[image: Screen%20Shot%202018-05-13%20at%2017.52.26.png]

To critically explore the demand for FaceBook to integrate Corporate Social Responsibility to improve brand perception
By Emily Miller 
1706535

Dissertation submitted as part of the requirements for the award BA (HONS) Business Management
UWTSD SWANSEA
May 2020


                                                  I
[bookmark: _Toc40882422][bookmark: _Toc40888177][bookmark: _Toc41667570]Declaration

This work has not previously been accepted in substance for any degree and is not being concurrently submitted in candidature for any degree.
Signed…[image: ]…………………………..
Date…29/05/2020……………………………

STATEMENT 1
This dissertation is being submitted in partial fulfilment of the requirements for the degree of BA.
Signed……[image: ]…………………………
Date…29/05/2020…………………………….

STATEMENT 2 
This dissertation is the result of my own independent work/investigation, except where otherwise stated. Other sources are acknowledged by footnotes giving explicit references. A bibliography is appended.
Signed……[image: ]………………………….
Date…29/05/2020…………………………….
STATEMENT 3 
I hereby give consent for my dissertation, if accepted, to be available for photocopying and for interlibrary loan, and for the title and summary to be made available to outside organisations. 
Signed……[image: ]…………………………… 
Date…29/05/2020……………………………….

STATEMENT 4
 I hereby give consent for my dissertation, if accepted, to be available on the university’s IT system to those who have consent to use the system. 
Signed……[image: ]…………………………… 
Date…29/05/2020……………………………….





I
II
[bookmark: _Toc40882423][bookmark: _Toc40888178][bookmark: _Toc41667571]Acknowledgements

I would like to thank my dissertation supervisor Julie Thomas for all the guidance she has provided throughout this process. I would also like to thank the lecturers, Caroline Jawad, Gareth Hughes, and Julie Hayward who over the past three years have helped me to achieve my best. 
I am greatly thankful to all my friends and family who shared my questionnaire and all those who took time out of their day to be a participant. 
I am particularly thankful to Daniel Hengstenberg for taking the time to proof-read numerous reports and essays, which has helped me improve the standard of my work.
Lastly, I would like to thank my mum, dad and sister who have provided me with constant support and guidance throughout my whole time at University and have believed in me every step of the way. 



III
[bookmark: _Toc40882424][bookmark: _Toc40888179][bookmark: _Toc41667572]Abstract

The aim of this dissertation aim was to critically explore the demand for FaceBook to integrate corporate social responsibility to improve brand perception. A set of objectives were created to achieve this aim, they are as follows:
1. Examine previous academic literature surrounding CSR and brand perception and analyse the impact integrating methods of CSR have had on similar organisations.
2. Conduct primary research in the form of an online questionnaire which will evaluate FB current brand perception and determine the CSR responsibilities most effective in improving FB brand perception. 
3. Synthesise previous academic literature and collected primary research to draw a conclusion on FB’s current brand perception and make recommendations on how they can improve their brand perception.
The aim of the dissertation and objectives were fulfilled by analysing a substantial amount of existing literature concerning CSR and brand perception. Articles and journals relating to how people view FB was also examined which assisted in identifying whether there is a need for FB to integrate CSR. The findings from chapter two were used to generate questions for the questionnaire. 
An online questionnaire was produced and distributed via WhatsApp and Instagram. In total there was 141 respondents. The primary research supported much of the findings in chapter two. The first theme to be established was that FB is associated with being a “older generation” platform. Secondly the FB-CA scandal caused participants to have a lack of trust in FB. Lastly it was established the most influential responsibility for improving FB brand perception was a legal responsibility. An ethical responsibility was the second most chosen responsibility which suggests that there is a need for FB to integrate CSR to improve brand perception. 
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[bookmark: _Toc41667577]1.0 Chapter One – Introduction 
The fundamental aim of this dissertation is to examine if there is a need for FaceBook (FB) to integrate Corporate Social Responsibility (CSR) strategies to improve their brand perception.  Previous studies have focused on why social media platforms such as FB are important to CSR, (Dutot et al., 2016; Golob et al., 2013) but very little research has been carried out on whether there is a need for social media platforms such as FB, to integrate CSR strategies into their business plan to assist in improving brand perception: an area which this dissertation hopes to contribute in fulfilling. 
[bookmark: _Toc41667578]1.1 Problem orientation
A brand is a set of perceptions which consumers believe a service represents not what the company claims to be, (Yaniv and Farkas, 2005; Kervyn et al, 2012). Brand perception is often known to be, “the added value given by current and potential consumers to the brand name”, (Foroudi et al., 2018, pg2.). Many studies have found that having a good brand perception can generate positive outcomes for an organisation as it strengthens business-consumer relationships, (Hess et al.,2011; Veloutsou, 2007). Coinciding with brand perception is consumer trust. Improving consumer trust affects the attractiveness of an organisation and improve brand perception, (Kim et al.,2015). The topic of consumer trust has gained a lot of press attention and has become a mainstream issue for FB over the past three years due to the FB-Cambridge Analytica (CA) scandal in 2018. This revealed over 50 million FB accounts had been harvested for CA in a major data breach, (Cadwalladr and Graham-Harrison, 2018). CSR can be used to improve brand trust and establish a positive relationship with FB overall improving brand perception, (Lai et al, 2010).    
[bookmark: _Toc41667579]1.2 Background of the research problem
The entirety of CSR can be discerned by the three terms found in its title phrase: ‘corporate,’ ‘social,’ and ‘responsibility.’ One of the earliest contributors to CSR literature is Howard R. Bowen who raised the question “What responsibilities to society may businessmen reasonably be expected to assume?”, (Bowen, 2013. Pg17). There are numerous definitions for CSR one being, “the responsibilities corporations have to their stakeholder groups”, (Johnson et al, 2008) another by Heald (1957) declares, “an obligation to the society it serves not only for maximum economic performance but for humane and constructive social policies as well”, (Rahman, 2011). CSR has a long history which evolved to cover the obligations corporations have to the societies which they are based and operate to assist in achieving long term sustainable corporate success, (Rahman, 2011; Lee-Davies, 2005). CSR is becoming increasingly observed on the business agenda as it is connected to many other aspects in an organisation such as Consumer engagement and brand loyalty, (Grayson, 2004; He and Lai, 2014). Lego, Microsoft, Google, and Intel are all organisations which have successfully incorporated CSR practises. These companies are being perceived by consumers as the most socially responsible, (Strauss, 2017). However, existing literature covering FB in connection to CSR is very sparse and the overall perception of FB is negative. The internet is inundated with articles of instances where FB has mistreated and exploited user’s data, (Bertot et al., 2012; Doward et al., 2017). 
Social media refers to websites and applications that enable its users to exchange content with other users quickly and efficiently, it has transformed the way information is shared through communities and around the world, (Mayfield, 2008). There are numerous social media sites the most popular being FB, YouTube, Instagram, Weibo, Twitter, and Reddit, (Greenwood, Perrin, Duggan, 2016). This dissertation will be analysing FB, although the company owns Instagram, WhatsApp, and Oculus, (Shead, 2019) the researcher will be only analysing FB the platform not the corporate. 
The number of people using social media is rapidly rising. One report recorded 90% of young adults aged 18 to 29, 65% of adults and 35% of seniors aged 65 and above are currently using a form of social media, (Perrin, 2015). In 2019 it was recorded that 79% of the American population had a networking profile, (Statista, 2019). FB has 2.5 billion monthly active users making it the largest social networking site globally and has the vision of giving people the power to build community and bring the world closer together, (Zuckerberg, 2017; FB users worldwide 2019, Statista, 2020). There has been a major increase in the use of social media as more people and business are recognising the benefits of using platforms like FB which can be adopted and utilised as sources of income, It is reported that the type of generation choosing to use social media is altering as generation Z and millennials are spending less time using platforms such as FB but generation X  and baby boomers are using FB the most frequently, (Viens, 2019). In 2010, 88% of marketers were using social media and were spending over 60 billion dollars annually on advertising, (Whiting and Williams, 2013). Social media has become the pinnacle for successful businesses. It allows businesses to communicate with customers enabling them to build relationships and target potential customers, (Lovejoy and Saxton, 2012). The creation of Virtual customer environments (VCEs) is formed from online communities which share the same interests are grouped around specific firms, brands, and products, (Scott, 2015). These environments create value for businesses by driving traffic, generating sales by advertising, create customer satisfaction through customer service and aid in product development by generating an increase in revenue, (Scott, 2015). With so many users and uses, platforms such as FB need to be conscious of the impact, they are allowing their platforms to have on society, this can be achieved by practising CSR. The development of CSR means that businesses such as FB can improve their brand image by changing user attributes towards the company, (Bertels and peloza, 2008).
CSR claims to improve brand identity if there is a long-term commitment to CSR activities and if it is incorporated into building user trust it can sustain long-term relationships; "CSR activities create and nurture consumers' trust in the company, which in turn, bring about consumers' positive or improved perceptions of the firm”, (Park et al., 2014).  
There is a landscape of CSR theories and approaches that have been developed, (Carroll, 1999), for this dissertation the conceptual framework published by the Global Business and Management Research Journal which was built by incorporating Aaker's model (1991) on brand equity and Schwartz and Carroll’s model (2003) of CSR, will be used as a structure in chapter two, (Niazi et al., 2012). This framework has been chosen as it lists the constructs and key variables which influence relevant to this study. Exploring each of these headings will provide an in-depth analysis of FB current brand perception and CSR theories. 
[image: ]
Figure 1 Conceptual framework for research
                                                                                     
