective responses, such as over whelming, boredom, disgust, or cognitive assessments
such as that it makes no longer difference who wins” (Ball-Rokeach & DeFleur, 1976).
This study is basically linked with media effects that are explained by the media
dependency theory such as behavioral and cognitive effects. We will try to find the positive
or negative relationship between our variables which are linked and affected by the media
effect at first place.

Dependence on media for information cause cognitive effects and behavioral
change among the receivers. The example of cognitive effects which was given by Ball-
Rokeach and DeFleur (1976) was “Ambiguity”. When audience confronts social change or
conflict, they might experience ambiguity in the massive information provided by the
media. The Research Questions are as follows;

R.Q. Does trust of public on media is being affected by media’s content about
Corona virus?

Hypotheses: Media content about COVID-19 is affecting trust of public on news
media.

VII. Method and Measures

Survey Approach was used as a methodology in this study. This research is
quantitative in nature. The scale used in the survey questionnaire was 5-point likert scale.
The questionnaire was built on the operationalized variables, dimensions and indictors of
the study. The questionnaire form was created by using Google forms. The responses were
also collected online through Google forms.
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A. Population

Population was the undergraduate and graduate students of University. The
sample size was 139 which included 104 female and 35 male participants. Sample was
collected by simple random sampling. Before analyzing the information/ responses, the
data was prepared. Microsoft Excel was used to run a check if any data was missing or not.
Survey data was analyzed by using the statistical software SPSS.

B. Data Analysis

Inaccurate news about No. of cases/ deaths caused by COVID-19 variable gave
the Mean value as 3.94, Mode as 4 and S.D as 0.88. The results showed that most of the
people believed that media was not providing much accurate news about number of cases
or number of deaths caused by corona virus. For measuring the trust of public on the
content that media is sharing about COVID-19, we examined the responses of our
respondents. Results received are mentioned in the descriptive analysis in the analysis
section. Respondents agreed that there was no accuracy in what media display. Media
didn’t provide the accurate news about number of cases or deaths that are caused by corona
virus (72% agreed, 22% neutral, 6% disagree). Only specific angle/facts on corona issue
are presented on media (74% agreed, 22% neutral, 4% disagree). Results provide the
evidence that media’s coverage on COVID-19 was untrustworthy (77% agreed, 18%
neutral, 5% disagree). When we used the statistical analysis software SPSS and found the
correlation among these variables, in most of the cases the null hypothesis was rejected but
exceptions were there, the significance of correlation in most cases was very high (p<.01,
p<.05, P<.001). So our results provided support for our research hypothesis that Media
content about COVID-19 is affecting trust of public on news media.

Table 1: Information Overload and Media Credibility

Inaccurate news about no.of cases/ deaths caused by COVID-19

Frequency Percent Valid Percent Cl::mu'at've
ercent
Strongly Disagree 1 0.7 0.7 0.7
Disagree 7 5.0 5.0 5.8
valid Neutral 31 22.3 22.3 28.1
Agree 60 43.2 43.2 71.2
Strongly Agree 40 28.8 28.8 100.0

Total 139 100.0 100.0

When people were asked about media’s objectivity, most them agreed that our
media’s objectivity, validity and fairness is questionable. For this variable Mean is 4.06,
Mode is 4 and S.D is 0.72.

Table 2: Media's objectivity is questionable

Cumulative
Frequency Percent Valid Percent Percent
Valid Disagree 1 7 N4 N4
Neutral 29 20.9 20.9 21.6
Agree 69 49.6 49.6 71.2
Strongly Agree 40 28.8 28.8 100.0

Total 139 100.0 100.0
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Table 3: Correlation

