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Objectives

The main objectives of this study were (1) to explore the effect of the quantity of
reviews on the perceived credibility of reviews and (2) to explore the effect of the
reviewer profile in aggregate on the perceived credibility of reviews

Summary

Nowadays, consumers often rely on customer reviews to make purchase decisions
because it saves time in making purchase decisions and lower purchase risks.
Therefore, the credibility of companies will increase if customers recommend their
products, which increases profits for the companies. However, consumers may not
completely believe in online reviews because they are aware that reviews may be
generated or manipulated by marketers (Kulmala et al., 2013; Lee et al., 2015). To
increase the credibility of reviews, enterprises should manage these customer
feedbacks. They should pay attention to not only the quality of reviews but also the
guantity of reviews and the collection of the profile of reviewers to have the most
effective action.

Conclusions

If the number of reviews is smaller than what consumers expected, the credibility of
these reviews is likely to be suspected as being created by the start-ups themselves.
Furthermore, reviews seem more credible if the collection of reviewers is socially
diversified regarding age, education level, lifestyle and content on their Facebook
profile. In general, if consumers perceive positive reviews as lowly credible, the
start-ups are highly likely to lose credibility. Therefore, rather than creating fake
reviews, start-ups should employ methods to encourage customers to leave
feedbacks and manage the diversity of the collection of reviewers.
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1. INTRODUCTION

1.1. Background

Branding has become crucial for startup companies (Ruzzier & Ruzzier, 2015) because
a good brand is able to stand out from others in the perception of consumers. Therefore,
start-ups can grow faster if they can build strong and positive images in consumers’
mind. However, brand building is a long and challenging process from reaching
potential customers to acquiring customers for any newly-established companies
because of their young age. In brand building, startups should be aware that, before
making a purchase decision, consumers would judge the brand on four dimensions:
quality, credibility, consideration, and superiority (Keller, 2013). Among these

dimensions, credibility is the most difficult to build.

Goldsmith (1999) cited by Walker and Kent (2012: 343) finds that the performance of
companies is positively influenced by credibility. In fact, this trait is crucial for
businesses of any sizes in today’s extremely competitive free market. It is because
credibility positively influences purchase intentions of consumers by reducing risks they

may feel such as scams and low quality products.

As significantly more people have turned to online shopping, building credibility on the
Internet is important. One of the ways to build online credibility is to use rating and
review systems. With reviews, customers can offer their past experiences, which helps
other consumers shape a first impression about the products. Nowadays, consumers
often rely on this kind of e-Word of mouth (e-WOM) to make a purchase decision
because it helps them to save time in doing research before buying and to lower
purchase risks. Therefore, the credibility of companies will increase if customer reviews

recommend their products or services.

Aware of the importance of managing customer reviews, this study will focus on reviews
that Facebook users post on Facebook pages of start-ups. The reason is that, in the

digital world, Facebook is the most used social network. This platform has significantly
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extended the opportunity of businesses, especially startups, to boost their profits. Even
with low budgets, newly established enterprises now have a chance to expand their
market quickly through this connective social platform. Unavoidably, a review system,
which is not anonymous, for this platform has emerged to help consumers assess
companies and make purchase decisions. Therefore, enterprises should pay attention
to the reviews on their Facebook pages to have the most effective action to increase the

credibility of the companies.

Because of the need of customer reviews, understanding the importance of Facebook
reviews is essential for startups present on Facebook to build credibility. Looking at the
number and the quality of reviews, and the collection of reviewers may help startups

plan the next steps to improve their performance.

1.2. Research problem

While there have been a large number of studies about online customer reviews, more
attention should still be paid to Facebook reviews and other similar review systems. It is
because a large proportion of review systems, which have been studied, have
anonymous reviewers whereas in social media platforms like Facebook, reviewers have
profiles with posts and photos. This difference between the two types of systems
highlights the importance of studying the type of Facebook review system as reviewer

profile helps consumers assess the credibility of reviews more easily (Hajli et al., 2015).

Furthermore, reviewer profile can be evaluated separately and aggregately to help
consumers assess the credibility of reviews. However, while individual reviewer profile
has been studied, profile in aggregate has only been studied on the level of company
credibility, but not on the micro-level of review credibility. Moreover, although the
influence of the quality on the credibility of reviews has already been studied, the

influence of the quantity on that has not been investigated. Therefore, this thesis aims to



enrich the discussion about the credibility of Facebook reviews by studying the effect of

the profile of reviewers in aggregate and the quantity on perceived credibility of reviews.

1.3. Research questions

Aiming to address the research problem, this thesis is meant to answer the following

guestions:

e How lowly credible reviews affect the perceived credibility of start-ups?
e How a small quantity of reviews affects the perceived credibility of reviews?

e How a diversified collection of reviewer profile affects review credibility?

1.4. Research objectives

e To explore the effect of the quantity of reviews on the perceived credibility of
reviews
e To explore the effect of the collection of reviewers’ profile on the perceived

credibility of reviews

1.4. Key definitions

Credibility: Credibility is the extent to which companies are perceived as being reliable
by consumers. This trait is important for companies to create a strong image and hence,
to attract and encourage consumers to make purchases. Therefore, it saves costs of

promotion in the long run.

WOM: Word of mouth (WOM) refers to recommendation of customers to prospective

customers and can appear in oral or written forms. WOM is useful and essential to



consumers nowadays because it saves time in decision making and lowers purchase
risks (Walsh et al., 2004)

e-WOM: Electronic word of mouth (e-WOM) is a digital form of traditional word of mouth.
E-WOM is of increasing importance because in this era of virtual world, a digital

message can reach millions of people.

Review: Reviews are publicly visible evaluations about purchase-related experience

generated by customers.

Start-up: Startup is defined by Teeter and Whelan-Berry (2008) as the beginning stage
of companies. In this Facebook marketing-related study, start-ups will refer to
companies less than 2 years old which have less than 1000 fans (page likes) on

Facebook.



2. LITERATURE REVIEW

Researchers have always stressed the importance of credibility in brand building for
companies (Walker & Kent, 2012; Keller, 2013; Ruzzier & Ruzzier, 2015). It is because
credibility can positively influence consumer attitude towards the brand, encouraging
buying intention of consumers. Therefore, building trust is critical for the success of

enterprises, especially in today's extremely competitive business environment.

Along with breakthroughs of technology, online marketing emerged as a powerful tool in
developing credibility for businesses. Indeed, it has evolutionarily changed the way
entities communicate with and rely on consumers through the Internet. Companies can
now provide information under various forms and with different purposes at low costs to
prove expertise and goodwills (Patrutiu Baltes, 2015). On the other hand, consumers
can search for information, which is often easily accessed, about ventures to lower the
purchase risks. Indeed, customer review has become increasingly important to
consumers in deciding whether to buy products or services or not (Walsh et al.,2004;
Jensen et al., 2013; Zhou and Duan, 2016). This kind of e-word of mouth (e-WOM) and
social media has been the focus of much literature to study their impact on companies
(Nambisan, 2002; Dellarocas, 2003; Walsh et al., 2004; Rapp et al., 2013; Levy & Guvili;
2015). Despite the undeniable importance of e-WOM to businesses, some researchers

raise the question of credibility of these sources (Kulmala et al., 2013; Lee et al., 2015).

