
 
Comprehensive Checklist  

for Evaluating Source Credibility in Communication 

 

This checklist serves as a detailed guide for entrepreneurs, marketers, and innovators 
to assess and enhance the credibility of communication sources. By considering the 
factors outlined below, you can effectively match your message, source, and audience 
to drive engagement, influence decisions, and build trust. 

 

1. Source Effects 
 

Definition: The impact of a message can vary greatly depending on the person or entity 
delivering it. 

• Key Question: Is the chosen source appropriate for the message and audience? 

 

2. Core Characteristics of Credibility 
 

Credibility Factors: 

• Expertise: 

o Is the source highly knowledgeable or experienced in the subject? 

o Examples: A dermatologist promoting skincare products, an architect 
endorsing building materials. 

o Pro Tip: Highlight certifications, awards, or relevant achievements. 

• Trustworthiness: 

o Does the source present information honestly and objectively? 

o Is the tone unbiased and transparent? 

o Example: A financial advisor explaining investment risks alongside 
benefits. 



• Objectivity: 

o Does the source avoid overt promotional bias? 

o Example: Reviews or endorsements from respected, independent bodies 
(e.g., Consumer Reports). 

Effects of High Credibility: 

• Increased Persuasion:  

o High credibility leads to positive attitude shifts and stronger behavioural 
responses. 

• Reduced Resistance:  

o Audiences are less likely to create counterarguments against credible 
sources. 

 

3. Addressing Source Biases 
 

• Knowledge Bias:  

o Does the source lack the correct information? 

o Example: An outdated expert citing obsolete data. 

• Reporting Bias:  

o Does the source withhold certain truths or present selective information? 

o Example: A paid celebrity endorsement without disclosure. 

How to Overcome Biases: 

• Ensure your source is both well-informed and transparent. 

• Encourage full disclosure of sponsorships or affiliations. 

 

4. Source Attractiveness 
 

Definition: 

The perceived social value of the source (e.g., appearance, personality, status). 

Key Considerations: 

• Halo Effect: 



o When an attractive source enhances overall message appeal. 

o Example: A celebrity chef endorsing kitchen appliances. 

• "What Is Beautiful Is Good" Phenomenon: 

o Attractive sources are more likely to capture attention and foster 
favourable attitudes. 

• When to Emphasise Attractiveness: 

o Hedonic Products: (some fantasy/aspiration aspect: e.g., perfume, 
jewellery, luxury goods).  

 Stronger impact from visually appealing sources. 

o Utilitarian Products: (e.g., technology, household tools, intangible 
functionality = insurance, life cover, legal advice).  

 Attractiveness may be less effective; credibility becomes crucial. 

 

 

 

5. Matching Source to Audience and Product 
 

Consumer Factors: 

• Preference for Credibility:  

o Analytical audiences value expertise and logic (e.g., B2B procurement 
buyers). 

• Sensitivity to Attractiveness:  

o Emotionally driven audiences respond well to charm, humour, and visual 
appeal (e.g., lifestyle consumers). 

Product Factors: 

• High-Risk Products:  

o Emphasise credibility (e.g., medical devices, financial services). 

• Low-Risk Products:  

o Use relatable sources (e.g., everyday products like coffee or snacks). 

• Socially Influenced Products:  



o Leverage attractive or influential sources (e.g., fashion or beauty 
products). 

 

6. Cultural and Contextual Factors 
 

Cultural Meanings: 

• Symbolism: 

o Does the source align with the cultural values or aspirations of the target 
audience? 

o Example: A global athlete endorsing sportswear for youth-oriented 
campaigns. 

• Match-Up Hypothesis: 

o Ensure alignment between the source’s image and the product. 

o Example: A rugged adventurer endorsing an off-road SUV. 

 

 

7. Q Rating and Familiarity 
 

• Definition:  

o Measures the public’s familiarity with and favourability toward a source. 

• Evaluation:  

o Consider both awareness (how well-known the source is) and likeability 
(how well-regarded they are). 

o Example: Leveraging a universally liked figure for mass-market 
campaigns, like George Clooney and Nespresso. 

 

 

 

 

 



Actionable Checklist/Your Worksheet 

Factor Evaluation Question Your Strategy 

Credibility Is the source knowledgeable, trustworthy, and objective? ����� 

Attractiveness Is the source visually appealing, relatable, or socially influential? ����� 

Biases Are there any knowledge or reporting biases? ����� 

Audience Fit Does the source match the audience’s needs and preferences? ����� 

Cultural Alignment Does the source reflect the cultural values of the target market? ����� 

Q Rating Is the source familiar and liked by the target audience? ����� 

 

Reflection Questions with Follow-Up Actions 

 
1. Answer each question and use the follow-up actions to refine your source and 
message strategy. 

2. Identify areas of improvement (e.g., replacing the source, adjusting tone, ensuring 
accuracy). 

3. Test your refined strategy on a small scale and gather feedback to measure its 
effectiveness. 

 

 

1. How can you ensure your chosen source is perceived as knowledgeable, 
trustworthy, and objective by your target audience? 

o Follow-Up Actions:  

 Research your audience’s preferences for expertise (e.g., 
certifications, awards, or experience). 

