APPENDIX A. Overview on Facets of website content in User Experience Research

	Content facet
	Publications covering the specific facet

	Accessibility / availability
	Abdinnour-Helm et al. (2005), Caro et al. (2008), Karreman et al. (2007), Parker et al. (2006), Ranganathan & Ganapathy (2002), Smith (1997) 

	Accuracy / adequacy / correctness / consistency / reliability of information
	Aladwani & Palvia (2002), Aranyi & van Schaik (2016), Cao et al. (2005), Caro et al. (2008), De Marsico & Levialdi (2004), Hasan & Abuelrub (2011), Moustakis et al. (2006), McKinney et al. (2002), Ozok & Salvendy (2001), Parker et al. (2006), Seckler et al. (2015), Smith (1997), Sutherland et al. (2005), Tsakonas & Papatheodorou (2006), Yang et al. (2005) 

	Amount of information / data
	Caro et al. (2008), Kang & Kim (2006), Palmer (2002), Spyridakis (2000)

	broadness / diversity / specificity / variety of information
	Agarwal & Venkatesh (2002), Aladwani & Palvia (2002), Caro et al. (2008), Clarke et al. (2008), Hasan & Abuelrub (2011), Palmer (2002), Rosen & Purinton (2004), Selden & Orenstein (2011), Smith (1997)

	Completeness / sufficiency
	Aladwani & Palvia (2002), Caro et al. (2008), De Wulf et al. (2006), DeLone & McLean (2003), Moustakis et al. (2006), Parker et al. (2006), Smith (1997)

	Conciseness of content
	Aladwani & Palvia (2002), Caro et al. (2008), Spyridakis (2000) 

	* Clarity / comprehensibility / ease of understanding / intelligibility / understandability
	Aladwani & Palvia (2002), Caro et al. (2008), De Marsico & Levialdi (2004), DeLone & McLean (2003), Parker et al. (2006), Smith (1997), Spyridakis (2000), Thielsch (2008)

	* Credibility / authority / believability / reputation / trustworthiness
	Caro et al. (2008), De Wulf et al. (2006), Flanagin & Metzger (2000), Fogg & Tseng (1999), Fogg et al., (2001 & 2002), Hasan & Abuelrub (2011), Hong (2006), Loiacono, et al. (2007), Metzger (2007), Parker et al. (2006), Seckler et al. (2015), Smith (1997), Spyridakis (2000), Wathen & Burkell (2002)

	Currency / timeliness
	Abdinnour-Helm et al. (2005), Agarwal & Venkatesh (2002), Aladwani & Palvia (2002), Caro et al. (2008), De Marsico & Levialdi (2004), De Wulf et al. (2006), Hasan & Abuelrub (2011), McKinney et al. (2002), Parker et al. (2006), Seckler et al. (2015), Smith (1997), Sutherland et al. (2005), Tsakonas & Papatheodorou (2006)

	* Informativeness	
	Chakraborty et al. (2005), Hausman & Siepke (2009), Kang & Kim (2006), Lin (2007), Rahimnia & Hassanzadeh (2013), Shukla et al. (2010)

	Interactivity / responsiveness / support
	Caro et al. (2008), Kalyanaraman & Sundar (2006), Park & Gretzel (2007)

	* Likability / attractiveness / entertainment
	Caro et al. (2008), Huizingh (2000), Kang & Kim (2006), Thielsch (2008)

	Novelty
	Caro et al. (2008), Clarke et al. (2008), Kalyanaraman & Sundar (2006)

	Objectivity
	Caro et al. (2008), Hasan & Abuelrub (2011), Parker et al. (2006)

	Originality / uniqueness of content
	Aladwani & Palvia (2002), Moustakis et al. (2006), Smith (1997)

	* Perceptions of specific content, e.g., information on procedures, organizational culture, feedback, etc.
	Braddy et al. (2009), Caro et al. (2008), Cober et al. (2003), Selden & Orenstein (2011), Thielsch, Träumer & Pytlik (2012)