Among many social networks, Facebook has expanded its market share quickly and
become the most used one in the world. This leads to enterprises leveraging this
platform to broaden customer base and develop trustworthiness. Hence, many authors
including Yang (2012) and Hsin-Chen (2017) have written about the impact of Facebook
on the performance of entities.

This literature review, therefore, will investigate what has been discussed related to the
use of digital world in building credibility of companies, especially startups. The purpose

is to propose hypotheses about credibility of Facebook reviews, which will be tested in
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later parts of the study. At the end, a conceptual framework will summarize the

hypotheses and place them among the existing literature related to this topic.

2.1. Concepts
Credibility

Wathen and Burkell (2002: 135) cites Self (1996) in defining “credibility” as
trustworthiness and expertise. In the same article, they also extend the definition of
“credibility” to dynamism, likability, and goodwill. In general, credibility is the extent to
which companies are perceived as being reliable by consumers. Highly credible sources
can communicate more persuasively than lowly credible ones (Walker & Kent, 2012).
Therefore, startups should employ methods to build trust in consumers in order to more
effectively communicate advertising messages and to positively influence consumer

buying decision.

In this study, ‘credibility’ of reviews will be measured based on their trustworthiness and
influential power while ‘credibility’ of start-ups will be measured by their reliability to

bring what is promised, likability, and goodwill.

Startup

Sihler et al. (2004) states that a startup is a company whose business plan has not
become evident to work. Teeter and Whelan-Berry (2008) defines startup as the
beginning stage of companies, which involves developing business plans for the
companies to enter the market. In this Facebook marketing-related study, startups will
refer to companies less than 2 years old which have less than 1000 fans (page likes) on

Facebook. These enterprises may lack credibility because of their young age.
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e-Word of mouth (e-WOM)

Electronic word of mouth is a digital form of traditional word of mouth. Researchers
have emphasized the importance of both types of WOM for their huge impacts on
businesses (Anderson, 1998; Walsh et al., 2004; Handley, 2015; Levy and Guvili, 2015).
Among the ideas, Walsh et al. (2004) states that consumers resort to other consumers’
purchase experience to save time when making a buying decision and to lower
purchase risks. Therefore, WOM can affect the sales of companies. Moreover, along
with the expansion of virtual world, e-WOM should be paid great attention to because a
digital message can reach millions of people nowadays. In this article, e-WOM will

appear under the form of customer reviews on Facebook.

Customer reviews are publicly visible evaluations about purchase-related experience
generated by customers. These public feedbacks bring great values for both consumers
and companies (Nambisan, 2002). They can be positive or negative depending on the
level of satisfaction of customers with companies on various aspects such as products

and services.

2.2. Hypotheses development

Impact of review credibility on company credibility

Digital networks have significantly facilitated two-way communication since its
conception (Dellarocas, 2003). Today, not only businesses but also consumers can
create the content of a Facebook page that is visible to all other users. This interactivity
can be done by Facebookers commenting on posts, leaving their shop experience as
reviews. As Walsh et al. (2004) states that consumers resort to online comments to
save time when making purchase decision and to lower purchase risks. Moreover,
positive feedback can raise the sales of businesses (Rapp et al., 2013). As a result, it

can be inferred that customer reviews can increase the credibility for startup companies.
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Therefore, it is no longer the messages which businesses deliver to consumers that
play the main role in deciding the amount of sales. Morris et al. (2016) states that
marketing communications originated from Facebook users appear more credible than
those from marketers. Logically, customer reviews are critical to any companies
because good reviews can increase their credibility while bad ones may destroy their
reputation. In fact, in the context of intense competition and savvy consumers in this era,
experience from other people greatly contributes to the decision of consumers to
purchase or not. Companies are more relying on this kind of word-of-mouth and trying
to avoid lavish advertising (Keller, 2013). Thus, having positive reviews by customers is

essential to build trust.

However, consumers may not completely believe in e-word of mouth (e-WOM) because
they are aware that reviews may be generated or manipulated by marketers (Kulmala et
al., 2013; Lee et al., 2015). Reinforcing this idea, Dellarocas (2003) states that it is easy
and often free to create a new identity and cheat other users. In other words, companies
can create accounts and leave untruthful positive feedback to influence the consumer

purchase intention.

Fake reviews manipulated by marketers, if detected, of course will reduce the credibility
of reviews in general of startups. This may logically lead to a decrease in the
trustworthiness of new ventures. The opposite reasoning that credible reviews increase
the credibility of startups may not hold true because credible negative reviews can

discourage consumers in buying products. Therefore, the first hypothesis is posited

Hi: Lowly credible reviews decrease the credibility of startups.

User profile and review credibility

Fortunately, Facebook rating and review system is not anonymous, which eases the
evaluation by enabling users to assess the credibility of reviewers. Despite the possible

presence of fake reviews, consumers can reduce the risks of being cheated by
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untruthful evaluations by checking Facebook profiles of the reviewers. Indeed, many
authors notice the important role of reviewer profile in helping consumer assess the
credibility of reviews (Jensen et al., 2013; Hajli et al., 2015; Lim and Van Der Heide,
2015). If the profiles are created years ago and rich in content, the reviews are more
credible. In contrast, if the accounts have just been created recently, the reviews are
highly likely to be perceived as generated by the companies. Along with the content, the
number of friends also contributes to the perceived credibility of reviewers (Lim and Van
Der Heide, 2015). Therefore, it is difficult for a startup company which has only one or a
few members to create many seemingly credible feedbacks themselves. However, this
point leads to the idea that if there are only several reviews for a startup, these reviews
may be suspected to be generated by the company, resulting in lower perceived
credibility of the reviews.

H,: Too small a number of reviews leads to lower perceived credibility of the

reviews.

However, the unethical practice may even extend to paying strangers to post positive
reviews (Lee et al., 2015). This risk makes it difficult for consumers to evaluate the
credibility of companies based on user profile. Nonetheless, generally the credibility of a
company can be increased by a collection of socially diversified sources of e-WOM
(Levy & Guvili, 2015). That is reviewers should have loose connection with each other,
which may indicate objective opinions of individuals. The diversified collection can
include people, for example, of different genders, different ages, different levels of
education, have different lifestyles and interests. Therefore, it is reasonable to expect
that

Hs: A collection of reviewers from different backgrounds, which include factors like
age, gender, level of education, lifestyle, and social media profile, can increase the

perceived credibility of reviews.
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Review quality and review credibility

Besides the reviewer profile, credibility of reviews is also demonstrated through the
content of the reviews. Jensen et al. (2013) found that a review with both positive and
negative sides, provided that only little negative information is present, increases the
perceived credibility of the reviewer compared to a purely positive review. In the same
article, they also point out that given the presence of only a small amount of negative
information, a two-sided review which recommends buying the product positively
influence the purchase intention of consumers. It may be explained that a review with
both sides of the product appears more objective and thorough, indicating that the

reviewer truly has experience with the product and possibly expertise.