[bookmark: _Toc41667580]1.3 Rationale
There is research concerning the relationship of using social media platforms to communicate CSR values towards consumers which can lead to improved brand perception, (Vernuccio, 2014), but there is minimal research examining the importance of FB integrating CSR strategies to improve their brand perception. As previously identified the internet is inundated with articles discussing FB’s poor reputation, exploiting its members and their social networks by exposing them to commercialisation, (Lilley and Gumbus, 2012). This dissertation will discuss the advantages of incorporating CSR practises, analyse FB current brand perception and investigate through the means of secondary and primary research what the most valuable CSR responsibilities individuals consider to be, which if acted upon by FB would improve their perception. 
[bookmark: _Toc41667581]1.4 Aims and Objectives
The purpose of this investigation is to critically explore if there is a demand for FB to integrate CSR strategies to improve their brand perception. The objectives are as follows.
4. Examine previous academic literature surrounding CSR and brand perception and analyse the impact integrating methods of CSR has had on similar organisations.
5. Conduct primary research in the form of an online questionnaire which will evaluate FB current brand perception and determine the CSR responsibilities most effective in improving FB brand perception. 
6. Synthesise previous academic literature and collected primary research to draw a conclusion on FB’s current brand perception and make recommendations on how they can improve their brand perception.
[bookmark: _Toc41667582]1.5 Research 
An online questionnaire will be produced using the online survey tool Google forms. By complying with the five principles of research ethics the research carried out will cause no harm to those involved. The researcher will obtain consent for all respondents before using their data. Will minimise the risk of harm to respondents by providing anonymity and confidentiality. Will avoid using any deceptive practices and give participants the right to withdraw from the research. To remain ethical the questionnaire will not be distributed on the FB platform and will instead be delivered via WhatsApp and Instagram. These approaches allow a wide variety of people to have access to and complete the questionnaire which allows the researcher to collect a variety of responses while providing anonymity to the participants. The responses will be analysed for themes using the software NVivo and SPSS.  
The next chapter discusses scholarly research on CSR and social media. This work will be used to help the dissertation to be carried out by the researcher. 
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[bookmark: _Toc41667583]2.0 Chapter two – Literature Review 
The purpose of this chapter aims to fulfil the first research objective of the dissertation:
1. Examine previous academic literature surrounding CSR and brand perception and analyse the impact integrating methods of CSR has had on similar organisations.
To achieve this objective, a variety of information sources will be analysed these will include academic journals, peer-reviewed journals, relevant texts books, literature, and a broad range of credible online news articles. The academic literature within this chapter will assist the researcher in the design of an appropriate data collection method for the primary research and methodology for Chapter three.
This literature review will concern FB brand perception and CSR discussing the three parts -ethical, legal, and economic while using the conceptual framework from Chapter one to create a structured literature review. The literature generated on CSR has been developed into many fields. The researcher will concentrate on literature produced on marketing as it focuses on how consumers perceive CSR activities at an individual level, (Fatma and Rahman, 2015) and in this instance will explore the effect this has on brand perception and attitudes towards FB. 
[bookmark: _Toc41667584]2.1 Corporate Social Responsibility 
Social responsibility is important to a corporation as it demonstrates to its stakeholders that the organisation is concerned and aware with wider social issues, not just profit margins, which, in effect, can lead to greater profits for a business, (Morsing and Schultz, 2006). Literature formed on CSR has developed into two main themes, marketing (Broad CSR), and management (Narrow CSR). Marketing focuses on how consumers respond to CSR and management focuses on the impact CSR activities have on their financial bottom line, (Berger et al.,2007; Fatma and Rahman, 2015). The literature developed around marketing will be explored and evaluated in-depth to gain a better understanding of consumer perception of CSR activities which will assist in developing potential strategies that could be implemented by FB. Management CSR will be briefly explored to provide the researcher with a whole and thorough understanding of the field. 
[bookmark: _Toc41667585]2.1.1 Shareholder vs Stakeholder theory
Milton Friedman developed Shareholder theory in 1970, it takes the view that “a business needs to be run in the interests of the shareholders and relationships with other stakeholders is via legal or implied contracts" (Moore, 1999). The theory aims to maintain relationships well enough to lead to an improved return for shareholders, in the hope to obtain greater wealth for the organisation and therefore society, (Carson, 1993). Friedman opposes CSR, as it is a direct contrast with the shareholder paradigm as it diverts resources and energy away from profit maximising behaviours. This theory contrasts with Stakeholder theory which not only seeks to create profit but also aims to satisfy the interests of all the organisation's stakeholders, (Ferrero et al, 2014). Stakeholders are defined as individuals or groups who depend on an organisation to fulfil their own goals and on whom, in turn, the organisation depends (Laplume et al, 2008). Figure 2 depicts the many groups of stakeholders an organisation has within the stakeholder model. In 1984, R. Edward Freeman detailed Stakeholder Theory. This theory is a view of capitalism that reveals interconnected relationships between a business and its stakeholders, (Stieb, 2009). The principle notes that an organisation should generate value for all its stakeholders, not just its shareholders. This can be accomplished by integrating CSR into the day-to-day operations of the organisation (Freeman et al, 2010).
[image: ]      Figure 2 Interaction of stakeholders with a firm (Polonsky, 1995)