	Personalization / tailored information
	DeLone & McLean (2003), Kalyanaraman & Sundar (2006), Moustakis et al. (2006), Loiacono et al. (2007), Park & Gretzel (2007), Thongpapanl & Ashraf (2011)

	* Relevance
	Agarwal & Venkatesh (2002), Cao et al. (2005), Caro et al. (2008), De Wulf et al. (2006), DeLone & McLean (2003), Hasan & Abuelrub (2011), Hong (2006), Kalyanaraman & Sundar (2006), McKinney et al. (2002), Parker et al. (2006), Spyridakis (2000), Tsakonas & Papatheodorou (2006)

	Security / perceived security / privacy
	Caro et al. (2008), Casaló et al. (2007), DeLone & McLean (2003), Lin (2007); Park & Gretzel (2007), Parker et al. (2006), Ranganathan & Ganapathy (2002)

	* Usefulness / utility of content / value added
	Aladwani (2002), Aladwani & Palvia (2002), Aranyi & van Schaik (2016), Caro et al. (2008), Hong & Kim (2004), Loiacono et al. (2007), McKinney et al. (2002), Moustakis et al. (2006), Parker et al. (2006), Tsakonas & Papatheodorou (2006), Yang et al. (2005)


Note: Overview of different website content facets as researched in prior publications. Facets that are best suited for subjective survey based evaluations are marked with an *.

appendix B: Items and Item statistics
B.1 Original items analyzed in study 1.
	Itemnumber
	Facet
	Item in German
	Item in English
	Item source

	01
	Clarity 
	Die Informationen sind exakt.
	The Information is precise.
	Krauss, 2003; Thielsch, 2008; Yang et al., 2005

	02*
	Clarity 
	Die Inhalte sind anschaulich aufbereitet.
	The contents of the website are clearly presented.
	Geißler et al., 2003; Thielsch, 2008

	03
	Clarity 
	Die einzelnen Sätze sind einfach zu lesen.
	The individual sentences are easy to read.
	De Wulf et al., 2006; Geißler et al., 2003; Thielsch, 2008

	04*
	Clarity 
	Der Sprachgebrauch in den Texten ist geläufig und allgemein verständlich.
	The language used in the texts is current and easy to understand.
	(Elling et al., 2007); Geißler et al., 2003; (Smith, 2001); Thielsch, 2008

	05
	Clarity 
	Die Inhalte auf der Website sind gut erklärt.
	The contents on the website are well explained.
	(Elling et al., 2007); Thielsch, 2008

	06
	Clarity 
	Die Informationen auf der Website sind in sich schlüssig.
	The information on the website is coherent.
	(Rosen & Purinton, 2004)

	07
	Clarity 
	Die Informationen auf der Website sind fehlerfrei.
	The information on the website is accurate.
	Ahn et al., 2007; Aladwani, 2002; Cao et al., 2005; Chakraborty et al., 2005; De Wulf et al., 2006; Hong & Kim, 2004; (Lin, 2007)

	08
	Credibility 
	Ich werde auf der Website objektiv informiert.
	I get informed objectively on this website.
	Geißler et al., 2003; (Hong & Kim, 2004); Thielsch, 2008

	09
	Credibility 
	Die Informationen sind zuverlässig.
	The information is reliable.
	Ahn et al., 2007; Aladwani & Palvia, 2002; Thielsch, 2008

	10
	Credibility 
	Die Informationen auf der Website sind überzeugend.
	The information on the website is convincing.
	(Choi & Rifon, 2002)

	11*
	Credibility 
	Ich finde die auf der Website dargebotenen Informationen glaubwürdig.
	I find the information provided on the website to be authentic. 
	Chakraborty et al., 2005; De Wulf et al., 2006; (Zhang et al., 2000)

	12*
	Credibility 
	Ich kann den Informationen auf der Website vertrauen.
	I can trust the information on the website. 
	(Cao et al., 2005); (De Wulf et al., 2006)