In addition to increasing credibility, negative reviews can also benefit companies by
providing the customer expectation about products. Startups should listen to customer

experience and improve the product performance accordingly to satisfy customer needs.

2.3. Control variables

Individualism vs Collectivism

Culture plays an undeniable role in shaping customers’ recognition, perspectives, and
behaviors Because of cultural differences, the same thing can be perceived and
interpreted differently by different individuals. For example, Yili et al. (2016) states that
collectivistic individuals are more likely to give reviews which are consistent with the
average of the community compared to people from individualistic culture. Hence, a
review may also be perceived in various ways by people from different backgrounds. In
this study, the cultural aspect of individualism versus collectivism will be taken into

consideration when testing hypotheses.
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Age

Age is another variable that needs to be taken into consideration because Facebook
users of different age groups may evaluate the same review differently. For example,
children may believe in online information more easily than adults because they have

less life experience.

Level of education

Similar to age groups, education level may also be a potential factor that affects
consumer perception. Consumers at higher education levels who have more knowledge
are expected to question the information they read more compared to those less

knowledgeable.

2.4. Conceptual framework

Walker and Kent (2012: 343) cite Goldsmith (1999) to state that credibility has a positive
influence on the sales of companies. It is because credibility can create a sense of
reliability for consumers, encouraging their purchase intention. A large number of other
authors, including Keller (2013) and Ruzzier and Ruzzier (2015), also pays attention to
the undeniably essential role of trustworthiness in success of companies. What is

agreed is that building trust is critical for the success of enterprises, especially startups.

As an evolutionary tool of developing credibility, marketing in social media has received
a large amount of attention. Companies should place great importance on e-WOM,
particularly customer reviews, because it greatly influences the purchase decision of
consumers (Nambisan, 2002; Dellarocas, 2003; Walsh et al., 2004; Rapp et al., 2013;
Levy & Guili; 2015). However, the credibility of reviews is evaluated by consumers
(Kulmala et al., 2013; Lee et al., 2015) because they are increasingly aware that there

may exist fake reviews generated by marketers. In building trustworthiness of customer
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public feedback, some authors stressed the importance of credible reviewer profile

(Hajli et al., 2015, Levy and Gvili, 2015) while some paid more attention to the quality of

reviews (Jensen et al., 2013).

This literature review, therefore, proposes hypotheses about credibility of Facebook

review system, based on what has been discussed in previous literature. A conceptual

framework is provided below to summarize the hypotheses and place them in the

existing literature.

Increasing credibility of start-ups

N

Socially diversified collection of
reviewers

Individualism

Decreasing credibility of start-ups

VS.

A

Collectivism

H2

Y . W

N

Increasing credibility of reviews

M

Two-sidedness of reviews
(reviews including positive and
negative information)

Figure 1. Conceptual framework

Decreasing credibility of reviews

M

H3

Education

level
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3. METHODOLOGY

3.1. Questionnaire

The proposed hypotheses were tested with data collected by conducting an online
survey. Because this thesis aims to study only the surface of consumer feelings and
reactions towards review credibility, the author decided to conduct a survey to analyze
the trend in consumers’ thoughts. Moreover, despite the difficulties in controlling the
collection of respondents, an online survey was used to reach a large number of people
in a short period of time due to the time constraint. Furthermore, reaching people who
use the Internet, an online survey increases the probability of respondents using
Facebook. Targeting Vietnamese and Finnish people, the survey was posted on
Facebook and sent privately to a few people to ensure that respondents come from
different backgrounds. The survey was available in English and Vietnamese so that it
can reach non-English speaking Viethamese. It was not available in Finnish because it

was sent to students in Aalto University School of Business, who speak English.

The first part of the survey was to assess the familiarity of respondents with Facebook
and shopping on Facebook. The second part asked respondents questions related to
Facebook customer reviews and customer perceived credibility about start-ups. The
next part asked for the customer basic information which includes age group and level
of education. Finally, the last 3 questions were designed to assess the level of
individualism and collectivism of respondents. The questionnaire is available in the

appendices of this thesis.

Individualism versus collectivism variable was measured through 3 questions related to

the main differences between the two sides of this variable:
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16. Who do you want to/have to take care of? *

Only yourself and your immediate family (including children, siblings, parents, and perhaps
grandparents)

Your extended family (including immediate family and uncles, aunts, cousins)

17.  Which describes you better? +

I value privacy

I emphasize socializing over privacy

18. Which describes you better? *

Work is more important than relationship.

Relationship is more important than work.

The author decided to only use the 3 most relatable and easily answered questions for
the purpose of creating a short survey, hence increasing the respondents’ level of
willingness to complete their responses. To help respondents better understand what
individualism and collectivism are, a brief description about these two aspects was also

given before the three questions.

3.2. Data collection

In total, there were 94 responses, of which 9 are discarded because they include
missing data. Therefore, only 85 legible responses were chosen to test the hypotheses.
Of these 85 respondents, 70 people are Viethamese while the other 15 are Finnish.
Regarding age, 4 respondents are between 0 and 18 years old, 68 are between 19 and
25 years old, 9 are between 26 and 35 years old and 4 are above 36 years old. These
data are skewed towards Viethamese nationality and young age, which affects the
result of this study. One explanation for the nationality unbalance is that the survey was

19



available in English and Viethamese, which may have discouraged Finnish people to
complete the questionnaire. Moreover, young people that are active on Facebook may
have had more time and energy to fill out the survey. This limitation related to data will
be stated in the last section of the thesis and will be accompanied by suggestions of the

author for future studies.

Sample demographics Sample demographics regarding age
regarding nationalities 80
%0 70 68
70 =
E =
£ 60 8 50
S 50 8 40
] 5
"'E 40 E 30
5 30 E 20
a 3 9
£ 20 15 = 10 4
: m -
10 - o | mmmm ‘ : . e
0 0-18 years of 19-25 years of 26-35 years of 36-45 years of 56-65 years of
Finnish Vietnamese age age age age age

Regarding education level, the majority of the respondents (58 people) are college
students. The second and the third biggest groups are college graduates and
postgraduate students, which account for 11 and 10 respondents respectively.

To determine if a respondent is individualistic or collectivistic, the author will simply
calculate the mean of his/her answers to the related three questions. The first answer
will be coded as 1 while and the second as 2 so that a mean skewed to 1 would mean
the respondent is individualistic. In contrast, a mean skewed to 2 would mean he/she is

collectivistic.
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3.3. Analysis method

To test the first hypothesis Hi: Lowly credible reviews decrease the credibility of
startups, the questions related to the measures of credibility of start-ups, which are
ability to bring what is promised, goodwill, and likability, will be used. These questions

are as below:

e If you find a part of the reviews of a start-up untruthful, would you think that the
company can bring what it promises to customers?

e If you find a part of the reviews of a start-up untruthful, would you think that the
company has goodwill?

e If you find a part of the reviews of a start-up untruthful, would it decrease the
likability of the company even when it might have good factors such as rich page

content?