There will always be theoretical experts who will argue which theory is superior in terms of Shareholder versus Stakeholder theory, but what cannot be dismissed is the movement toward CSR that has been called for by various groups of stakeholders, (Faucher, 2015).  Mendelow's matrix is a system which uses mapping to group stakeholders which have the same level of interest and power towards an organisation and its activities. It helps to establish the level of relationship an organisation has with its stakeholders and assists to recognise and understand the demands and expectations these stakeholders have, (Bryson and Patton, 2010; Kuzmin and Khilukha, 2016). Table 1 illustrates Mendelow’s matrix which has been applied to FB stakeholders.
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Table 1 FB stakeholder matrix
[bookmark: _Toc41667586]2.1.2 Ethical CSR
Ethical CSR ensures consumers, that their needs are part of the organisation’s principles. Applying ethical CSR is an important means of establishing stable relationships with stakeholders and maintaining the requisite conditions for long-term sustainability and growth, (Adams and Zutshi, 2004).  Ethical Corporate marketing broadens stakeholder theory by considering past, current, and potential stakeholders, an approach that has been stated to be essential for organisations as it develops an authentic ethical corporate identity, (Balmer et al.,2011).  The FB-CA scandal has created concerns in the ethical principles and CSR of organisations involved within their marketing activities and has given rise to the opinion that corporations need to be more accountable for the impact they have on society, (Swift, 2001; Porter and Kramer, 2006; Baur and Schmitz,2012). Corporate marketing allows companies to understand that corporate identities can be a valuable source for the distinction which needs to be active on multi-lateral relationships regarding customers, stakeholders, and society at large. A significant characteristic of corporate marketing is that organisations should be aware of their social responsibilities and not just their economic, (Balmer and Powell, 2011). Corporate marketing provides a comprehensive insight into brand perception as a wider concept of stakeholder is considered, this includes past as well as present stakeholders and incorporates their expectations and perceptions of brand identity and corporate image, (Gregory, 2007). Ethical marketing enables organisations to market their goods and services by focusing on how their products benefit consumers and how they support socially responsible causes. A business needs to be consistent with its ethical decision-making process because its implications influence all facets of the company's system, (Ardichvili et al, 2009). Virtue ethics is an ethical marketing strategy that could be implemented by FB. This is a modern approach, based on the concepts of Aristotle’s philosophy, requiring decisions to be made in accordance with the knowledge of a person’s character and moral virtue in contrast to the approach that emphasises obligations (deontology) or consequences of actions (consequentialism), (Crisp and Slote, 1997; Hursthouse, 1999). If FB were to implement a set of ethical standards, they must question how they want their platform to be perceived based on the decisions they make. Haagen-Dazs is an example of an organisation that has successfully incorporated ethical marketing into their brand image. For the past ten years, they have put efforts into helping revive the bee population. The companies director Elizabeth Marquez stated, “There are three important ways we can help bees: bring them flowers, protect their homes and spread the word, the past 10 years, HÄAGEN-DAZS has supported each of these components, by donating over £ 1million to research and working with suppliers to grow ingredients in bee-friendly environments”, (Save the Honey Bees | Häagen-Dazs, 2020). This mission has seen such success as the organisation has incorporated it into all aspects of the business. Their webpage illustrates its efforts, the honeybee logo is printed onto the packaging of their products and also integrated into advertising campaigns.
[bookmark: _Toc41667587]2.1.3 Legal CSR 
Society has changed in the way that accountability for actions is becoming a priority in all aspects of life including business. Legal CSR refers to a corporation that is free to enter into business, however, it wishes to do so, but as long as it is within the limits and rules of the law. Companies may voluntarily go beyond what is necessary by law to achieve social goals during their day-to-day business activities, (George, 2019; Li, 2019). FB has come under fire in recent years after breaching the Data Protection Act. The data protection act has six data protection principles (see appendix 2). Everyone responsible for using personal data has to follow these principles, FB has failed to do this and has failed to safeguard its user's information by not being transparent with what and how data was being collected, (Hern and Pegg, 2018; Waterson, 2018; Data protection, 2020). The CA scandal was a major political scandal which exposed FB of exploiting over 50 million members and their social networks by subjecting them to commercialization, (Lilley and Gumbus, 2012; Cadwalladr and Graham-Harrison, 2018).  FB violated the law by allowing third parties access to user’s data as well as advertising through the use of phone numbers that were wrongly demanded as a security necessity. Lindsey Barrett, staff attorney at Georgetown communication and technology clinic deemed the actions of the platform as “putting growth and profits above designing a platform that predicated on the needs of its users”, (Wong, 2019). As a result of this FB has received negative press globally and the internet has been inundated with articles describing FB inexistent respect for its users. BBC News alone has 18 articles depicting the scandal, (BBC News, 2020). The platform has received a £4 billion fine in the US, which is the largest fine to be handed out by the Federal Trade Commission a £500,000 fine from the UK and an ongoing settlement with Australia for violation of the 300,000 citizens privacy agreement, which laws carry a maximum fine of £860,000 for every serious interference with privacy, (Davies and Rushe, 2019; Woodcock, 2019; Australia sues FB over Cambridge Analytica, 2020). The impact of not abiding by the law has had a huge negative impact on FB, it has adversely impacted their financial situation and created a stigma around their corporate image. A week after the scandal arose it was reported that trust in FB had dropped by 66%, overcoming this requires a revaluation of what the company values are, (Weisbaum, 2018).  
[bookmark: _Toc41667588]2.1.4 Economic Corporate Social Responsibility
A credible explanation of economic CSR states, “Organisations have an economic responsibility to the society that permitted them to be created and sustained”, (Carroll, 2016, pg.3). Carroll's pyramid is one of the more popular constructs of CSR which incorporates four sections CSR those being, Economic, Legal, Ethical and Philanthropic, (Nalband and Kelabi, 2014; Carroll, 2016; Ehie, 2016). Economic is placed at the base of the pyramid as it is the basic necessity of business, observed in figure 3. 
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Figure 3 The pyramid of CSR, (Carroll, 1991)
The CSR-Universal model (refer to appendix 1) is based on Carroll’s pyramid but is extended to include the environment, the beliefs, values, and assumptions of an organisation and then proceeds to include the legal, economic, ethical, and philanthropic responsibilities. Legal is classed as the basic responsibility instead of economic as placing economic as the basic responsibility contradicts CSR and shows favour to Friedman’s shareholder theory, (Visser, 2006).                                                                                                                                  FB has an economic responsibility is to their stakeholders. FB has a diverse range of online stakeholders as a result of the size and nature of its platform. On their community standards page, the platform identifies their stakeholders as "all organisations and individuals who are impacted by, and therefore have a stake in, FB's community standards" (Community Standards | Facebook, 2020). FB website explains that as this covers 2.7 billion active users, they focus on influential stakeholders which they list as civil society organisations, activist groups, thought leaders and academics. As of 2019 FB has claimed to be open about sharing their community standards and how they come to decide on the rules for what content is and is not permitted on their platform, this has largely been down to the 2016 Cambridge Analytica scandal, (Writing Facebook's Rulebook, 2019; Community Standards | Facebook, 2020). However, FB has been accused of not being as transparent as they claim as they have refused independent researchers to study how political disinformation flows across their advertising platform, (Siddiqui, 2019). Alongside this, FB has been criticized for failing to provide information on target advertising and user engagement which would inform researchers how much advertisers are paying the platform and how effective the adverts are, (Lomas, 2019). A lack of transparency and trust can stunt a company’s growth If FB was to allow their users access to credible environmental, ethical and social data this would enable them to make more informed decisions sustaining the future of their platform, (Corporate transparency: why honesty is the best policy, 2014). FB could strike a balance between business, environmental and philanthropic practise establishing economic responsibility. 
[bookmark: _Toc41667589]2.2 Brand equity
Brand equity is a relatively modern concept and in its simplest terms can be defined as being, "the public valuation of a brand", (Barwise, 1993; Building Brand Equity, 2017). This concept serves as a basis for managers to understand the influence consumers emotions have concerning the position of the organisation. For this dissertation, Brand equity subcategories will be explored in relation to FB which is taken from chapter one figure 1. These subcategories are:
1. Perceived quality
2. Brand Awareness
3. Brand Association
4. Brand loyalty
[bookmark: _Toc41667590]2.2.1 Perceived quality 
Aaker stated brand equity was made up of five elements, the main elements being perceived quality. He defines it as "The consumer's judgement about products overall excellence or superiority”, (Kirmani and Zeithaml, 1993. pg.144). This attribute impacts the way brand image is perceived through consumer attitude which can be altered depending on how the company portrays itself through its actions. FB must enhance consumer perception by leaving a positive impression on their stakeholders. Research has identified that perceived quality has a significant positive effect on brand trust and brand image, (Tsiotsou, 2006; Alhaddad, 2015; Rahmatulloh et al, 2019). Microsoft implements CSR throughout their organisation to gain consumer trust. Microsoft created "Microsoft YouthSpark" to increase employment opportunities. The programme helped over 300 million young adults who have assisted in creating a positive brand perception for Microsoft, (Microsoft.com, 2020). FB could consider a similar strategy. However, if FB is more concerned with certain stakeholder groups, they could use advertising campaigns to target specific stakeholders.  Coca-cola is an example of a company whose advertising strategies are changing perceptions. The company's products are associated with being unhealthy and linked to adverse health implications such as obesity. To change this view coke changed their brand campaign by uniting all drinks and giving them all the same slogan, "taste the feeling", (Coca-Cola Slogans Through the Years, 2020). They focused on enhancing the product experience through an emotional storytelling theme.  
[bookmark: _Toc41667591]2.2.2 Brand Awareness
Aaker defines brand awareness as “the durability of a brand that embedded in the customer memory”, (Severi and Ling, 2013, p.g.126). This is how well consumers can recognise a brand (brand recognition). This means that consumers should recall the brand name when giving the needs that the organisation aims to fulfil, (Dew and Kwon, 2010).  FB is the world's largest social media platform and has over seven million active advertisers a month, (Facebook active advertisers 2019 | Statista, 2019). This research suggests that FB has very strong brand recognition and brand awareness. Brand awareness often sways a consumer in the direction of a purchase decision or FB instance a service use. If the brand has a bad reputation this could turn consumers away from particular brands and stunt brand market performance, (Huang and Sarigollu, 2014). It is important to note that the literature discussing the link between brand awareness and brand equity also incorporates brand association. 
[bookmark: _Toc41667592]2.2.3 Brand Association
Brand association is defined as products and firms, which have specific and clear values and characteristics that are unique to them which differentiates themselves from the competition, (Yoo and Donthu, 2001; Dew and Kwon, 2010). These are not reasons to buy into a brand but provide differentiation that is not replicable by a competing brand. The brand association also is said to "act as an information collecting tool to execute brand differentiation and brand equity”, (Severi and Ling, 2013, p.g.127). A brand association should be linked to the positive attributes of a brand. While FB is widely recognised as a forum for connecting with friends and family their brand association could improve their positive brand affiliation. FB has been credited for providing a good social support system within their platform, (Janh et al., 2016). However, FB is experiencing a negative brand association in connection with mental health. The brand is associated with addiction, body image, depression, anxiety, and disordered drinking and eating conditions as well as additional mental health problems, (Frost and Rickwood, 2017). Studies have also concluded that FB users are experiencing high stress and anxiety levels in comparison to non-users, (Farahani et al, 2011). Although the company recognises this and has admitted that the material on their platform can pose a mental health risk, they also claim that the site can improve people’s wellbeing through engagement, (Levin, 2020). However, this acknowledgement is not enough to change consumers association between the brand and mental health and instead they should seek to find a way to steer themselves towards a positive association with mental health.  One platform which is attempting to change their association with mental health is Instagram. Instagram has changed their platform regulations restricting users under the age of 18 from being able to view posts related to cosmetic surgery or dieting and have removed any content which is considered dangerous to users mental health, (Manavis, 2019).
[bookmark: _Toc41667593]2.2.4 Brand loyalty 
Brand loyalty is defined by Aaker (1991) as “a constructive mindset toward a brand that leading to constant purchasing of the brand over time”, (Severi and Ling, 2013. P.g.127). It is said to be the core of a brands equity, (Aaker, 2009) a study into the detriments of brand equity for brand loyalty is considered the most influential dimension of brand equity, (Atigan et al., 2005). Brand loyalty for a social media platform can be measured by analysing the levels of community commitment, attitude and behaviour and positive word-of-mouth, (Schivinski and Dabrowski, 2015). It was reported that FB came under the brands with the greatest loyalty erosion observing a drop in consumer loyalty by 16 per cent, (Brand Keys 2019 Loyalty Leaders, 2019). Robert Passikoff founder of brand keys a system developed to measure brand equity claimed, “Trust is an engagement factor in every service category, it has become the indispensable connective tissue between brands and customer loyalty”, (Brand keys customer loyalty engagement index, 2019). For FB users trust has been a rising concern as they have failed to successfully address security, privacy and transparency measures that should have taken place following the 2016 FB-Cambridge Analytica scandal. FB needs to meet their consumer's expectations and alter the values of the organisation to improve Brand loyalty. 
In conclusion, previous literature demonstrates that there is a demand for FB to integrate corporate social responsibility to improve their brand perception. Peoples association of the brand currently is overwhelmingly negative and if FB chooses to continue to acknowledge these negative associations but not act on them, they should expect to observe a continuing drop in brand loyalty. FB should be focussing on acting within the law and integrating ethical responsibilities to strengthen and improve their brand perception as well as help ensure long-term sustainability for the business. This chapter has helped in identify the hypothesis the researcher will be testing which will be Integrating CSR responsibilities will improve FB brand perception.
This dissertation, therefore, assists in fulfilling an evident gap of research concerning CSR and brand perception of FB bringing these two concepts into unison.








[bookmark: _Toc41667594]3.0 Chapter 3 – Methodology

This chapter will help to achieve the second research objective of this dissertation:
2. Conduct primary research in the form of an online questionnaire which will evaluate FB current brand perception and determine the CSR responsibilities most effective in improving FB brand perception
[bookmark: _Toc41667595]3.1 Research onion
Research has been defined as ‘enquiry and investigation (that)…is systematic and methodical…(and) increases knowledge’, (Collins and Hussey 2013, pg.1). People undertake research to find matters out in a systematic way, thereby increasing their knowledge, (Jankowicz, 1995).  The Saunders, et al (2009) Research Onion diagram will be used to detail the primary research method the researcher will conduct and justify the chosen research approach, the data collection methodology and the data analysis process. 
[image: C04NF001]
Figure 4 The Research Onion, (Saunders et al, 2007)
Figure four will be utilised by the researcher to assist in the selection of the appropriate research route beginning with the outermost layer of the diagram working towards the centre. The philosophic perspective of this dissertation will use pragmatism and apply a deductive approach. The strategy for the information collection method will be mono method in the form of an online questionnaire which will collect both quantitative and qualitative data. This will be a cross-sectional study, as the information being obtained will be gathered at only one point in time. Data collection and analysis will be addressed by the researcher through the collection of data using an online survey, which will be analysed using the programmes NVivo and SPSS. 
[bookmark: _Toc41667596]3.1.1 Research Philosophy 
Research philosophy is explained as “relating to the development of knowledge and the nature of that knowledge”, (Saunders et al., 2003. Pg.106). This dissertation research philosophy will use realism. Pragmatism research philosophy combines positivism and interpretivism philosophy. Pragmatism demonstrates how to transform a culture which is decaying within society rather than just cope with it, (Sleeper, 2001). This type of philosophy will underpin the research strategy as well as the methods chosen as part of the strategy, as the study focuses on FB user’s perceptions collecting qualitative and quantitative questions.
[bookmark: _Toc41667597]3.1.3 Research Approach 
The research approach is the second layer of the research onion, offers the choice of two approaches. Inductive and deductive. An inductive approach is often found along-side a qualitative research model and refers to the trends and themes that can be identified when the textualized data is condensed, the researcher creates a theory from the collected data which is turned into a framework or model, (Thomas, 2003; Thomas, 2006; Jebreen., 2012; Liu, 2016). Deductive research is often used when gathering quantitative data. The collected data informs whether a prior developed hypothesis is valid or not, (Manna and Waldinger, 1980; Saunders et al., 2003).  This dissertation will use a deductive approach as the primary research will pursue qualitative and quantitative data and will be testing an existing theory. 
[bookmark: _Toc41667598]3.1.4 Research strategies
Research strategies state several data collection methods. The researcher will collect primary data using the data collection method surveys in the form of an online questionnaire. Questionnaires are commonly used as a way of collecting quantitative data, although, this questionnaire will collect quantitative and qualitative data. Questionnaires are structured in a way that the information collected is concerning two or more similar variables which result in the formation of a data grid, (De Vaus and De Vaus., 2013). The researcher has opted for the method as online questionnaires can be widely distributed to large sample size as well as provide a quick turnaround, which is desirable given that there is limited time to collect the data, (Evans and Mathur, 2005; Sue and Ritter, 2012). 
[bookmark: _Toc41667599]3.1.5 Research choice
The researcher has chosen to undertake a mono method approach. Although a Multi-method analysis draws and combines data from various sources (Paul, 1996; Flick, 2004; Brewer and Hunter, 2006; Lauri, 2011).The researcher will include questions in their survey which will collect qualitative and quantitative data which will assist in providing more accurate results as it allows triangulation to take place. Multi-method was the original option of data collection, but due to unforeseen circumstances of the COVID-19 crisis, this prevented the possibility of interviews to take place. 
[bookmark: _Toc41667600]3.1.6 Time horizons 
Time horizon refers to the length of time which research is carried out and is independent on which research strategy the researcher chooses to use, (Saunders et al., 2007). The previous chapter highlighted that there is a gap within existing literature when attempting to identify whether there is a demand for FB to integrate CSR to improve brand perception. This research will, therefore, be a new phenomenon requiring primary research to be undertaken. Cross-sectional research is conducted within a given time frame, while longitudinal research represents events over a number of years, (Bethlehem, 1999; Levin., 2006). Given that the dissertation is time-restricted, the research carried out will be cross-sectional.
[bookmark: _Toc41667601]3.1.7 Techniques and Procedures
Techniques and procedures are at the core of the research onion. As identified previously, the researcher will use the mono method to gather information but will collect quantitative and qualitative responses in the form of an online questionnaire.
3.1.7.1 Questionnaire
Qualitative research can yield a large amount of data that is typically gathered through interviews and focus groups. The notes taken from these endeavours are transcribed which can be very time-consuming. The transcribes provide explanations and is the job of the researcher to find patterns and links by interpreting the data, (Pope et al., 2000).  Quantitative research is described as being, “Explaining phenomena by collecting numerical data that are analysed using mathematically based methods”, (Mujis, 2010, Pg.14).  Questionnaires are often a form of quantitative research and are considered to be useful for non-experimental descriptive designs that seek to describe reality by collecting information on attitudes and behaviour, (Mathers et al.,2007). Using online questionnaires, the researcher will be able to collect a vast amount of data in a standardised way allowing the data to be internally coherent for analysis within a short period, (Malhotra, 2006). The questionnaire will be created using Google Forms which is a trusted site and all participants replies can only be accessed through a Google account login which only the researcher will have access to. Unlike other survey building sites such as survey monkey, Google forms do not allow the access of third parties, (Privacy Policy | SurveyMonkey, 2020). The questionnaire will be designed to reflect the research in Chapter two and engage participants thoughts, feelings, and perceptions of FB. The number of questions which will be asked will not exceed 15, as the research into the relationship between the length of a survey and the response rate suggests the longer a survey the fewer respondents it will receive, (Kost and da Rosa., 2018). The types of responses the questionnaire will gain will be categorical, ordinal, and nominal, (Fink., 2003). 