	13
	Credibility 
	Die auf der Website dargebotenen Informationen sind sachlich.
	Information on the web site is objective.
	Hong & Kim, 2004

	14*
	Credibility 
	Die auf der Website dargebotenen Informationen sind seriös.
	The information provided on the website is reliable. 
	(Cao et al., 2005); (De Wulf et al., 2006)

	15
	Credibility 
	Die auf der Website dargebotenen Informationen sind unparteiisch.
	The information on the website is unbiased.
	Hong, 2006; (Smith, 2001)

	16
	Informativeness 
	Ich kann mich über alles informieren, das mich interessiert.
	I can get information on anything I am interested in. 
	Geißler et al., 2003; Thielsch, 2008

	17*
	Informativeness 
	Die Informationen sind qualitativ hochwertig.
	The information is of high quality. 
	Cao et al., 2005; Kim & Lim, 2001; Thielsch, 2008

	18
	Informativeness 
	Die Website liefert mir die benötigten Informationen.
	The website provides me with the required information.
	Abdinnour-Helm et al., 2005; Thielsch, 2008, 

	19*
	Informativeness 
	Die Website ist informativ.
	The website is informative.
	Kang & Kim, 2006; Karreman et al., 2007; Shukla et al., 2010; Thielsch, 2008

	20
	Informativeness 
	Die Website beinhaltet reichhaltige Informationen.
	The website contains extensive information.
	(Palmer, 2002); Lavi & Tractinsky, 2004

	21*
	Likeability
	Die Website weckt mein Interesse.
	The website arouses my interest.
	Agarwal & Venkatesh, 2002; Thielsch, 2008

	22
	Likeability
	Der Inhalt der Website gefällt mir.
	I like the content of the website.
	Thielsch, 2008

	23
	Likeability
	Die Website ist unterhaltsam.
	The website is enjoyable.
	Kang & Kim, 2006; Thielsch, 2008

	24*
	Likeability
	Ich lese diese Website gerne.
	I enjoy reading the website.
	Thielsch, 2008

	25*
	Likeability
	Die Inhalte der Website sind spannend.
	The contents of the website are exciting. 
	Thielsch, 2008

	26
	Likeability
	Das Lesen der Website macht Spaß.
	Reading the website is fun. 
	(Cao et al., 2005); (De Wulf et al., 2006); (Kang & Kim, 2006)

	27
	Relevance 
	Ich erhalte die Informationen, die ich erwarte.
	I get the information I expect. 
	Thielsch, 2008

	28
	Relevance 
	Die Website beinhaltet alle relevanten Informationen.
	The website contains all relevant information. 
	Aladwani, 2002; Chakraborty et al., 2005; Thielsch, 2008; Zhang et al., 2000

	29
	Relevance 
	Die Inhalte der Website sind wichtig.
	The contents of the website are important.
	Thielsch, 2008

	30
	Relevance 
	Themen, die auf der Website angesprochen werden, bedeuten mir persönlich viel.
	Issues addressed on the website mean a lot to me.
	Thielsch, 2008

	31
	Relevance 
	Die Texte auf der Website laden zum Lesen ein.
	The texts on the website stimulate further reading.
	Geißler et al., 2003; Thielsch, 2008

	32
	Originality / Uniqueness of content
	Die Inhalte der Website sind anregend.
	The contents of the website are inspiring.
	Thielsch, 2008

	33
	Originality / Uniqueness of content
	Der Inhalt der Website weckt mein Interesse.
	The content of the website sparks my interest
	(De Wulf et al., 2006)

	34
	Originality / Uniqueness of content
	Die Websiteinhalte motivieren mich, die Seite wieder zu besuchen.
	The content of the website motivates me to revisit the site.
	Thielsch, 2008

	35
	Originality / Uniqueness of content
	Die Inhalte der Website sind so wichtig, dass ich sie mir ausdrucken oder speichern würde.
	Contents of the website seem so important to me, that I would print or save them. 
	Geißler et al., 2003; Thielsch, 2008