Respondents can choose between “Yes” and “No” as the answer to each question. For
the first two questions, “Yes” is coded as 1 and “No” as 2. In contrast, the third question
will have “No” as 1 and “Yes” as 2. This follows the logic that a mean skewed to 2 would
mean that lowly credible reviews decrease the credibility of start-ups while that skewed
to 1 would reject this hypothesis. The author will first calculate the mean of the

responses of each measure of credibility including X apiity, Xgoodwi, &nd Xiiapilty- This is
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meant to observe the effect of reviews with low credibility on each of the measure. Then
Xn1, the result of dividing the sum of the three means by 3, will be used to determine if

lowly credible reviews do have a negative effect on the credibility of startups.

For the second hypothesis H,: Too small a number of reviews leads to lower perceived
credibility of the reviews, the question used to test the hypothesis is a 5-point scale
guestion, ranging from strongly disagree (coded as 1) to strongly agree (coded as 5).
This question asked respondents to what extent they agree or disagree with statements
related to the credibility of reviews in the scenario where there are only a small number
of reviews. Similarly, the author will calculate the means of the measures of review
credibility, which are trustworthiness Xyusworthiness and influential power Xinsiyential 10 Se€€
the effect of the quantity of reviews on each measure in the consumer perception. Then,
the mean of the calculated means x,, will be used to assess the effect of the quantity of
reviews on the perceived credibility of the reviews. A mean skewed to 5 would mean
that if the number of reviews is smaller than what the consumers expect would
decrease the credibility of the reviews. In contrast, a mean skewed to 1 would reject this

hypothesis.

The same method will be used to test the third hypothesis Hs: A collection of reviewers
from different backgrounds, which include factors like age, gender, level of education,
lifestyle, and social media profile, can increase the perceived credibility of reviews. The
guestion used is also a 5-point scale question ranging from strongly disagree (coded as
1) to strongly agree (coded as 5). It asks respondents if age, education level, lifestyle,
and profile of reviewers increase the credibility of the reviews. Again, the author will
calculate the means of each measure Xage, Xeducation, Xiitestyle, and Xprofiie @nd, then, the
mean of these numbers xp3 in total to see the effect of each factor and of these factors
as a whole on the review perceived credibility. The hypothesis is accepted if the mean is

skewed to 5 and rejected if it is skewed to 1.

Besides, simple regression will be used to see if the control variables — individualism vs.

collectivism, age group, and education level of respondents — influence respondents’
22



perception. First, the means of the answers used to test the three hypotheses of
individual respondents (X1, Xin2, and xi,3) will be calculated and named as new
variables. Then, in simple regression, each of the three new variables will be put as a
dependent variable while each of the control variables as an independent variable. After
that, multiple regression will be used to observe the effect of the independent variables

as a whole on each of the new variable.

4. FINDINGS

The author first calculated the means of mentioned measures, which can be seen in
table 1. According to the calculation, Xapiity = 1.682, Xgoodwit = 1.612 and Xiiapiiy = 1.624,
which are all skewed to 2. These numbers indicate that reviews perceived as untruthful
by consumers negatively affect the perceived competence, goodwill, and likability of
start-ups. The mean of these measures is X, = 1.639, which is skewed towards 2.

According to the methodology explained above, this means H; is supported by this

study.
Means of credibility measures
Std.
Mean o
Deviation
Q8a. Imagine a start-up has only a few reviews (ex. Less than 5). To what extent do
you agree or disagree with the following statements? : These reviews are unethically | 3,000 1,024
created or manipulated by the company.
Q8b. Imagine a start-up has only a few reviews (ex. Less than 5). To what extent do
you agree or disagree with the following statements? : These reviews are not as | 3,600 1,049
trustworthy as they could be if there were more reviews.
Q8c. Imagine a start-up has only a few reviews (ex. Less than 5). To what extent do
you agree or disagree with the following statements? : These reviews are not | 3,024 1,234
influential to your decision to purchase or not.
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Mean of Q8

Q10a. If you find a part of the reviews of a start-up untruthful, would you think that the

company can bring what it promises to customers?

Q10b. If you find a part of the reviews of a start-up untruthful, would you think that the

company has goodwill?

Q10c. If you find a part of the reviews of a start-up untruthful, would it decrease the
likability of the company even when it might have good factors such as rich page

content?

Mean of Q10

Q11a. Regardless of the content of reviews, to what extent do you agree or disagree
with the following statements?: Reviews seems more trustworthy if reviewers are of

different age groups.

Q11b. Regardless of the content of reviews, to what extent do you agree or disagree
with the following statements?: Reviews seems more trustworthy if reviewers have

different levels of education.

Q11c. Regardless of the content of reviews, to what extent do you agree or disagree
with the following statements?: Reviews seems more trustworthy if reviewers have

different lifestyles.

Q11d. Regardless of the content of reviews, to what extent do you agree or disagree
with the following statements?: Reviews seems more trustworthy if reviewers have
different traits in their Facebook profiles (number of friends and/or followers, content

on walls, the frequency of using visual elements, etc.)

Mean of Q11

3,208

1,682

1,612

1,624

1,639

3,353

3,282

3,553

3,576

3,441

,823

,468

,490

487

,353

1,152

1,109

1,075

1,209

,881

Table 1 Means of credibility measures

Regarding Ha, Xqusworthiness = 3.3 as it is calculated by taking the average of the means
of Q8a and Q8b. The mean of responses about the review influential power when the
guantity of reviews is small is Xinfientias = 3.024. Taking the average of the two means,
Xn2 = 3.208, which is skewed towards 5. According to the methodology explained above,

this means H, is supported by this study. Hence, the small quantity of reviews does
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decrease the perceived trustworthiness and influential power, hence, the perceived

credibility of the reviews.

Regardlng H3, fage = 3.353, feducation :3.282, f|ifesty|e 3.553, and fprof”e = 3.576, Wthh
results in x,3 = 3.441, skewed towards 5. This indicates that a diversified collection of

reviewers increases the perceived credibility of these reviews, which supports Hs.

Testing the influence of individualism vs. collectivism, age group, and education level on
the respondents’ perception, the author found no causal relationship as the r square
values are less than 0.01 and the p-values mostly greater than 0.5. In other words, the
control variables have no significant effect on how respondents perceive the credibility
of reviews and of companies. Figure 2, 3 and 4 shows the results of the regression
analyses on the effect of the control variables on hypothesis 1. The results of other the
regression analyses on the effect of the control variables on hypothesis 2 and 3 can be
found in the appendices of this thesis. This can be explained by the non-diversified
sample data, the majority of which are Vietnamese people of one age group. This

limitation affected the result of this study.