The questionnaire will be shared via email and WhatsApp and uploaded on to the researchers Instagram page which can be accessed and shared by other Instagram users to reach a larger number of participants, (see appendix three for a copy of the questionnaire). It will also be available on survey circle which is a website that has the largest community for online research, which will assist in finding respondents, (Survey Circle, 2020). Uploading the questionnaire to this number of platforms will increase the number of possible respondents. Once the questionnaire is closed and all data collected has been analysed the results will be accessible at EmilyCMiller.blogspot.com commencing the 1st of June 2020.
3.1.7.2 Question and Literature review matrix
The table below contains the questionnaire questions participants will be asked to answer and indicates where in the literature review, they were derived from.  
	Questionnaire questions 
	Relation to secondary research  

	Q1. Participation and all data collected as a result of taking part in this questionnaire will remain anonymous and confidential. Please state whether you give your consent for the results to be used as part of the researcher’s BA research project.
	asking for consent is considered an ethical requirement but is also mandatory for the researcher to be able to process the data collected and later share the results. Article 7 of the GDPR, Conditions for Consent highlights this, ((UK Data Service, 2020; Vollmer, 2020). 

	Q2. How old are you?
	This demographic question will assist in identifying whether FB brand perception changes depending on age and will be used as a test variable on SPSS.

	Q3. How familiar are you with FB?

Q4. How would you describe your overall perception of FB?

 Q5. Please briefly explain your overall perception of FB.
	Q3 measures respondents brand awareness, 2.2.2 (Severi and Ling, 2013). 
Q 4 and 5 identify the depth of the brand awareness and establish whether the participants identify characteristics associated with Fb 2.2.3 and measures brand loyalty 2.2.4, (Yoo and Donthu, 2001; Dew and Kwon, 2010; Severi and Ling, 2013).

	Q6. Corporate Social Responsibility (CSR) has been defined as "The responsibilities corporations have to their stakeholder groups", (Johnson et al, 2008). Please state how far you agree with the following statements.
Fb does the minimum to maintain relationships with its users.
Fb goes above and beyond to satisfy their user’s needs.
Fb supports socially responsible causes which benefit society at large.
Fb complies with all consumer rights and acts in accordance with the law.
Fb is more focused on generating revenue than user satisfaction. 
	Definition of CSR, 1.2, (Johson et al, 2008).
Statement 1 and 2, stems from 2.1.1, Shareholder vs Stakeholder theory, (Moore, 1999; Ferrero et al, 2014).
Statement 3 derives from 2.1.2 Ethical CSR, (Swift, 2001; Adams and Zutshi, 2004; Porter and Kamerr, 2006; Baur and Schmitz, 2012). 
Statement 4. 2.1.3, Legal CSR, (George, 2019; Li, 2019) 
Statement 5. 2.1.4, Economic CSR, (Carroll, 2016, Siddiqui, 2019).
These statements will assist in determining whether participants agree with shareholder or stakeholder theory which will help determine if there is a need for CSR.

	Q7. In 2018 it was revealed that FB allowed CA to harvest the profiles of 50 million FB users without consent. Does this affect your perception of FB?
Q8. Please state why you answered yes or no to the previous question.
	Q7 and 8 derive from 2.1.3 Legal CSR, (Lilley and Gumbus, 2012; Cadwalladr and Graham-Harrison, 2018) as well as chapter 2.2.1, Perceived quality, (Kirmani and Zeithaml, 1993; Tsiotsou, 2006). It will identify if corporate scandals impact brand perception.

	Q9. How far do you agree with these statements? 
FB has a responsibility for improving the welfare of all of its stakeholders
FB has an obligation to do what is right, just, and fair to avoid causing harm.
FB has a duty to abide by society’s codification of what is right and what is wrong 
FB has an economic responsibility
Q10. Which of the following is the most important responsibility FB has in your opinion? Please choose every option that applies.
Philanthropic (Be a good a corporate citizen)
Ethical 
Legal 
Economic
	Figure 3. The Pyramid of Corporate Social Responsibility, (Carroll, 1991). By identifying which responsibility participants feel most strongly about will help determine if there is need for FB to integrate CSR as well as identify the responsibility respondents feel is the most important for improving brand perception. 

	Q11. Do you feel that FB could do more to act on the previously chosen responsibilities?
Q12.  If FB acted on the responsibilities listed in question 10 would this improve your perception of FB?
Q13. Please briefly explain why you have chosen the answer to the previous question.
	2.2 Brand Equity, (Barwise, 1993; Building Brand Equity, 2017).
These questions will assist the researcher to make conclusions and recommendations for FB. 



[bookmark: _Toc41667602]3.2 Reliability and Validity 
Reliability concerns the consistency of a measure and the validity is defined as the degree to which a concept is accurately measured in quantitative analysis, (Del Greco et al., 1987; Heale and Twycross., 2015). Joppe (2000) defines reliability and validity in research as the following, "if the results of a study can be reproduced under a similar methodology, then the research instrument is considered to be reliable…Validity determines whether the research measures which is intended to measure or how truthful the results are", (Golafshani., 2003. Pg.3). Reliability and validity of the study is the duty of the researcher to generate well-designed research that reflects the main objective of the study and then to build a compelling case once the data has been analysed. Questionnaires are deemed as positivist research. Positivism in research takes the view that factual knowledge is gained through scientific evidence. This will ensure that the data being collected will be of a valid, and reliable source. For data extraction, both quantitative and qualitative data is being collected so triangulation can take place which will enhance the validity of the research. Triangulation increases validity as it uses more than one approach to researching a question, this increases the confidence in the findings by using more than one independent measure, (Heale and Forbes, 2013).
[bookmark: _Toc41667603]3.3 Limitations 
One prominent limitation of this dissertation is the unforeseen condition of Covid-19. This has restricted access to resources. Access to computers which have the appropriate software for analysing the collected primary research is no longer available. To overcome this the researcher will download the software on to a PC available to them with the assistance of their lecture and their university IT services. Due to Covid-19, this has resulted in one to one meetings with supervisors being cancelled due to social distancing measures. To adhere to these new legal measures and to continue to have support throughout this journey, email and Microsoft Teams will be used as a form of contact. 
A second limitation to consider is the restricted time provided to collect primary research and analyse the data. To assist in reducing the impact of this limitation, the researcher has created a Gantt chart which will be referred to throughout the dissertation to improve time management.
A third limitation to this research which could be not gaining enough responses. As the research is concerning FB the questionnaire will not be posted on to this platform. This could restrict the number of responses as the researcher will have to use other platforms which are not as well-known or used for sharing such documents. To overcome this limitation the questionnaire will be posted to several other platforms and shared through the researcher’s friends and family via WhatsApp. 
[bookmark: _Toc41667604]3.4 Ethical considerations
Ethical issues must be given a great deal of consideration by the researcher to ensure no person will be harmed or offended by the nature of this research. To achieve this the design of the research, process and storage of personal data will be treated with the utmost respect. This will be achieved by providing complete confidentiality to all participants and not including questions within the questionnaire which could cause the respondent to feel uneasy or cause upset, (Kajornboon, 2005). The respondent's data will be saved to one computer which will be passcode protected to ensure it will be protected.
[bookmark: _Toc41667605]3.5 Conclusion
This chapter has identified and explained the research methodology which will be carried out to gain data for analysis for chapter four. It has also contributed to achieving objective two; Conduct primary research in the form of an online questionnaire which will evaluate FB current brand perception and will determine the CSR responsibilities most effective in improving FB brand perception. The chapter has helped the researcher to reduce the impact that the previously mentioned limitations could have had by planning methods to overcome them.