	36*
	Usefulness 
	Ich finde die Informationen auf der Website sind nützlich.
	I find the information on the website to be useful. 
	Aladwani, 2002; Cao et al., 2005; (Elling et al., 2007); (Lin, 2007); Thielsch, 2008

	37*
	Usefulness 
	Die Texte liefern mir kurz und bündig die wichtigsten Informationen.
	The texts provide me information in a clear and concise manner. 
	Geißler, Donath & Jaron, 2003; Thielsch, 2008

	38
	Usefulness 
	Von der Website kann man etwas lernen.
	One can learn from this website. 
	Kang & Kim, 2006

	39
	Usefulness 
	Die Inhalte der Website sind professionell.
	The contents of the website are professional
	(Smith, 2001)

	40
	Usefulness 
	Die auf der Website dargebotenen Informationen sind ausreichend.
	The information provided on the website is sufficient.
	Abdinnour-Helm et al., 2005; De Wulf et al., 2006; Elling et al., 2007


Note: If item source is given in parentheses the item was not directly taken from this source but adapted based on it. An asterisk at the item number indicates selected items for the final Web-CLIC questionnaire.

B.2 Scree plot resulting from exploratory factor analysis of study 1.

[image: Macintosh HD:Users:meinald:Documents:_Publikationen:_Paper_reviewed:Web-CLIC:_figures:fig_2_eigenvalues.tiff]
Note: The straight line illustrates an eigenvalue of 1; N = 1226.

B.3 Items, factor loadings, means, and standard deviations for remaining 37 items in exploratory factor analysis of study 1.

An asterisk at the item number indicates selected items for the final Web-CLIC questionnaire.