Regression Statistics

Multiple R 0.094730203
R Square 0.008973811
Adjusted R Square -0.00296626
Standard Error 0.353934078
Observations 85
ANOVA
df 55 MS F Significance F
Regression 1 0.094148771 0.094149 0.751571  0.388478745
Residual 83 10.3973545 0.125269
Total 84 10.49150327

Coefficients  Standard Error t Stat P-value Lower 95% Upper 85%  Lower 95.0%  Upper 95.0%
Intercept 1.536507937 0.124537289 12.33773 1.81E-20 1.288808278 1.784207595  1.288808278 1.784207595
Individualism or Collectivism 0.087301587 0.100701791 0.866932 0.388479 -0.112990224 0.287593399 -0.112990224 0.287593399

Figure 2. Regression analysis on the effect of individualism vs. collectivism on
hypothesis 1
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Figure 3. Regression analysis on the effect of age on hypothesis 1
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Figure 4. Regression analysis on the effect of education level on hypothesis 1
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5. DISCUSSION AND ANALYSIS

Today, consumers can easily get access to a huge amount of data using the Internet.
That implies they can do research about companies before they make any purchase
decisions. Therefore, building a strong reputation for the brand is of increasing
importance to attract prospective customers. This is essential especially when the
market is highly competitive as today’s situation. It is because a product can be offered
by various companies, which gives consumers greater freedom to choose the seller.
Among good performers, a company should not only raise consumer awareness about

the brand but also build brand credibility in order to acquire and retain customers.

As consumers increasingly resort to online reviews to make purchase decisions, one
way companies can build credibility is to manage these customer reviews. It is not to
say that enterprises should unethically create and manipulate reviews. Instead, they
should have a better understanding of these feedbacks and make use of them to

achieve better performance.

Because consumers are aware that reviews may be generated or manipulated by
marketers (Kulmala et al., 2013; Lee et al., 2015), they will assess the credibility of this
kind of e-WOM and of the companies. If they perceive positive reviews as lowly credible,
the start-ups are highly likely to lose credibility. To be more specific, consumers tend to
think that these companies are not able to bring what they promise customers and do
not have goodwill. Moreover, their feelings towards the brands become less positive.
This may be explained that manipulated reviews make consumers feel as if they were
cheated on. Then, other reviews and content on the Facebook page may suddenly
appear more suspicious to them. Therefore, trustworthiness of the start-ups falls
dramatically. Consumers will be stricter in evaluating customer reviews and other

content posted by the companies.

While it is supported that reviews with low credibility negatively affects the company
credibility, the minority of responses of the survey showed a different opinion, which is
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seen through X = 1.639. This can be explained that consumers understand why some
start-ups create fake reviews and show sympathy. It may be because these companies
create reviews to enrich the page content and to encourage prospective customers to
purchase and leave customer reviews. It is similar to a trick to encourage people to put
money into a charity box. People will tend to donate if there is already some money in
the box while they may feel hesitant if no money is seen. Therefore, a part of
consumers may perceive fake reviews as acceptable to newly established companies,

which does not affect their competence and goodwiill.

However, since hypothesis 1 is supported, the majority of consumers will find start-ups
creating fake reviews untrustworthy. Consequently, they may choose other companies
as the product or service provider to save time and lower risks. If the start-ups with
detected fake reviews cannot restore its credibility in the long run, they may not be able
to acquire new customers and retain the old ones. Therefore, a young company should
not create or manipulate reviews. Instead, it should find ways to boost sales and to

encourage customers to leave feedbacks.

Besides the quality, the quantity of reviews is also a notable factor in shaping consumer
perception about the credibility of the reviews. If the number of reviews is smaller than
what consumers expected, the credibility of these reviews is likely to be suspected as
being created by the start-ups themselves. It can be explained that consumers may feel
the disproportion between the quantity of reviews and the quantity of page likes
indicates dishonesty. In other words, the start-ups may have manipulated either page
likes or reviews or both. Either way may be interpreted as nobody has ever bought and
tried the products or services offered by these companies, which makes consumers feel

uncertain about the quality of products or services.

While the majority of responses of the survey supported the hypothesis 2 that the small

guantity of reviews lowers the perceived credibility of the reviews, there are responses

having a different view. This is seen through the mean x,, = 3.208. A possible

explanation for the different opinion is that consumers are aware that some start-ups will
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have fake reviews to enrich the page content. Moreover, these reviews may not be
completely different from the truth. Therefore, they do not affect what consumers think

about the trustworthiness of these reviews and their purchase intention.

Nevertheless, as hypothesis 2 is supported, the majority of consumers still find reviews
lowly credible if the number of reviews is too small. Therefore, start-ups should make
efforts to encourage customers to write reviews after their purchase, telling where they
feel satisfactory and unsatisfactory. Indeed, consumers should be encouraged to write a
thorough feedback containing both positive and negative experience. This is because a
two-sided review recommending the product would positively affect the consumer
purchase intention (Jensen et al., 2013). It may be explained that a review with both
sides of the product appears more objective and thorough, indicating that the reviewer
truly has experience with the product and possibly expertise. Moreover, understanding

what dissatisfies customers helps companies to enhance their performance.

Another factor shaping consumer perception about the credibility of reviews is reviewer
profile. The profile if evaluated separately may not give the desired effect because
companies can pay strangers to leave reviews (Lee et al., 2015). Therefore, a profile
filled with rich content does not guarantee that the reviewer gives truthful feedbacks.
Besides, evaluating the collection of all reviewers may give a more exact result. A
socially diversified collection of reviewers would increase the credibility of both
companies (Levy & Guvili, 2015) and reviews (hypothesis 3). This means reviewers
should be of different age groups, have different levels of education and lifestyles, and
have different types of content on their Facebook profile. The difference in content can
be the reviewers’ preference to post photos and videos or long texts or many short
posts. These differences in reviewers’ background show loose connections among the

reviewers, which decreases the probability that they are paid to leave untruthful reviews.

This study found no causal relationship between the control variables, including
individualism vs. collectivism, age, and education level, and consumer perception about

the credibility of start-ups and reviews. It can be inferred that it is common for people to
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lose trust in start-ups if they detect fake reviews generated by these companies
regardless of their age, education levels or identity as being individualistic or
collectivistic. Similarly, the effect of the quantity of reviews and the collection of
reviewers on the credibility of the reviews is not influenced by those control variables.
This means that there is little variation in consumer perception about the effect of the

guantity of reviews and the collection of reviewers across cultures and education levels.

6. CONCLUSION

6.1. Main findings

The beginning of this thesis studied the existing literature, which is related to this study,
to create a base for three hypotheses. The later part of the thesis tested the hypotheses
and analyzed the results. Although all of the hypotheses were supported, no causal
relationship was found between the control variables, including individualism vs.
collectivism, age, and education level, and consumer perception about the credibility of

reviews and companies.

Socially diversified collection of

) Small quantity of reviews
reviewers

v A 4

Increasing credibility of reviews Decreasing credibility of reviews

v

Decreasing credibility of start-ups

Figure 5. Main findings
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Credibility is crucial for businesses of any sizes in today’s extremely competitive market
because consumers feel safer when making purchase from credible brands. As
consumers increasingly practice online shopping, building credibility on the Internet is
important. One of the ways to build online credibility is to use review systems. This is
because nowadays, consumers often rely on customer reviews to make purchase
decisions. Resorting to past shopping experiences of other customers helps consumers
to save time and lower purchase risks. Therefore, the credibility of companies will

increase if customers recommend their products.