[bookmark: _Toc41667606]4.0 Chapter4 -Data Analysis
[bookmark: _Toc41667607]4.1 Introduction 
Chapter three explained the collection methods the researcher will use to obtain primary data. Chapter four aims to contribute to fulfilling the aim of this dissertation which is to determine if there is a need for FB to incorporate Corporate Social Responsibility to improve brand perception and will fulfil objective two:
2. Conduct primary research in the form of an online questionnaire which will evaluate FB current brand perception and determine the CSR responsibilities most effective in improving FB brand perception
The total number of responses the questionnaire collected was 141. The average response rate for a survey is 20.4%, (Deutskens et al, 2004; Baruch and Holtom, 2008). The survey response rate for this questionnaire cannot be determined because the number of people who shared the questionnaire was not recorded and neither was the number of followers for each story the link was uploaded to. It can be concluded that the response rate was below average, considering that the researcher alone shared the questionnaire with 958 potential participants and that the questionnaire was uploaded to five Instagram story’s, all of which had a minimum of four hundred followers. However, 141 respondents can still be considered as a good sample size as it is large enough to be able to identify emerging patterns and themes within the research.
[bookmark: _Toc41667608]4.2 Data Analysis
Data analysis uses analytical and logical reasoning to extract knowledge from the data. The aim of analysing data is to find significance in the data so that the derived information can be used to make informed decisions. There are many approaches to qualitative and quantitative data analysis, which have been extensively explored in the literature on social sciences, (Welsh, 2002; Ding and Beichner, 2009; Smith and Firth, 2011).
[bookmark: _Toc41667609]4.3 Methods 
The online questionnaire collected quantitative and qualitative data. The software programme SPSS is an effective form of analysis for quantitative data; however, it is sufficient to use NVivo to analyse the qualitative results. Analysis of the quantitative data was deemed as positivism by use of the statistical tests; the crosstabulation, Pearson’s Chi-Square test, the independent sample t-test and Mann-Whitney U Test. The SPSS independent T-test measures the variation in a mean between two groups to a given value, analysing if the difference in the mean is 0, (DeCoster and Claypool, 2004; Park, 2009). The Mann-Whitney U Test and the Chi-Square Test are non-parametric tests, this test can be applied to smaller sample sizes and the sample does not have to follow specific assumptions, (Chan, 2003; Hinton, 2014). The Mann-Whitney U test is a nonparametric version of the independent sample T-Test. The Mann-Whitney U Test deals with two unrelated samples containing ordinal data and the Chi-Square Test analyses the difference between the expected theoretical value and the observed theoretical value between two categorical variables, (Ruxton, 2006; McKnight and Najab, 2010; McHugh, 2013; MacFarland and Yates, 2016). To use SPSS, the quantitative data had to be coded from words to nominal data using both excel and SPSS. Likert scale questions where the participants stated their degree of agreement to a statement had to be coded from 1 to 5, e.g. Strongly disagree – 1, Disagree – 2, Neither Disagree or Agree – 3, etc.   
NVivo was the chosen method of coding qualitative data since it can be learned within a limited time and does not require prior knowledge, (Richards, 1999). NVivo has been used to run queries regarding the data obtained. Queries such as word frequency have been used to find out how many times a word has recurred as well as text searches for particular words. The programme also allows phrases and terms to be encoded and applied to the appropriate nodes that can be used to create project and concept maps. 
This chapter starts with question two, as question one asked participants for their consent to use their data within this study. All the data which has been analysed within this chapter have received consent (Raw data can be found in appendix 4). 
[bookmark: _Toc41667610]4.4 Demographics
[bookmark: _Toc41667611]4.4.1 Question 2
Question two asked participants to select the age group in which they fall, with the option of selecting, “prefer not to say” for any participants who did not wish to reveal this information. This question was asked because the researcher was interested to see whether age had any effect on how FB was perceived. Here is what the population look like. 
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Table 2 Age demographic 
The data indicates that a significant percentage of participants was between 18 and 24 years of age, this age group made up for 54% of all participants and the remaining 46% of participants were 25 years of age and older.
[bookmark: _Toc41667612]4.5 Question 3 
Question three asked respondents how familiar they with FB. The options were, Extremely familiar, Very familiar, Somewhat familiar, Not so familiar, and Not at all familiar. [image: ]
Table 3 Familiarity frequency table
The results found that 41.9% of the participants were extremely familiar, 36.9% were very familiar, 12.1% were somewhat familiar, 4.3% were not so familiar and 5% were not at all familiar. It is not a surprise to see that 95% of participants showed some familiarity to FB giving that in chapter two states FB is the world’s largest online social media platform and section 2.2 2 suggests that FB has strong brand awareness. The researcher explored the possible link between familiarity and age. The hypothesis was:
· H1 (Alternative Hypothesis). There is a difference in familiarity between age groups 
· H0 (Null Hypothesis). There is no difference in familiarity between age groups. 
The hypotheses were tested using a Chi-Square test to conduct a Crosstabulation on Age and Familiarity. The column headings are Extremely familiar, very familiar, somewhat familiar, not so familiar, and not at all familiar.  The row headings are the age groups 18-24, 25-35, 36-45, 46-55 and 65 or older. 

[image: ]
Table 4 Age and Familiarity crosstabulation

The crosstabulation of the two variables reveals the majority of the expected count (p-value) was less than 5% (0.05). This is a type-1 error that indicates a false positive null hypothesis, for this reason, H0 in this form will be rejected. This test cannot be used in its current form since there are too many values less than 5%. Collapsing the data by grouping the ages to under 35 and over 35 and Extremely familiar, very familiar to familiar, not so familiar, and not at all familiar to not familiar. Somewhat familiar will remain but be referred to as neither, this will reduce the number of groups for the categorical variables.
[image: ]
Table 5 Age and Familiarity collapsed crosstabulation
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Table 6 Age and Familiarity Chi-Square Test
Chi-square tests are used to measure the p-value to determine if it is equal to or less than 0.05 (5%). If over 20% of the expected values are less than 0.05 the Chi-square test would not be valid. In this instance, 33.3% of the cells are less than 5% meaning the test is invalid, because of this the researcher must use Fisher's exact test to assess H0. This identifies if there are non-random associations between the two categorical variables, it is not an approximation of the p-value it is the exact calculation of the p-value. The result from this test was 3.25658705928824e-12 which is far less than 0.05. This proves H1, there is a difference. 103 people are familiar, and 13 said they are not familiar for under 35, whereas over 35, 8 people were familiar whereas 13 were not this does not support Veins (2019) who says FB is more frequently used with generation X and Baby Boomers. 
[bookmark: _Toc41667613]4.6 Question 4  
Question four asked participants to describe their overall perception of FB. The options were, Extremely favourable, Very Favourable, Somewhat favourable, Not so favourable, Not at all favourable. 
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Table 7 Favourable Frequency table

The table displays the frequency and percentage for each term that was selected. The results show that Somewhat favourable was the most selected term, having been selected by 52 out of the 141 respondents and the least selected term was Extremely favourable. 
A Chi-square test was run to identify whether favourability is dependent on age. The hypothesis was:
· H1. Favourability is dependent on age.
· H0. Favourability is not dependent on age.
Extremely favourable, very favourable, were collapsed grouped under favourable. Somewhat favourable was referred to as neither. Not so favourable, and not at all favourable were grouped under Not favourable. 
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Table 8 Age and Favourability crosstabulation
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Table 9 Age and Favourability Chi-Square test
The crosstabulation of the two variables shows all of the expected counts were more than 5%.  This indicates H0 was correct, there is no difference between age and favourability of FB which again goes against Veins (2019) 
The second analysis was carried out to identify if there is a relationship between favourability and familiarity. 
· H1. There is a relationship between favourability and familiarity.
· H0. There is no relationship between favourability and familiarity.
The headings Extremely familiar, very familiar, somewhat familiar were grouped under Familiar. Not so familiar and not at all familiar were grouped under Not familiar. 
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Table 10 Favourable and Familiar crosstabulation
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Table 11 Favourable and Familiar Chi-square test
This test is invalid. 50% of the expected count was less than 5%, because of this Fisher's exact probability test will determine H0. The result was 0.000018678427711528592. This is substantially smaller than 0.05 and therefore H1 is found to be true. In section 2.2.3 it is found that FB is experiencing negative brand association as it is being linked to causing adverse effects on the user's mental health. However, it must be noted this result lacks reliability due to the disproportionate number of participants which fall into the categories familiar and not familiar. There are 128 participants in the category familiar and only 13 participants in the unfamiliar category. 
[bookmark: _Toc41667614]4.7 Question 5 
Question five asked participants to briefly explain their overall perception of FB. Out of the 141 participants, there were 131 responses. However, 130 responses were analysed as one response was antisemitism, which the researcher felt would be unethical to add this to their research and would not add value to their results. The qualitative data collected has been coded in NVivo. Responses were formed from an Excel document into a Word document which was imported into NVivo which was used to code the data into nodes. Similar perspectives were grouped by highlighting sections of text and adding them to the appropriate nodes. Themes could be determined from the perception's participants stated they had of FB. The nodes were used to create a visual representation of the relationship between each reference in the form of a concept map (figure 5).
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Table 12 Nodes table
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Figure 5 Nodes Concept map
The nodes table reveals how many times participants shared similar perceptions. This analysis highlighted that FB is perceived as being a platform to keep in touch with Family and Friends. In Chapter one FB mission statement is disclosed, these results suggest that FB is achieving its mission statement, (Zuckerberg, 2017). The second most common reference was statements regarding a lack of trust in FB. This supports what was found in the literature review when it was reported that trust in FB had dropped by 66%, (Weisbaum, 2018).  The third most common perception was, FB is used by the older generation which fits with what was found in Chapter one, (Viens, 2019). 
[bookmark: _Toc41667615]4.8 Question 6 
Question six was a Likert scale which asked participants to state how far they agreed with the following statements:
6A. FB does the minimum to maintain relationships with its users. 
6B. FB goes above and beyond to satisfy their user’s needs.
            Statements 
6C. FB supports socially responsible causes which benefit society at large.
6D. FB complies with all consumer rights and acts in accordance with the law.
6E. FB is more focused on generating revenue than user satisfaction. 
The hypothesis for this test was:
· H1) Age has an effect on how people perceive FB. 
· H0) Age does not affect how people perceive FB.