	Item number
	Likeability
	Credibility
	Clarity
	Informativeness
	M
	SD

	32
	0.695
	-0.005
	0.152
	0.079
	3.097
	1.530

	21*
	0.847
	0.004
	-0.017
	0.085
	2.894
	1.613

	33
	0.862
	0.040
	-0.081
	0.083
	2.943
	1.677

	22
	0.713
	0.012
	-0.032
	0.271
	3.212
	1.617

	24*
	0.786
	0.034
	0.114
	-0.007
	2.617
	1.453

	30
	0.705
	-0.095
	-0.258
	0.226
	2.501
	1.638

	31
	0.581
	-0.029
	0.337
	-0.027
	3.148
	1.613

	34
	0.730
	0.041
	-0.014
	0.122
	2.640
	1.636

	25*
	0.820
	0.019
	-0.021
	0.023
	2.865
	1.524

	26
	0.795
	0.035
	0.297
	-0.226
	2.812
	1.520

	23
	0.629
	-0.073
	0.328
	-0.338
	2.883
	1.545

	08
	0.023
	0.544
	0.216
	-0.001
	3.763
	1.665

	11*
	0.037
	0.962
	-0.005
	-0.104
	4.772
	1.425

	12*
	0.030
	0.983
	-0.014
	-0.132
	4.500
	1.425

	13
	-0.004
	0.889
	-0.158
	0.069
	4.292
	1.678

	14*
	0.008
	0.861
	-0.034
	0.024
	4.761
	1.446

	15
	-0.013
	0.657
	0.017
	-0.164
	3.805
	1.611

	27
	-0.089
	-0.048
	0.523
	0.358
	4.538
	1.565

	02*
	0.219
	0.061
	0.645
	-0.197
	3.900
	1.737

	03
	-0.022
	-0.144
	0.737
	-0.073
	5.113
	1.555

	37*
	0.012
	0.078
	0.594
	0.076
	4.103
	1.626

	04*
	-0.014
	-0.074
	0.598
	0.010
	5.294
	1.449

	05
	0.063
	0.027
	0.619
	0.144
	4.250
	1.483

	18
	-0.058
	0.007
	0.330
	0.595
	4.079
	1.653

	36*
	0.297
	0.115
	-0.105
	0.610
	3.936
	1.723

	29
	0.415
	-0.021
	-0.155
	0.563
	3.575
	1.749

	20
	-0.033
	0.077
	0.091
	0.638
	4.509
	1.670

	19*
	0.107
	0.231
	-0.004
	0.525
	4.607
	1.537

	17*
	0.135
	0.306
	0.049
	0.440
	3.877
	1.522

	01
	-0.101
	0.278
	0.314
	0.354
	4.028
	1.410

	28
	-0.157
	0.070
	0.396
	0.490
	4.061
	1.573

	09
	-0.038
	0.389
	0.290
	0.204
	4.002
	1.402

	06
	-0.095
	0.075
	0.495
	0.334
	4.591
	1.394

	10
	0.119
	0.273
	0.244
	0.370
	4.136
	1.542

	39
	0.059
	0.280
	0.345
	0.156
	4.321
	1.645

	40
	-0.176
	0.384
	0.271
	0.210
	4.497
	1.573

	38
	0.309
	0.106
	-0.036
	0.378
	3.911
	1.756


Note: M = mean, SD = standard deviation; loadings higher than .3 are marked bold; N = 1226.

appendix C: Stimuli

C.1 Experts ratings for websites in pre-study of study 1
Ratings of content quality are ordered from good to bad, websites marked bold were selected for study 1. Websites with familiarity values above 10 %, or content quality and overall impression ratings influenced by age or gender (as indicated by significant correlations) were excluded from the final set of study 1.

	Website URL
	Website category
	Familiarity
	Content quality
	 
	Overall grade

	 
	
	 
	M
	SD
	 
	M
	SD

	http://www.travian.de
	Entertainment
	13.64%
	5.11
	(0.83)
	 
	2.22
	(0.81)

	http://www.sprengsatz.de
	Information site
	8.00%
	5.00
	(0.95)
	 
	2.38
	(0.74)

	http://www.tognum.com
	Corporate website
	4.35%
	4.95
	(1.20)
	 
	2.64
	(1.09)

	http://www.vag-armaturen.de
	Corporate website
	0.00%
	4.95
	(1.39)
	 
	2.47
	(1.31)

	http://www.hotel-blog.de
	Information site
	4.35%
	4.80
	(1.15)
	 
	2.65
	(0.81)

	http://www.mvjob.de
	E-recruiting
	4.35%
	4.76
	(1.48)
	 
	2.67
	(1.02)

	http://www.marsh.de
	Corporate website
	0.00%
	4.59
	(1.18)
	 
	2.95
	(1.09)

	http://www.scienceticker.info
	Information site
	12.50%
	4.42
	(1.64)
	 
	2.68
	(1.20)

	http://www.pricerunner.de
	E-commerce
	4.17%
	4.41
	(1.37)
	 
	3.05
	(1.09)

	http://www.deutsche-allgemeine-zeitung.de
	Information site
	0.00%
	4.35
	(1.31)
	 
	3.00
	(1.26)

	http://www.girlsgogames.de
	Entertainment
	4.17%
	4.29
	(1.23)
	 
	3.05
	(1.02)

	http://www.lynet.de
	Corporate website
	0.00%
	4.26
	(1.05)
	 
	3.26
	(0.99)

	http://www.preistester.de
	E-commerce
	9.52%
	3.88
	(1.17)
	 
	3.41
	(1.00)

	http://www.assistenz.org
	E-recruiting
	0.00%
	3.86
	(1.31)
	 
	3.67
	(1.24)

	http://www.playzo.de
	Entertainment
	8.70%
	3.84
	(0.96)
	 
	3.37
	(0.90)

	http://www.szene.it
	Web portal
	0.00%
	3.65
	(1.15)
	 
	3.87
	(0.92)

	http://www.finanztreff.de
	Information site
	16.00%
	3.58
	(1.22)
	 