However, consumers may not completely believe in e-word of mouth (e-WOM) because
they are aware that reviews may be generated or manipulated by marketers (Kulmala et
al., 2013; Lee et al., 2015). Therefore, they will assess the credibility of reviews through
signs such as the quantity of reviews and the reviewer profile. If the number of reviews
is smaller than what consumers expected, the credibility of these reviews is likely to be
suspected as being manipulated by the start-ups. Moreover, reviews seem more
credible if the collection of reviewers is socially diversified regarding age, education
level, lifestyle and content on their Facebook profile. Lastly, if consumers perceive

positive reviews as lowly credible, the start-ups are highly likely to lose credibility.

6.2. Implications for International business

The majority of consumers will find start-ups creating fake reviews untrustworthy, which
may lead to a significant loss in the long run. If the start-ups with detected fake reviews
cannot restore its credibility, they may not be able to acquire new customers and retain
the old ones. Therefore, rather than having fake reviews, a start-up should employ

methods to boost sales and to encourage customers to leave feedbacks.

Since the cultural aspect of individualism vs. collectivism and the education level little
affects how consumers evaluate the credibility of reviews and companies through the

quantity of reviews and the profile of reviewers in aggregate, marketers can apply the
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same strategy of managing customer reviews to target consumers in different age
groups and at different levels of education. Moreover, the strategy can be applied in

different countries and cultures.

The quantity of reviews, if too small compared to the number of page likes, decreases
the perceived credibility of the reviews. It also makes consumers lose trust in the
companies and hence negatively affects their purchase intention. Therefore, start-ups
should make efforts to encourage customers to write reviews after their purchase, telling
where they feel satisfactory and unsatisfactory. A two-sided review recommending the
product would not only have the best effect on consumer purchase intention but also

helps the companies to enhance their performance.

Another factor that influences the perceived credibility of reviews is reviewer profile.
Separately, reviewer profile should be rich in content, indicating that the profile is not
created solely for the purpose of leaving reviews. In aggregate, a socially diversified
collection of reviewers would increase the credibility of both companies and reviews.
Differences should exist in age groups, education levels, lifestyles, and profile content of
reviewers. The difference in content can be the reviewers’ preference to post photos
and videos or long texts or many short posts. Start-ups should pay attention to these
details of customers before deciding who the potential reviewers they should encourage

are.

To encourage customers to leave feedback, start-ups may need to provide some
incentives. This is because at this startup stage when the customer relationship may not
be strong yet, incentives can be considered the best solution to have customers spend
time on writing reviews. One kind of incentives could be to gift customers a coupon, a
discount on their next purchase or a partial refund for their last purchase if they write a
review. This can be launched as an event on the companies’ Facebook pages in a

limited period of time at the startup stage, not targeting anyone specifically.
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Along with launching this kind of events, young enterprises should as soon as possible
analyze their customers’ Facebook profile and target people who are socially diversified.
Then, the companies should pay attention to developing relationship with these specific
customers. When the relationship reaches a strong point, the companies may ask these
people to write reviews without annoying them. Of course, the same amount of attention
and customer care should be paid to other customers as well to retain customers.
Moreover, it is always better to have more reviews. Therefore, start-ups should still
encourage every customer to write reviews while paying attention to the diversification

of the reviewer collection.

6.3. Limitations and suggestions for future research

There are three limitations in this bachelor thesis, which could be addressed in future

studies.

First, as stated in the “Questionnaire” section, the thesis only generalizes how
consumers feel about the credibility of Facebook reviews. It does not investigate the
reasons behind these feelings. Therefore, future research could apply different methods
such as interviews or focus groups to learn more about conscious and subconscious
reasons of consumers. By this way, companies can better understand the view of
consumers and hence can apply better strategy to increase the credibility of reviews

and the companies.

Second, the questionnaire may be insufficient in assessing the cultural variable of
individualism and collectivism. This variable is measured briefly through only three most
relatable questions while it is an abstract variable which is difficult to measure.
Therefore, measurement of this control variable can be improved in future research by
applying a more complicated and thorough set of questions. However, it must be noted
that a more complicated set of questions may trade off with the response rate because

it would take respondents more time to complete the survey.
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The third limitation is the non-diversified collected data. The sample is of small size due
to time constraint, and is heavily skewed towards Viethamese nationality and young
people. Moreover, the study uses convenient sampling because the survey was posted
publicly on Facebook. Therefore, it is difficult to control the collection of respondents
and the response rate. These reasons lead to the unbalance between individualism and
collectivism, among age groups, and among levels of education, which affects the
analyses. Consequently, this may have also contributed to the unbalance between
nationalities and between control variables. For the third and fourth limitations, the
author suggests future studies to collect more data which contains relatively equal

numbers of the control variables.

To conclude, future research should collect data of bigger sizes with the balance
between key criteria such as nationality and age group to get a more solid result of the
test. The questionnaire could be re-designed to assess the level of individualism and
collectivism. Moreover, a different method for testing should be applied to study the

reasons of consumer feelings and reactions in depth.
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APPENDICES

Regression Statistics

Multiple R 0.081511848
R Square 0.006644181
Adjusted R Square  -0.005323961
Standard Error 0.264558599
Observations 85
ANOVA
df SS MS F Significance F

Regression 1 0.038856036 0.038856036 0.555155607 0.45832341
Residual 83  5.809273956 0.069991252
Total 84  5.848129993

Coefficients  Standard Error t Stat P-value Lower 95% Upper 95% Lower 95.0% Upper 95.0%
Intercept 1.552910053  0.093089117 16.68197216 3.06952E-28 1.36775954 1.73806056 1.367759544 1.73806056

Individualism or Col -0.056084656

0.075272562 -0.74508765 0.458323412 -0.2057988 0.09362944 -0.20579875 0.09362944

Figure 6. Regression analysis on the effect of individualism vs. collectivism on

hypothesis 2

Regression Statistics

Multiple R 0.241771402
R Square 0.058453411
Adjusted R Square  0.047109476
Standard Error 0.257567089
Observations 85
ANOVA
df ) MS F Significance F

Regression 1 0.341843146 0.341843146 5.152833822 0.02580054
Residual 83  5.506286847 0.066340805
Total 84  5.848129993

Coefficients Standard Error t Stat P-value Lower 95%  Upper 85% Lower 95.0% Upper 95.0%
Intercept 1.653719124  0.078608551 21.03739481 5.16379E-35 1.49736988 1.81006837 1.497369877 1.81006837

Q13.What age grou; -0.075011834

0.033045073 -2.26998542 0.025800537 -0.1407372 -0.00928651 -0.14073716 -0.0092865

Figure 7. Regression analysis on the effect of age on hypothesis 2
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Regression Statistics

Multiple R 0.09921029
R Square 0.009842682
Adjusted R Square -0.002086925
Standard Error 0.264132331

Observations 85
ANOVA
df 5S MS F Significance F

Regression 1 0.057561282 0.057561282 0.825063421 0.36633379
Residual 83 5.79056871 0.069765888
Total 84  5.848129993

Coefficients  Standard Error t Stat P-value Lower 95% Upper 95% Lower 95.0% Upper 95.0%
Intercept 1.598356626  0.125974988 12.68788868 3.93678E-21 1.34779744 1.84891581 1.347797442 1.84891581