Correlations

Inaccurate Specific

Irrelevant news f Media's h diai Media
news about no acts objectivity Untrustworthy Media is helped
. ; representa ) coverage of untrustworthy ;
production of cases/ N is N dealing
tion by : media on source of )
for news deaths . questionab with the
L media on COVID-19 news :
continuity caused by COVID-19 le pandemic.
COVID-19
Inaccurate
news about Pearson 253"
no. of cases/ Correlation
deaths "
caused by Sig. (2- .003
COVID-19 tailed)
Specific fac_ts Pearso_n 155 292"
representation Correlation
by media on Sig. (2-
COVID-19 tailed) 069 000
. Pearson - -
’."‘e‘?'és. Correlation 360 153 339
objectivity is Sig. (2
questionable g. .000 072 .000
tailed)
Untrustworthy Pearsqn 253" 331" 230" 450"
coverage of Correlation
media on Sig. (2-
COVID-19 tailed) .003 .000 .006 .000
Media is Pearson - " - - -
untrustworthy Correlation 358 -350 389 423 504
source of Sig. (2-
news tailed) .000 .000 .000 .000 .000
. Pearson o " o
Media helped Correlation -.232 -.119 -.057 -.170 -.069 -.239
dealing with Sig. (-
the pandemic. ta?léd) .006 .165 .508 .045 418 .005

**_Correlation is significant at the 0.01 level (2-tailed)., *. Correlation is significant at the 0.05 level (2-tailed),
Sig. value: P <0.05 means statistically significant, P <0.001 means statistically highly significant (< than 1 in a
1000 chance of being wrong)

VII11. Discussion

The study also answered our research question and hypotheses that was, Does
trust of public on media is being affected by media’s content about Corona virus? The
results of this study shows that the trust of public on media is being affected by media’s
content about Corona virus.

We asked bunch of questions from respondents to get a clear view of results. Most
of the respondents firmly agreed that 24 hour non-stop content production makes media
less credible because it also contains misinformation and sensationalism of news (73%
agree, 20% neutral, 7% disagree). Respondents were inclined toward agreeing that media
is giving too much coverage to COVID-19 issue (60% agree, 26% neutral, 14% disagree).
Continuous production of corona virus related content on media caused the feeling of
overburden (surplus/ excessive information) (66% agree, 22% neutral, 12% disagree). Last
but not the least, the respondents were asked that credibility of media is being affected by
information overload on COVID-19 the results showed 69% agree, 24.% neutral, 7%
disagree. The correlation among all variables was generated, in most of the cases the null
hypothesis was rejected and the significance level was very high. The Pearson correlation
value indicates that either the relation is positive or negative. We obtained both positive
correlation and negative correlation among the variables based on their nature. In some
cases the null hypothesis was accepted. For example, when correlation of “Media helped
dealing with the pandemic” was generated, either null hypothesis was accepted or strong
negative correlation was found with other variables. The correlation of information
overload and media credibility showed a very strong and significant relation. Therefore,
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our results provided support and evidence for our research hypothesis that Continuous
generation of news content regarding COVID-19 is affecting media credibility.

Our results successfully answered our research questions and supported our
hypothesis statements. Our research question was, “does trust of public on media is being
affected by media’s content about corona virus?” This study gave us the answer of our
question. Based on our results it is concluded that pubic is reluctant in trusting the media.
Media is still the primary source of news but it has not totally earned the trust of public. As
of the topic chosen “COVID-19”, majority of the respondents do not have faith in media
and consider it as untrustworthy source of news. They agree that media reported inaccurate
news, specific angles/ facts on corona virus. The coverage was also untrustworthy,
irrelevant news were shared and media’s objectivity is questionable. The media still have
its root deepened in individual’s life, minor part of our respondents’ still trust media but
maybe the situation is changing. This study gave the evidence that majority of the public
don’t trust media’s content about Corona virus. Therefore, it means if public don’t trust
media its means that media is not credible.

IX. Conclusion

This study gave us the answer of our question. Based on our results it is concluded
that pubic is reluctant in trusting the media. Media is still the primary source of news but
it has not totally earned the trust of public. As of the topic chosen “COVID-19”, majority
of the respondents do not have faith in media and consider it as untrustworthy source of
news. They agree that media reported inaccurate news, specific angles/ facts on corona
virus. The coverage was also untrustworthy, irrelevant news were shared and media’s
objectivity is questionable. The media still have its root deepened in individual’s life, minor
part of our respondents’ still trust media but maybe the situation is changing. This study
gave the evidence that majority of the public don’t trust media’s content about Corona
virus. Therefore, it means if public don’t trust media its means that media is not credible.
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