	3.63
	(0.90)

	http://www.neopreis.de
	E-commerce
	4.17%
	3.50
	(1.14)
	 
	3,77
	(0.87)

	http://www.excite.de
	Web portal
	27.27%
	3.00
	(1.31)
	 
	4.13
	(1.06)


Note: Level of familiarity was assessed dichotomously (known/unknown), content quality on a seven-point Likert scale (ranging from 1 = “very bad” to 7 = “very good”), and overall grade on a six-point grading scale (ranging from 1 = “very good” to 6 = “insufficient”). N = 37; due to dropout, each website was rated by n = 15 to n = 25 experts. Screenshots can be requested via the corresponding author.

C.2 URLs of websites tested in study 2, 3, and 4.

	Website category
	Definition of category
	Website URLs study 2
	Website URLs study 3
	Website URLs study 4

	Download & 
Software 
	Websites providing free or fee-based apps, programs or codes for downloads.
	http://www.freeware-download.com/ 
http://www.softwareload.de/
	http://www.freeware.de
	

	E-Commerce 
	Websites with the primary aim of buying and selling. 
	http://www.buch.de http://www.danto.de/
http://www.karstadt.de/
	http://www.stylepit.de
	http://www.preistester.de

	E-Learning 
	Online learning content and webpages for learning.
	http://www.fahrschuleonline.de/
http://www.fit-fuer-den-aufschwung.de/

	http://www.sgd.de
	

	E-Recruiting & 
E-Assessment 
	Web-based recruiting and assessment. 
	http://www.absolventa.de/
http://jobboerse.arbeitsagentur.de/
	http://www.jobware.de

	http://www.assistenz.org 
www.mvjob.de

	Entertainment
	Websites with the main aim to entertain
	http://www.clipfish.de/
http://www.onlinegames.de/
	
	http://www.girlsgogames.de

	Information site 
	Websites with a strong focus on information (also containing passive use of weblogs and wikis).
	http://dict.leo.org/
http://www.ftd.de/
http://www.tagesschau.de/
http://www.taz.de/
http://www.zeit.de
	http://www.handelsblatt.com
MedOnline (mock site)
	http://www.deutsche-allgemeine-zeitung.de 
http://www.sprengsatz.de

	Presentation & Self-portrayal (corporate websites)
	Websites of institutions, organizations, and companies for representation and image cultivation
	http://www.bmw.de/de/de/index.html 
http://www.brueninghoff.de/
http://www.dp-dhl.com/de 
http://www.meuter.de/
http://www.originalhaflingerpferde-deutschland.de
	http://www.kpmg.com
	http://www.lynet.de 
http://www.marsh.de 
http://www.vag-armaturen.de

	Search engines
	Websites serving for the search of other websites, products, services or the like.
	http://de.ask.com http://www.bing.com/

	http://www.ixquick.com
	

	Web portals 
	Websites providing an overview of many different issues, offering information and additional links and services.
	http://www.deutschland.de/
http://www.einfach-teilhaben.de
	
	http://www.szene.it

	Weblogs and 
Social Sharing
	Websites serving for creation of virtual chronological diaries, collaborative text editing, immediate networking and interaction of the users or for sharing of resources (e.g. pictures, links, video)
	http://www.basicthinking.de
http://www.blog.de/
http://www.flickr.com http://www.kopfschuettel.de/
http://www.mister-wong.de/
	
	


Note. In study 2, 3, and 4 fully-functional websites were linked with the named URL, screenshots can be requested via the corresponding author.
C.3 Examples for treatments and stimuli used in study 5

	Manipulated facet
	Text examples

	High clarity
	Between 3 and 9 % of all children suffer from attention deficit disorder. Boys are significantly more often affected than girls. The terms ADD or ADHD stand for the attention deficit (and hyperactivity) disorder, with which physicians describe especially heavy attention deficit disorders. Grievances occur from infancy to adulthood. According to latest research results, the cause is a defected signal transmission in the brain. At least half of all ADHD cases are supposed to be genetically determined. The living environment, which the affected children grow up in, can aggravate or attenuate these dispositions. Smoking cigarettes, stress and alcohol during pregnancy influence the development of the disease. (…)