A Mann-Whitney U test is the most appropriate test because the data is ordinal.
Participants rated the statements from strongly Disagree, Disagree, Neither Disagree or Agree, Agree and Strongly Agree. The data were collapsed to increase the significance of the results. Strongly disagree and Disagree became Disagree. Neither remained and Agree and Strongly agree became Agree.
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Table 13 Age and perception ranks[image: ]
Table 14 Age and perception Mann Whitney U test


The asymptotic significances inform the researcher to retain H0 for each of the statements as each asymptotic significance is greater than 0.05. It can be concluded that age does not affect how people perceive FB. 
[bookmark: _Toc41667616]4.9 Question 7 
Question seven informed participants of the FB C-A scandal. Table 15 demonstrates 111 participants said Yes, this does affect their perception while 30 participants answered, No. This indicates that when corporations such as FB carry out unethical and illegal activities this negatively impacts the way they are perceived. 
[image: ]
Table 15 FB-CA bar graph

To be able to thoroughly analyse the responses to this question, question eight must be analysed which explains the reason why the respondents answered yes or no. 
[bookmark: _Toc41667617]4.10 Question 8


[bookmark: _Toc41667618][image: ]
Figure 6 Q8 Word cloud
NVivo was used to create a word cloud for qualitative data. A word cloud is a visual that enables the researcher to observe what the most frequently mentioned words are. The size of the words in the cloud is dependent on the frequency. If a word is larger this indicates the word was mentioned often. Figure 6 is the 100 most frequently used words it depicts the thoughts and feelings that respondents had to the information some of which are, disappointed, shocked, untrustworthy, damaging  The words in the figure, show that the respondents do not hold FB in high regard. This supports section 2.2.4 where it is reported that FB is experiencing a loyalty erosion
[bookmark: _Toc41667619]4.11 Question 9
Question nine was a Linkert scale which asked participants how far they agree with the following statements:
Q9A. FB has a responsibility to improving the welfare of all its stakeholders.
Q9B. FB has an obligation to do what is right, just, and fair to avoid causing harm.
Q9C. FB has a duty to abide by society’s codification of what is right and what is wrong.
Q9D. FB has an economic responsibility. 
The hypothesis for this test was:
· H1. People feel that FB have economical, legal, ethical, and philanthropic responsibility.
· H0. People feel that FB does not have economical, legal, ethical, and philanthropic responsibility.
An Independent T-test was performed to analyse the data collected for this question. The p-value from the results will be calculated to identify if the values are greater than 0.05. If this is found to be true H1 would be accepted as there has been a significant statistical difference which has occurred which supports Carroll (1991). 
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Table 16 Independent sample T-test 
Table 16 show that all the results in the p-value column (Sig. (2-tailed)) are greater than 0.05, meaning there is no significant difference and therefore retain H0.                                          The responses provided for statement 9A and 9B support Freemans view of stakeholder theory and opposes Friedman’s Shareholder theory within Chapter two. Statement 9C shows there is a want from people for FB to stop breaking the rules and regulations and to abide by society’s codification. Statement Q9D results show that economic responsibility is held in high regard supporting the theory of Carroll’s pyramid (1991) in Chapter two.
[bookmark: _Toc41667620]4.12 Question 10 
Question ten asked participants to select the responsibilities they felt was the most important for FB to act on. The responsibilities were economic, legal, ethical, and philanthropic. Each responsibility had to be coded and counted in excel as participants had the option of selecting more than one. Therefore, economic was assigned the number 1, Legal 2, Ethical 3, and Philanthropic 4. 
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Table 17 Responsibility frequency bar graph
Table 17 was created in SPSS as a visual tool and depicts the frequency each responsibility was selected. The results show people feel FB greatest responsibility is a Legal responsibility which was selected 117 times. The next most important was an Ethical responsibility, selected 53 times, then an economic responsibility, selected 37 times and lastly a Philanthropic which was selected 31 times. It is clear that participants are not in support of Carroll’s pyramid (1991) which states economic should be a businesses bottom responsibility and instead agrees with the CSR-Universal Model, Carroll’s Pyramid remodelled, (Visser, 2016) which says a businesses bottom line responsibility should be a legal responsibility (see appendix one). 

The researcher explored if there was a link between the age and the responsibilities participants choose. The hypothesis tested was:
· H1. There was a difference between the age of a participant and the responsibilities they felt FB had.
· H0. There was no difference between the age of a participant and the responsibilities they felt FB had.
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Table 18 Responsibility and Age crosstabulation
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Table 19 Responsibility and Age Fishers Exact test
This Chi-square test would not be valid as 25% of the expected value are less than 5%. Fisher's exact test was calculated which gave the result .333, this greater than 0.05. This proves H0, there was no difference between the age of a participant and the responsibilities they felt FB had.
[bookmark: _Toc41667621]4.13 Question 11
Question 11 asked participants do they feel that FB could do more to act on the previously chosen responsibilities? 130 respondents choose Yes while 11 choose No. 
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Table 20 Response bar graph
The respondents that choose No and gave a reason within Question 13 gave the reasons:
1. “I like keeping connected” 
2. “I feel people can be a bit naive about data sharing and must understand that even though companies like FB do misuse them, it is part of society at the moment”.
3. “I believe that they are not a safe site and have no privacy which is why I deleted it”
These three participants also said that their perception would not be changed if FB did more to act on their responsibilities for question 12. Responses one, two and three take very different views. Response one indicates if FB did or did not incorporate CSR this would have no effect on their perception as they like the platform service either way. Response two believes that unethical corporate actions are part of the way all organisations are run and so it is something that should be accepted. Whereas response three takes the approach that such unethical corporate actions should not go unnoticed and once FB has broken its user's trust it cannot be rebuilt.
[bookmark: _Toc41667622]4.14 Question 12 
Question 12 asked participants if FB acted on the responsibilities listed in question 10 would this improve their overall perception of FB? Table 21 presents the findings. 93 participants selected Yes and 46 selected No. 
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Table 21 Q12 Responses
A Chi-square test was used to find a link between the respondent’s answers to question 11 and question 12. The hypothesis was:
· H1. Participants who said that FB could do more to act on the responsibilities also said that this would improve their perception. 
· H0. Participants who said that FB could do more to act on the responsibilities also said that this would not improve their perception. 
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Table 22 Q11 and Q12 Crosstabulation
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Table 23 Q11 and Q12 Chi-Square test
The Chi-square test was not valid as 25% of the p-value is less than 5%.   Fisher's exact test was used to assess H0. The result was 0.001 which is lesser than 0.05, this proves H1. Table 23 presents this as 91 participants agreed that FB could do more to act on their responsibilities and this would improve their perception of FB whereas, 39 participants said that FB could do more to act on the responsibilities but this would not change their perception. 
[bookmark: _Toc41667623]4.15 Question 13
Question 13 asked participants to explain why they had chosen Yes or No to question 10. NVivo was used to run a text search query to identify the most common response. It was discovered if FB acted lawfully this would have the greatest impact on changing perception. Figure 7 shows the responses which included the term "law".  This indicates if FB continues to involve themselves in activities such as the FB-CA scandal their brand perception will decrease.
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Figure 7 Q13 Text search query
[bookmark: _Toc41667624]4.16 Triangulation of findings
The online questionnaire collected qualitative and quantitative data. The analysis of the data revealed that there was an agreed theme within the qualitative data which was also present within the quantitative data. Therefore, triangulation can be used. The theme to emerge was a legal responsibility was considered most valuable and could be most effective for improving brand perception if acted on.  
[bookmark: _Toc41667625]4.17 Conclusion
By carrying out primary research in the form of an online questionnaire and analysing and presenting the results objective two has been successfully fulfilled. From the study, it was found that participants perception was more unfavourable than favourable and the responsibility which participants felt FB had a duty to upkeep was a legal responsibility, this responsibility was also identified as the one which could improve perception If acted upon. Ethical responsibility was the second most chosen responsibility, but it was not expressed as being as effective for improving brand perception as a legal responsibility. Comparing the results obtained from the primary research and those from the secondary research it is clear that they in favour of each other as the primary research supports what was found in the secondary research.












[bookmark: _Toc41667626]5.0 Chapter 5 – Conclusion
[bookmark: _Toc41667627]5.1 Introduction 
This chapter will discuss and evaluate the data collected in chapter three and will look to satisfy the final objective of the dissertation:
3. Synthesise previous academic literature and collected primary research to draw a conclusion on FB’s current brand perception and make recommendations on how they can improve their brand perception.
[bookmark: _Toc41667628]5.2 Conclusion 
The first objective of the dissertation was to examine previous academic literature surrounding CSR and brand perception and analyse the impact integrating methods of CSR has had on similar organisations. This was achieved within chapter two by analysing an extensive range of literature for each of the categories within figure 1. A conceptual framework for research, (Niazi et al, 2012). This set a clear guide of what needed to be researched to obtain thorough and dense knowledge on each of the fields of research, CSR, and brand perception. The researchers Milton Friedman (1970), Edward Freeman (1984) and (Carroll (1991) provided essential literature for CSR and Severi and Ling (2013) provided key literature concerning brand perception. Chapter two provided examples of companies who are achieving a positive brand image by altering their business strategy and incorporating CSR into their business, (Haagen Dazs, Microsoft and Coca-Cola) and also uncovered how FB is harming theirs by involving themselves with illegal activity such as the FB-CA scandal which has been identified by Hern and Pegg (2018) and Waterson (2018).
Objective two was to conduct primary research in the form of an online questionnaire which will evaluate FB current brand perception and determine the CSR responsibilities most effective in improving FB brand perception. This was fulfilled within chapter three and four as the appropriate methodology was identified using the Saunders et al 2007 Research onion which facilitated in accumulating findings which were analysed within chapter four. The participant's responses analysed in chapter four supported the majority of which was identified within chapter two. One reoccurring perception of FB was that it was associated with an “older generation”, chapter two identified that baby boomers and generation X were the age groups which most frequently used FB supporting Viens (2019). Taking into consideration that 113 participants were under the age 35 it is most likely; baby boomers and generation X are considered as an “older generation” to these participants. It was also found when informed of the FB-CA scandal a significant number of participants said Yes this affected their perception of FB. It was identified that it caused participants to feel a lack of trust in FB as well as emotions of shock and disappointment, this supports chapter two which stated trust in FB decreased by 66% after the FB-CA scandal was unveiled, (Weisbaum, 2018). Out of the four CSR responsibilities participants had the option of choosing the most important to them the study revealed legal was ranked as the most important responsibility, the second was ethical, third was economical and last was philanthropic. It was found that age, favourability, or familiarity did not influence this choice. The results contradict Carroll’s CSR pyramid (1991) which states economic as the basic responsibility and instead agrees with the CSR Universal-model that legal is the basic responsibility. However, both models agreed that philanthropic was the least important responsibility which was also found to be true within this study. Overall, this study has presented the perception of FB as being unfavourable. Chapter two and four have provided evidence in support of this. What was shown within this dissertation is that there is a need for FB to improve their brand perception. However, although the findings presented that there was a want for FB to act more ethically which could be achieved by integrating CSR theories, there is a greater need for FB to make legal their basic responsibility, as this was the most commonly chosen responsibility which participants said would have the greatest impact on improving brand perception. 
These findings can be used to suggest recommendations for FB to improve their brand perception.
[bookmark: _Toc41667629]5.3 Recommendations 
The first recommendation produced by analysing the results of the study, suggests FB need to act in strict accordance with the law. This can be achieved by prioritising their legal responsibilities. If implemented correctly and throughout the organisation, it will greatly reduce the chance of being involved in a major scandal again. Also, by doing this as the researchers such as Lai et al (2010) and Kim et al (2015) suggest it will improve their brand perception as it will raise their level of brand trust. 
The second recommendation is for FB to increase the number of ethical decisions they make. This can be achieved incorporating CSR theories and concepts within their organisational strategy as well as conducting a stakeholder analysis such as Mendelow’s matrix to identify the needs and wants of their stakeholders and the impact they have on the company. Researchers Moore (1999), Steib (2009) and Freeman et al (2010) propose this will assist in keeping all stakeholders satisfied Improving brand perception.
[bookmark: _Toc41667630]5.4 Limitations 
The main limitation of this study was in connection with the development of the coronavirus. In the field of academic research, in-person group interviews were unable to be carried out due to the restrictions put in place for COVID-19. Although it was possible to carry out interviews using Microsoft teams and What’s App, unfortunately, interview participants no longer wished to be a part of this study. This stunted the depth of the answers which participants provided as it was very common with the online questionnaire for participants to not provide an answer for written answers or only to answer with one word.  
The second limitation of this study was the enormous imbalance of participants under and over the age of 35. Under 35 had 113 participants whereas over 35 had 28. This made it difficult to draw reliable conclusions due to the subcategory being too small. Due to gender research becoming a complex topic because of societal changes the researcher decided to exclude this demographic question from the questionnaire, however, in hindsight, this should have been included as it could have been used for crosstabulation instead of age and could have provided more reliable conclusions.
[bookmark: _Toc41667631]5.5 Recommendations for future research
The study could be constructed to include the collection of brand perceptions of other social media websites which are similar to FB such as Twitter or Instagram and compare the perceptions people have of those brands to find out if one is held in higher regard than the other. The reasons for this may be revealed within the data collected. By comparing FB to a similar organisation, it can show them what they are doing right and what they could improve on.  For the future study, it is also recommended to carry out interviews and increase the period in which data is collected to increase the range and number of responses collected.
[bookmark: _Toc41667632]5.6 Self-reflection 
The inspiration for this study came from watching the documentary on Netflix, “The great hack”. The researcher was shocked at what FB had been involved with, yet it was still the largest platform in the world with the most monthly active users even after breaching major privacy laws which have impacted societies globally. The researcher found the dissertation difficult at times as the scale of information and data which was read and analysed was daunting. However, the skills which have been developed on this journey has been very rewarding. On the completion of this dissertation the researcher has gained a considerate knowledge of CSR theories and understand the importance of why a company should act on their economic, legal, ethical, and philanthropic responsibilities if they wish to improve their brand perception. Although she has realised that once a company establishes a large consumer base and is successful and effective in providing a useful service, users are willing to overlook the negative actions of a company to continue using its services.
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Appendix 1: The CSR-Universal Model, Carroll’s Pyramid remodelled, (Visser, 2016).
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Appendix 2: Data Protection ACT 2018. The six principles 
Everyone responsible for using personal data has to follow strict rules called ‘data protection principles. They must make sure the information is:
· used fairly, lawfully, and transparently
· used for specified, explicit purposes
· used in a way that is adequate, relevant, and limited to only what is necessary
· accurate and, where necessary, kept up to date
· kept for no longer than is necessary
· handled in a way that ensures appropriate security, including protection against unlawful or unauthorised processing, access, loss, destruction, or damage
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Appendix 4; Copy of raw data results.
[image: ]
[image: ]