Q14. What is your h -0.025807696

0.028412246 -0.90833002

0.366333785

-0.0823185 0.03070312 -0.08231851 0.03070312

Figure 8. Regression analysis on the effect of education level on hypothesis 2

Regression Statistics

Multiple R 0.03938004
R Square 0.00155079
Adjusted R Square  -0.01047872
Standard Error 0.88566061
QObservations 85
ANQVA
df ss MS F Significance F

Regression 1 0.101120448 0.10112 0.128915 0.72047117
Residual 83 65.1047619 0.784395
Total 84 65.20588235

Coefficients Standard Error tStat  P-value Lower 95% Upper 95% Lower 95.0% Upper 95.0%
Intercept 3,54761905 0.311633658 11.38394 1.24E-18 292779224 4.1674459 2.92779224 4.16744586

Individualism or Colle -0.09047619

0.251989326

-0.35905 0.720471

-0.59167282 0.4107204 -0.59167282 0.41072044

Figure 9. Regression analysis on the effect of individualism vs. collectivism on

hypothesis 3
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Regression Statistics

Multiple R 0.1907114
R Square 0.03637084
Adjusted R Square 0.02476085
Standard Error 0.27750862
Observations 85
ANQOVA
df SS MSs F Significance F
Regression 1 0.241253946 0.241254 3.132719 0.08040804
Residual 83 6.391915989 0.077011
Total 84 6.633169935

Coefficients Standard Error tStat  P-value Lower 95% Upper 95% Lower 95.0% Upper 95.0%
Intercept 1.6793345 0.084694636 19.82811 3.14E-33 1.51088027 1.8477887 1.51088027 1.84778872
Q13.What age group -0.0630164 0.035603511 -1.76995 0.080408 -0.13383035 0.0077976 -0.13383035 0.00779756

Figure 10. Regression analysis on the effect of age on hypothesis 3

Regression Statistics

Multiple R 0.07542102
R Square 0.00568833
Adjusted R Square  -0.00629133
Standard Error 0.88382363
QObservations 85
ANOVA
df ) MS F Significance F
Regression 1 0.370912642 0.370913 0.474832 0.49269421
Residual 83 64.83496971 0.781144
Total 84 65.20588235

Coefficients Standard Error tStat  P-value Lower 95% Upper 95% Lower 95.0% Upper 95.0%

Intercept 3.72403349 0.421529888 8.834566 1.4E-13 2.88562749 4.5624395 2.88562749 4.56243948
Q14. What is your hig -0.06551184 0.095071339 -0.68908 0.492694 -0.25460491 0.1235812 -0.25460491 0.12358123

Figure 11. Regression analysis on the effect of education level on hypothesis 3
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The survey in English:

Perceived credibility of Facebook reviews and its
influence on customer purchase intentions for
startups.

Page 1/ 4 (25%) o

Credibility can positively influence consumer attitude towards the brand, encourage buying
intention of consumers. This survey is a part of the research which studies the credibility of
customer reviews and start-ups on the social media Facebook.

I would really appreciate it if you could spend about 5 minutes to complete this survey. The data
collected will be confidential, and solely used for the purpose of my research. The results of the
survey will be reported in aggregates only.

The first part of this survey is to study your familiarity with Facebook.

1. Do you use Facebook? w
If your answer is "No", please stop here. Thank you for your time, and may all the best be with
you!
Yes
No
2. How often do you use Facebook in the last 12 months? o
Everyday

A few times per week
A few times per month

A few times per year
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3. Do you go window shopping (not necessarily intending to purchase) on
Facebook in the last 12 months?

Yes

No

4. Have you ever bought anything via Facebook?

Yes

No

5. How often do you buy via Facebook in the last 12 months?

Very often
Often
Rarely

Never

6. How much do these factors affect your decision to buy or not to buy via
Facebook?

Not important at
all

Age of the company

Customer reviews on the company’s Facebook page
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7 E Have you ever purchased anything from a start-up according to the definition %
below via Facebook?

The research will focus on start-ups on Facebook. In this study, startups will refer to companies
less than 2 years old which have less than 1000 fans (page likes) on Facebook.

Yes

No

Page 2/ 4 (50%) ]

The second part of the survey is to study what affects the credibility of reviews and start-ups on
Facebook.

8. Imagine a start-up has only a few reviews (ex. Less than 5). To what extent do w
you agree or disagree with the following statements?

Strongly disagree Strongly agree
1 2 3 4 5

These reviews are unethically created or manipulated by
the company.

These reviews are not as trustworthy as they could be if
there were more reviews.

These reviews are not influential to your decision to
purchase or not.

9, To a start-up with less than 1000 fans, what is the minimum number of reviews A
do you think is needed to make the reviews trustworthy?

) 05

0 6-10
' 11-15
) 16-20

) More than 20
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10. If you find a part of the reviews of a start-up untruthful, s

Yes No

Would you think that the company can bring what it
promises to customers?

Would you think that the company has goodwill?

Would it decrease the likability of the company even
when it might have good factors such as rich page
content?

Would it influence your purchase decision from this
company?

11. Regardless of the content of reviews, to what extent do you agree or disagree W
with the following statements?

Strongly disagree Strongly agree
1 2 3 4 5

Reviews seems more trustworthy if reviewers are of
different age groups.

Reviews seems more trustworthy if reviewers have
different levels of education.

Reviews seems more trustworthy if reviewers have
different lifestyles.

Reviews seems more trustworthy if reviewers have
different traits in their Facebook profiles (number of
friends and/or followers, content on walls, the frequency
of using visual elements, etc.)
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Page 3/ 4 (75%) I

The third part of the survey is about your personal information.
12.  What s your gender?

Male

Female

13. What age group do you belong to?

0-18

19-25
26-35
36-45
46-55
56-65

Older than 65

14. What is your highest level of education?

Highschool student
Highschool graduate
Vocational training
College student
College graduate
Postgraduate student

Postgraduate degree(s)
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15. What is your nationality?

Vietnamese
Finnish
Chinese

Other

Page 4/ 4 (100%) -]

The last part of the survey will evaluate if you are individualistic or collectivistic. Some differences
between individualism and collectivism are as below.

Individualism VS. collectivism:

- Oneself or immediate family VS. extended family
- "I" consciousness VS. "We" consciousness

- Privacy VS. Belonging

- Speaking one's mind is common, arguments are acceptable VS. Harmony should always be maintained, arguments
may not be accepted

- Task>Relationships VS. Task

16. Who do you want to/have to take care of? &

Only yourself and your immediate family (including children, siblings, parents, and perhaps
grandparents)

Your extended family (including immediate family and uncles, aunts, cousins)
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17.

18.

Which describes you better?

I value privacy

I emphasize socializing over privacy

Which describes you better?

Work is more important than relationship.

Relationship is more important than work.
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The survey in Vietnamese:

Murc d6 dang tin cua danh gia tir khach hang trén
Facebook va tdm anh hwéng cla né dén quyét
dinh mua hang cla nguwoi tiéu ding ddi véi cac

cong ty khéi nghiép.