 Evaluate whether the source can openly discuss both strengths 
and potential limitations of your product/service. 

 Include endorsements from credible, third-party organisations 
where possible. 

o Prompt:  

 What evidence (e.g., testimonials, case studies, certifications, 
authority endorsements) can you highlight to build trust? 



2. Is your source visually appealing, relatable, or socially influential enough to 
resonate with emotionally driven audiences? 

o Follow-Up Actions:  

 Conduct audience profiling to identify traits they find relatable or 
aspirational. 

 Test multiple source options (e.g., influencers, real customers) to 
find the most effective match. 

 Ensure your source’s tone, style, and visuals align with your 
audience’s aesthetic preferences. 

o Prompt:  

 What qualities in a source (e.g., charm, humour, authenticity) 
would your audience connect with most? 

3. Have you addressed any potential knowledge or reporting biases in your 
source’s messaging? 

o Follow-Up Actions:  

 Ensure your source is up-to-date on industry trends and accurate 
data. 

 Include disclaimers or transparency statements if the source has a 
sponsorship or partnership. 

 Regularly review messaging to avoid selective or overly 
promotional content. 

o Prompt:  

 Are there any gaps or inconsistencies in your source’s knowledge 
or delivery that need to be fixed? 

4. Does your source align with your audience’s specific needs, preferences, 
and decision-making styles? 

o Follow-Up Actions:  

 Segment your audience to understand their values and buying 
behaviours (e.g., analytical vs. emotional decision-makers). 

 Map out how the source can fulfil these preferences (e.g., credible 
experts for B2B, relatable influencers for B2C). 

o Prompt:  



 How can your source address the emotional or rational triggers of 
your audience? 

5. How well does your source reflect the cultural values and aspirations of your 
target market? 

o Follow-Up Actions:  

 Research cultural symbols, norms, and values relevant to your 
audience. 

 Select a source whose image aligns with these cultural traits (e.g., 
a local community leader for grassroots campaigns). 

 Use culturally relevant language, visuals, and contexts in your 
messaging. 

o Prompt:  

 What aspects of your source’s personality, style, or background 
resonate with your audience’s culture? 

6. Is your source familiar and liked by your audience, or would a higher Q-rating 
source create greater impact? 

o Follow-Up Actions:  

 Review Q-rating or equivalent data to assess familiarity and 
favourability. 

 Test audience perception of current and alternative sources 
through surveys or focus groups. 

 If awareness is low, create campaigns that introduce and build 
credibility for your source. 

o Prompt:  

 Does your source already have strong familiarity with your 
audience, or do you need to build that connection? 

  



Worksheet: Evaluating and Refining Source Credibility 

 

Purpose: 
This worksheet is designed to help you evaluate and refine the credibility of your 
communication source across four key areas. Use the prompts and space provided to 
brainstorm actionable strategies for improving the effectiveness of your source and 
message. 

 

Section 1: Building Credibility 

Question: 
How can you ensure your source is perceived as knowledgeable, trustworthy, and 
objective? 

• Action Steps:  

o Highlight certifications, experience, or third-party endorsements. 

o Ensure transparency in the message (e.g., unbiased information). 

o Avoid overly promotional tones. 

Your Plan: 
����� Write how your source will demonstrate expertise, trustworthiness, and objectivity: 

 

 

 

 

Section 2: Enhancing Relatability and Attractiveness 

Question: 
Is your source relatable, visually appealing, or socially influential for your audience? 

• Action Steps:  

o Choose a source that aligns with your audience’s preferences and 
aspirations. 

o Test multiple options (e.g., influencers, relatable personas, experts). 

o Use appropriate tone, visuals, and style. 



Your Plan: 
����� List how your source will connect with your audience emotionally or visually: 

 

 

 

 

Section 3: Addressing Biases 

Question: 
Have you addressed potential knowledge or reporting biases in your source’s 
messaging? 

• Action Steps:  

o Regularly review data and ensure your source stays up-to-date. 

o Be transparent about partnerships or sponsorships. 

o Provide balanced, accurate information. 

Your Plan: 
����� Write how you’ll identify and eliminate biases: 

 

 

 

 

Section 4: Aligning with the Audience and Culture 

Question: 
Does your source align with your audience’s needs, preferences, and cultural values? 

• Action Steps:  

o Understand your audience’s decision-making style (emotional vs. 
rational). 

o Ensure your source reflects cultural symbols or norms your audience 
values. 

o Use culturally relevant language, visuals, and context. 



Your Plan: 
����� Detail how your source will meet your audience’s cultural and decision-making 
preferences: 

 

 

 

 

Final Reflection 

1. What’s one area where your source already excels? 
����� _______________________________________________________________ 

2. What’s one improvement you will prioritise? 
����� _______________________________________________________________ 

3. How will you measure success? 
����� _______________________________________________________________ 

 

 

 

 

 

 

 

 

 

 

 

 

 