[image: ]
[image: ]
[image: ]
[image: ]
[image: ]
[image: ]
[image: ]
[image: ]
[image: ]
[image: ]
[image: ]
[image: ]
[image: ]
[image: ]
[image: ]
[image: ]


[image: ]
[image: ]

[image: ]
[image: ]
[image: ]
[image: ]
[image: ]
[image: ]
[image: ]
[image: ]
[image: ]
[image: ]
[image: ]
[image: ]
[image: ]
[image: ]
[image: ]
[image: ]
[image: ]
[image: ]
[image: ]
[image: ]
[image: ]
[image: ]
[image: ]
[image: ]
[image: ]
[image: ]
[image: ]
[image: ]
[image: ]
[image: ]
[image: ]
[image: ]
[image: ]
[image: ]
[image: ]
[image: ]

[image: ]
[image: ]
[image: ]
[image: ]
[image: ]
[image: ]
[image: ]
[image: ]
[image: ]
[image: ]
[image: ]
[image: ]
[image: ]
[image: ]
[image: ]
[image: ]
[image: ]
[image: ]
[image: ]
[image: ]
[image: ]
[image: ]
[image: ]
[image: ]
[image: ]
[image: ]
[image: ]
[image: ]
[image: ]
[image: ]
[image: ]
[image: ]
[image: ]

















[bookmark: _Hlk40878489]VIII
image77.png
O H20-justaddwater SIE13-To X | @ Swansea Institute of Higher Educ X | @ Accounting (3)pdf X [B] Untitled form - Google Forms X+ -
<« C @ docs.google.com/forms/d/1mANXLofGXiK1eaqpMVqdAmeFTgyg9zq4EKTIKAbBqo/editquestion=57923936 28 field=680437209 % B e @ :

Apps (O UWTSD Library Cat.. [ (PDF) Impact of Soc.. @ Customer Buying B, [B) Disserstion sACrti. [ Microsoft Word - .. (® Revesled: S0 milio.. @ Quscrature-ased.

Seems to be that they do not value their users relationships

1response

Wasnt aware of it, wouldnt want my information being shared

1response

Shows that Facebook does not care about their users at all

1response

People shouldnt have other peoples data without permission

1response

H P Type here to search




image78.png
O H20-justaddwater SIE13-To X | @ Swansea Institute of Higher Educ X | @ Accounting (3)pdf X [B] Untitled form - Google Forms X+ -
<« C @ docs.google.com/forms/d/1mANXLofGXiK1eaqpMVqdAmeFTgyg9zq4EKTIKAbBqo/editquestion=57923936 28 field=680437209 % B e @ :

Apps (O UWTSD Library Cat.. [ (PDF) Impact of Soc.. @ Customer Buying B, [B) Disserstion sACrti. [ Microsoft Word - .. (® Revesled: S0 milio.. @ Quscrature-ased.

Makes me feel as if Facebook is an untrustworthy platform

1response

because it means my data had been sold without my consent

1response

Makes me want to not use Facebook at all stealing my data

1response

I knew this but i didnt know how many people the affected

1response

H P Type here to search




image79.png
O H20-justaddwater SIE13-To X | @ Swansea Institute of Higher Educ X | @ Accounting (3)pdf X [B] Untitled form - Google Forms X+ -
<« C @ docs.google.com/forms/d/1mANXLofGXiK1eaqpMVqdAmeFTgyg9zq4EKTIKAbBqo/editquestion=57923936 28 field=680437209 % B e @ :

Apps (O UWTSD Library Cat.. [ (PDF) Impact of Soc.. @ Customer Buying B, [B) Disserstion sACrti. [ Microsoft Word - .. (® Revesled: S0 milio.. @ Quscrature-ased.

Because you feel insecure about what they may have taken

1response

1 didn't like them anyway and | knew of this already

1response

1 find that very shocking and think it's a disgrace

1response

Shows that Facebook doesnt care about its customers

1response

H P Type here to search




image80.png
O H20-justaddwater SIE13-To X | @ Swansea Institute of Higher Educ X | @ Accounting (3)pdf X [B] Untitled form - Google Forms X+ -

<« C @ docsgoogle.com/forms/d/1mANXLofGXiK1eaqpMVaqdAmeFTgyg9zq4EKTI2KAbBqo/edit#question=5792393628field=680437209 % B e @ :

Apps (O UWTSD Library Cat.. [ (PDF) Impact of Soc.. @ Customer Buying B, [B) Disserstion sACrti. [ Microsoft Word - .. (® Revesled: S0 milio.. @ Quscrature-ased.

the issue of consent to information is a problem.

1response

I thought it was very wrong and damaging for them

1response

I don't want my private information being shared

1response

Thought they would do something like that anyway

1response

H P Type here to search




image81.png
O H20-justaddwater SIE13-To X | @ Swansea Institute of Higher Educ X | @ Accounting (3)pdf X [B] Untitled form - Google Forms X+

< G @ docsgoogle.com/forms/d/ImANXLofGXfK1eaqpMVadAmeFTayg9zq4EKTI2KAbBqo/edit#question=5792393628feld=680437209 x @ e @ :

Apps (O UWTSD Library Cat.. [ (PDF) Impact of Soc.. @ Customer Buying B, [B) Disserstion sACrti. [ Microsoft Word - .. (® Revesled: S0 milio.. @ Quscrature-ased.

Because i don't want my personal details shared

1response

Facebook does not respect their sers privacy.

1response

I know the legal system is good with Facebook

1response

I'think Facebook only thinks about themselves

1response

H P Type here to search




image82.png
O H20-justaddwater SIE13-To X | @ Swansea Institute of Higher Educ X | @ Accounting (3)pdf X [B] Untitled form - Google Forms X+ -
<« C @ docs.google.com/forms/d/1mANXLofGXiK1eaqpMVqdAmeFTgyg9zq4EKTIKAbBqo/editquestion=57923936 28 field=680437209 % B e @ :

Apps (O UWTSD Library Cat.. [ (PDF) Impact of Soc.. @ Customer Buying B, [B) Disserstion sACrti. [ Microsoft Word - .. (® Revesled: S0 milio.. @ Quscrature-ased.

Reterated how untrustworthy the platform is

1response

Clear intentions on profit over user privacy

1response

Itis control by jews so it expected anways

1response

It makes me feel my privacy is compromised.

1response

H P Type here to search




image83.png
O H20-justaddwater SIE13-To X | @ Swansea Institute of Higher Educ X | @ Accounting (3)pdf X [B] Untitled form - Google Forms X+ -

<« C @ docsgoogle.com/forms/d/1mANXLofGXiK1eaqpMVaqdAmeFTgyg9zq4EKTI2KAbBqo/edit#question=5792393628field=680437209 % B e @ :

Apps (O UWTSD Library Cat.. [ (PDF) Impact of Soc.. @ Customer Buying B, [B) Disserstion sACrti. [ Microsoft Word - .. (® Revesled: S0 milio.. @ Quscrature-ased.

if you arent doing anything illegal why not

1response

I would of liked them to ask for my consent

1response

Just another thing Facebook is doing wrong

1response

I'am not sure what Cambridge-Analytica is

1response

H P Type here to search




image84.png
O H20-justaddwater SIE13-To X | @ Swansea Institute of Higher Educ X | @ Accounting (3)pdf X [B] Untitled form - Google Forms X+ -

<« C @ docsgoogle.com/forms/d/1mANXLofGXiK1eaqpMVaqdAmeFTgyg9zq4EKTI2KAbBqo/edit#question=5792393628field=680437209 % B e @ :

Apps (O UWTSD Library Cat.. [ (PDF) Impact of Soc.. @ Customer Buying B, [B) Disserstion sACrti. [ Microsoft Word - .. (® Revesled: S0 milio.. @ Quscrature-ased.

It's a breach of privacy and human rights

1response

I don't want my Information being shared

1response

Seem to prioritise profits over ethics,

1response

Facebook has no respect for their users

1response

H P Type here to search




image85.png
O H20-justaddwater SIE13-To X | @ Swansea Institute of Higher Educ X | @ Accounting (3)pdf X [B] Untitled form - Google Forms X+ -

<« C @ docsgoogle.com/forms/d/1mANXLofGXiK1eaqpMVaqdAmeFTgyg9zq4EKTI2KAbBqo/edit#question=5792393628field=680437209 % B e @ :

Apps (O UWTSD Library Cat.. [ (PDF) Impact of Soc.. @ Customer Buying B, [B) Disserstion sACrti. [ Microsoft Word - .. (® Revesled: S0 milio.. @ Quscrature-ased.