Trang 1/ 4 (25%) o

MUrc do dang tin cé anh hudng tich cuc dén thai dé clia ngudi tiéu ding doi vdi cac nhan hiéu,
khuyén khich ho mua hang. Cudc khao sat nay la mét phan cia nghién ciru vé mirc dé dang tin
cta cac danh gia tir khach hang va cac céng ty khai nghiép trén mang xa hoi Facebook.

Minh r&t cdm on néu ban c6 thé danh khoang 5 phit dé hoan thanh bang khao sat nay. Moi
théng tin ca nhan cua ban sé dudc bao mat va chi danh cho muc dich nghién ctru.

Phan dau cua bang khao sat sé& nghién ciru mirc doé quen thudc cua ban vai Facebook.

1. Ban cé dung Facebook khong? w
Néu ban chon "Khdng", xin duhg cudc khao sat tai ddy. Cam on ban da danh thoi gian va chic
ban nhihg diéu tot dep nhat.

Co

Khong

2. Mtrc d6 dung Facebook ctia ban trong 12 thang qua cé thudng xuyén khong? =

Tai diing mdi ngay
Vai [an 1 tuan
Vai [an 1 thang

Vai [an 1 ndm
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3. Ban c6 lugn qua cac shop trén Facebook (khéng nhat thiét s& mua hang) trong W
12 thang qua khong?

Co
Khong
4, Ban da bao gid mua hang qua Facebook chua? W
RGi
Chua
5. Mtrc d6é mua hang qua Facebook cta ban thé& nao trong 12 thang qua? W

Rat thudng xuyén
Thudng xuyén
Hi&m khi

Khéng bao gid

6. Cac yéu t6 sau co mirc dd anh hudng thé nao tdi viéc ban quyét dinh mua hay s
khéng hang qua Facebook?

Hoan toan khéng Rat quan trong
quan trong
1 2 3 4 5

S6 tudi clia cong ty

Banh gia tir khach hang trén trang Facebook clia cong ty

51



7. Ban da bao gid mua hang tlr 1 cong ty khai nghiép theo dinh nghia dudi day s
qua Facebook chua?
Nghién cutr ndy sé tap trung vao cong ty khoi nghiép trén Facebook. Trong nghién cuis nay, cong
ty khdi nghiép ndi vé céng ty it han 2 tudi va cd dudi 1000 nguoi theo déi trén Facebook.

Roi

Chua

Trang 2/ 4 (50%) ]

Phan thya 2 cua bang khao sat sé nghién ci'u cac yéu t6 anh hudng dén mu'c dang tin cua danh gia tir
khach hang va cua cong ty khai nghiép qua Facebook.

8. Hay tudng tugng 1 cong ty khdi nghiép ma chi co vai danh gia tir khach hang W
(vi du: dudi 5 danh gia). Ban déng y hay khéng dong y véi nhitng y kién sau
day?
Hoan toan khéng Hoan toan dong y
déng y
1 2 3 4 5

Nhirng danh gia nay dudc tao hoac bi thao tung bdi cong
ty.

Nhitng danh gid nay d3 cd thé dang tin hon néu sé lugng
danh gia nhiéu han.

Nhirng danh gia nay khéng anh hudng dén quyét dinh cé
mua hang hay khdong cda ban.
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9. VGi mot cong ty khdi nghiép cod it han 1000 ngudi theo doi, theo ban, can it
nhat bao nhiéu danh gia tir khach hang dé cac danh gia nay tré nén dang tin?

0-5
6-10
11-15
16-20

Nhiéu hon 20

10. Né&u ban biét cé mét phan cac danh gia khong dung su that,
Co Khong

Ban c6 nghi réng céng ty dé cd thé mang dén cho
khach hang trai nghiém nhu da haa khong?

Ban co nghi cong ty do co thién chi khong?

K€ ca néu cdng ty cé nhitng mat khac t6t vi du nhu
trang Facebook giau ndi dung, hao cam cia ban dai
V@i cong ty co giam di khdng?

Ban cé mua hang tlr céng ty nay khéng?
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11. Khéng tinh dén ndi dung cua danh gia, ban dong y hay khéng dong y vdi cac y W
ki€n sau day?

Hoan toan khéng Hoan toan déng y
déng y
1 2 3 4 5

Danh gia tu khach hang sé dang tin han néu nhirng ngudi
danh gid ndm trong nhém tudi khac nhau.

Panh gia tir khach hang sé dang tin han néu nhirng ngudi
danh gia c6 mdc dd hoc van khac nhau.

Danh gia tir khach hang sé dang tin hon néu nhirng ngudi
danh gia co cach song khac nhau.

Danh gia tur khach hang sé dang tin han néu trang ca
nhan Facebook ctia nhitng ngudi danh gia cé nhirng dac
diém khac nhau (vi du nhu s6 lugng ban bé khac nhau,

ndi dung trén tudng nhiéu hay it, mic do sir dung hinh
anh, video khac nhau, van van.)

Trang 3/ 4 (75%) I

Phan thir 3 cua cudc khao sat Ia vé thong tin ca nhan cua ban.
12. Gidi tinh cta ban la gi? &

Nam

N
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13.

14.

15.

Ban thudc nhém tudi nao?

0-18

19-25
26-35
36-45
46-55
56-65

Nhiéu han 65

Trinh d6 hoc van cao nhat cta ban la gi?

Hoc sinh trung hoc
Tot nghiép trung hoc
Hoc nghé

Sinh vién dai hoc
Tot nghiép dai hoc
Sinh vién sau dai hoc

C6 bang tét nghiép sau dai hoc

Quoc tich cha ban la gi?

Viét Nam
Phan Lan
Trung Quédc

Khac
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Trang 4/ 4 (100%) -

Phan cudi cuia bang khao sat c¢6 muc dich nghién ciru néu ban theo chu nghia ca nhan hay chi nghia
tap thé. Dudi day la mét vai su khac biét giita chi nghia ca nhan va chi nghia xa hdi.

Chu nghia ca nhan VS. Chu nghia x3 hoi:

- Ban than va gia dinh hat nhan VS. Gia dinh va ho hang
- "Toi" VS. “Chang t6i” trong tiem thirc

- Riéng tu quan trong VS. H6i nhom quan trong

- Phat biéu y kién ca nhan [ binh thudng, chip nhan tranh cdi VS. Su hoa hap can phai dugc duy tri, tranh ci
o thé khéng dudc chap nhan

- Cong viéc quan trong han cac mdi quan hé VS. Cac mdi quan hé quan trong hon cbng viéc

16. Ban phai quan tam cham soc ai? &
Ban than va gia dinh hat nhin (gém con cai, anh chi em, cha me, va cd thé |3 éng ba)
Ca dai gia dinh (gdom gia dinh hat nhan va c6, di, chd, bac, anh chi em ho)

17. Cau nao miéu ta ban dang hon? +

Toi nhan manh su/quyeén riéng tu.

Tai coi trong su than thiét hon riéng tu.

18. Cau nao miéu ta ban ding han? *

Cong viéc quan trong hon cac maéi quan hé.

Cac mdi quan hé quan trong hon cong viéc.
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