	Low clarity
	The prevalence of attention deficit disorders, which boys are more affected by than girls, is 3 to 9% among children, whereupon the terms ADD and ADHD represent the attention deficit (and hyperactivity) disorder, which physicians use to describe especially heavy attention deficit disorders, whose grievances occur from infancy to adulthood. According to latest research results, the cause is a defected signal transduction in the brain, whereupon at least half of all ADHD cases are supposed to be genetically determined and the living environment, which the affected children grow up in, can aggravate or attenuate these dispositions, which already entails the influence of tobacco consumption, stress and alcohol during pregnancy on the pathogenesis. (…)

	High informativeness
	Between 3 and 9 % of all children suffer from attention deficit disorder. Boys are significantly more often affected than girls. The terms ADD or ADHD stand for the attention deficit (and hyperactivity) disorder, with which physicians describe especially heavy attention deficit disorders. Grievances occur from infancy to adulthood. According to latest research results, the cause is a defected signal transmission in the brain. At least half of all ADHD cases are supposed to be genetically determined. The living environment, which the affected children grow up in, can aggravate or attenuate these dispositions. Smoking cigarettes, stress and alcohol during pregnancy influence the development of the disease. (…)

	Low informativeness
	Some children suffer from attention deficit disorders. In some cases, a drug that has chemical similarities to speed is used for treatment. Incidentally, speed is not the same as crystal. However, crystal is a substance that has similarities to speed. Such a substance similar to speed was first produced in 1887 by the chemist L. Edeleanu at the Humboldt University of Berlin. That is where Edeleanu wrote his doctoral thesis from 1883 to 1887 under the supervision of August Wilhelm von Hofmann. Hofmann married four times during his lifetime. However, three of his wives died young. He had eleven kids. He died in 1892 and was buried at the cemetery of Dorotheenstadt. Later, the sale of speed was restricted in many countries. (…)

	High credibility
	Attention deficit disorder
by Dr. med. Alexander Rainert, neurology specialist, Clinic of Halle, E-Mail
Between 3 and 9 % of all children suffer from attention deficit disorder. Boys are significantly more often affected than girls. The terms ADD or ADHD stand for the attention deficit (and hyperactivity) disorder, with which physicians describe especially heavy attention deficit disorders. Grievances occur from infancy to adulthood. (…)

	Low credibility
	Attention deficit disorder
by DJAlex71
Bewteen 3 and 9 % of al children suffer from attention defficit disorder. Boys are significantly more often afected than girls. The terms ADD or ADHD stand for the attention defficit (and hyperactiviti) disorder, with whitch physicians describe especially Heavy attention defficit disorders. Grievances occurer from infancy to Adulthood. (…) 


Note. Original text manipulations were performed in German, displayed texts in this table are illustrations of manipulations.

Screenshot example from study 5
[image: /Users/meinald/Documents/_Publikationen/_Paper_reviewed/Web-CLIC/Studie 5 ExpVal/Texte_Appendix/Screenshot.png]
Note. Banners in the right area of the screenshot had to be removed due to copyright restrictions.   


appendix D: Benchmark and Cut point anaLyses

D.1 Correlations between age, educational level and the Web-CLIC scores 

	
	WEB-CLIC sum score
	Clarity
	Likeability
	Informativeness
	Credibility

	Age (N ≥ 5336)
	-.001
	-.021
	.047**
	-.011
	-.025

	Education level (N ≥ 4275)
	-.067**
	-.062**
	-.075**
	-.063**
	-.026


Note: Differences in sample size are caused by missing demographic data; ** = p < .01



D.2 ROC curve for the Web-CLIC against the dichotomous good versus unattractive rating
[image: fig_x_roc_all]
[bookmark: _GoBack]
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