10 longer use Facebook because of it

1response

They're breaking the law and our trust

1response

I'm shocked at this but s this true?

1response

Ithought they were less trustworthy

1response

H P Type here to search




image86.png
O H20-justaddwater SIE13-To X | @ Swansea Institute of Higher Educ X | @ Accounting (3)pdf X [B] Untitled form - Google Forms X+ -

<« C @ docsgoogle.com/forms/d/1mANXLofGXiK1eaqpMVaqdAmeFTgyg9zq4EKTI2KAbBqo/edit#question=5792393628field=680437209 % B e @ :

Apps (O UWTSD Library Cat.. [ (PDF) Impact of Soc.. @ Customer Buying B, [B) Disserstion sACrti. [ Microsoft Word - .. (® Revesled: S0 milio.. @ Quscrature-ased.

Because i dont use Facebook anyway.

1response

I dont want my information shared

1response

Makes me not want to use it more

1response

I don't trust them with my data

1response

H P Type here to search




image1.png
Prifysgol Cymru
Y Drindod Dewi Sant

University of Wales
Trinity Saint David




image87.png
O H20-justaddwater SIE13-To X | @ Swansea Institute of Higher Educ X | @ Accounting (3)pdf X [B] Untitled form - Google Forms X+ -

<« C @ docsgoogle.com/forms/d/1mANXLofGXiK1eaqpMVaqdAmeFTgyg9zq4EKTI2KAbBqo/edit#question=5792393628field=680437209 % B e @ :

Apps (O UWTSD Library Cat.. [ (PDF) Impact of Soc.. @ Customer Buying B, [B) Disserstion sACrti. [ Microsoft Word - .. (® Revesled: S0 milio.. @ Quscrature-ased.

Perceived they werent this bad

1response

Most platforms give away data

1response

Because | think that is wrong

1response

Its an unethical use of data

1response

H P Type here to search




image88.png
O H20-justaddwater SIE13-To X | @ Swansea Institute of Higher Educ X | @ Accounting (3)pdf X [B] Untitled form - Google Forms X+ -
<« C @ docs.google.com/forms/d/1mANXLofGXiK1eaqpMVqdAmeFTgyg9zq4EKTIKAbBqo/editquestion=57923936 28 field=680437209 % B e @ :

Apps (O UWTSD Library Cat.. [ (PDF) Impact of Soc.. @ Customer Buying B, [B) Disserstion sACrti. [ Microsoft Word - .. (® Revesled: S0 milio.. @ Quscrature-ased.

Not as ethical as they sound

1response

Because | believe it's wrong

1response

This is an abuse of privacy

1response

its against data protection

1response

H P Type here to search




image89.png
O H20-justaddwater SIE13-To X | @ Swansea Institute of Higher Educ X | @ Accounting (3)pdf X [B] Untitled form - Google Forms X+ -

<« C @ docsgoogle.com/forms/d/1mANXLofGXiK1eaqpMVaqdAmeFTgyg9zq4EKTI2KAbBqo/edit#question=5792393628field=680437209 % B e @ :

Apps (O UWTSD Library Cat.. [ (PDF) Impact of Soc.. @ Customer Buying B, [B) Disserstion sACrti. [ Microsoft Word - .. (® Revesled: S0 milio.. @ Quscrature-ased.

It made me delete Facebook

1response

Data protection law broken

1response

Breach my confidentiality

1response

Because is that 100% fact

1response

H P Type here to search




image90.png
O H20-justaddwater SIE13-To X | @ Swansea Institute of Higher Educ X | @ Accounting (3)pdf X [B] Untitled form - Google Forms X+ -

<« C @ docsgoogle.com/forms/d/1mANXLofGXiK1eaqpMVaqdAmeFTgyg9zq4EKTI2KAbBqo/edit#question=5792393628field=680437209 % B e @ :

Apps (O UWTSD Library Cat.. [ (PDF) Impact of Soc.. @ Customer Buying B, [B) Disserstion sACrti. [ Microsoft Word - .. (® Revesled: S0 milio.. @ Quscrature-ased.

It's a breach of privacy

1response

Seem less trustworthy

1response

Already expected this

1response

A breach of privacy

1response

H P Type here to search




image91.png
O H20-justaddwater SIE13-To X | @ Swansea Institute of Higher Educ X | @ Accounting (3)pdf X [B] Untitled form - Google Forms X+ -

<« C @ docsgoogle.com/forms/d/1mANXLofGXiK1eaqpMVaqdAmeFTgyg9zq4EKTI2KAbBqo/edit#question=5792393628field=680437209 % B e @ :

Apps (O UWTSD Library Cat.. [ (PDF) Impact of Soc.. @ Customer Buying B, [B) Disserstion sACrti. [ Microsoft Word - .. (® Revesled: S0 milio.. @ Quscrature-ased.

Ilike it as a tool

1response

Invasion of privacy

1response

not as trustworthy

1response

Very disappointed

1response

H P Type here to search




image92.png
O H20-justaddwater SIE13-To X | @ Swansea Institute of Higher Educ X | @ Accounting (3)pdf X [B] Untitled form - Google Forms X+ -

< G @ docsgoogle.com/forms/d/ImANXLofGXfK1eaqpMVadAmeFTayg9zq4EKTI2KAbBqo/edit#question=5792393628feld=680437209 x @ e @ :

Apps (O UWTSD Library Cat.. [ (PDF) Impact of Soc.. @ Customer Buying B, [B) Disserstion sACrti. [ Microsoft Word - .. (® Revesled: S0 milio.. @ Quscrature-ased.

Not trustworthy

1response

Dont feel safe

1response

Broke trust

1response

No Privacy

1response

H P Type here to search




image93.png
O H20-justaddwater SIE13-To X | @ Swansea Institute of Higher Educ X | @ Accounting (3)pdf X [B] Untitled form - Google Forms X+ -

<« C @ docsgoogle.com/forms/d/1mANXLofGXiK1eaqpMVaqdAmeFTgyg9zq4EKTI2KAbBqo/edit#question=5792393628field=680437209 % B e @ :

Apps (O UWTSD Library Cat.. [ (PDF) Impact of Soc.. @ Customer Buying B, [B) Disserstion sACrti. [ Microsoft Word - .. (® Revesled: S0 milio.. @ Quscrature-ased.

No Privacy

1response

Deception

1response

shocking

1response

H P Type here to search




image94.png
Question 9. How far do you agree with these statements? *
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Question 10. Which of the following is the most important responsibility Facebook has in your
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Question 11. Do you feel that Facebook could do more to act on the previously chosen
responsibilities?
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Question 12. If Facebook acted on the responsibilities listed in question 10 would this improve your

perception of Facebook?
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Question 13. Please briefly explain why you have chosen the answer to
the previous question.

15 responses

1:am very disappointed to find out that Facebook allowed another company to access people’s information and
shocked the scale of which it was so yes they could improve their legal responsibilities and become more
philanthropic

2responses

1 feel like they need to do more because my experience was so bad with them and they didn't regulate anything
being posted my opinion wouldn't change because | will never like them

2responses
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Ithink companies of this size all have an automatic responsibility to act in accordance of the law and to do what
s right for the people that they affect
2responses
1would say yes they could do more to act on those responsibilities as it was just pointed out that they have been
breaking the law up until very recently
2responses
They would no longer be abusing their users data without their acknowledgement and create more trust
2responses
If they made Facebook safer | may reconsider my view of it
2 responses (%]
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I dont like Facebook and never will

2responses

Make a difference

2responses

Facebook started as a public platform for people to meet and interact with each other via the internet which was
new way of interaction for many people, therefore they have a responsibility to their users to protect them
whether from other users o from outside sources, especially when it's to do with their private information. It is
also morally wrong for Facebook to use its users information for financial gain.

1response

1 was unaware that my information or that of my family could have been shared without our consent and that we
were not informed of this so acting on the legal and ethical responsibility would assit in preventing this from
happening
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1 was unaware that my information or that of my family could have been shared without our consent and that we
were not informed of this so acting on the legal and ethical responsibility would assit in preventing this from
happening

1response

1 didn't have a high opinion of the platform at the beginning of this questionnaire and then being informed of
Cambridge analytica made my opinion lessen so | believe they could do more to act on my chosen
responsibilities

1response

Ithink Facebook is very good already but | am disappointed with what was mentioned in this survey | didn't think
that they would do that so that is why | put to be a good corporate citizen

1response

Even though it is most likely a lot of companies are not sticking to the law it would improve my perception of
Facebook if they were to act in accordance with the law (%]
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Even though it is most likely a lot of companies are not sticking to the law it would improve my perception of
Facebook if they were to act in accordance with the law

1response

I feel people can be a bit naive about data sharing and must understand that even-though companies like
Facebook do misuse them, it is part of society at the moment.

1response

They need to make sure that they ask for users permission before taking their data and also become a
organisation that acts in accordance with the law.

1response

If Facebook acted on the previous responsibilities | think it would become a place of positivity as well as,
becoming a reliable place for information
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If Facebook acted on the previous responsibilities | think it would become a place of positivity as well as,
becoming a reliable place for information

1response

if They were a company who abides by the law and stop taking advantage of their status | would have an
improved image of them as a business

1response

Maybe it would improve they're rules and regulations to stop selling users data and also improve the content
they allow users to post

1response

Clearly they were breaking the law so they could do more on the legal responsibility so that they dont continue to
break the law
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rrespor

Clearly they were breaking the law so they could do more on the legal responsibility so that they dont continue to
break the law

1response

I wasnt aware of the corporations ethics before this questionaire but can now see that they could use quite alot
of improvement

1response

I already knew and thought they would be selling users data which is illegal thats why i think the could do more
to act on this.

1response

clearly they can act on their legal responsibilities because this questionnaire just stated how many users data Py
they have sold
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clearly they can act on their legal responsibilities because this questionnaire just stated how many users data
they have sold

1response

Its shocking that Facebook would invade privacy like mentioned and they need to do more to become more of an
ethical company

1response

show that they are a business that cares about the law and dont think they are big enough to get away with this
behaviour

1response

Yes. | didn't realise how much access to information Facebook had or was willing to share for money. This does
worry me.
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1response

Yes. | didn't realise how much access to information Facebook had or was willing to share for money. This does
worry me.

1response

It would mean that they would stop breaking the law and also try to make relationship between themselves and
the users

1response

No previous awareness of the user profile harvesting to cambridge Analytica these can prevent that from
happening again

1response

If they stopped doing things as was mentioned in this questionnaire | would think that they were a better
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If they stopped doing things as was mentioned i this questionnaire | would think that they were a better B
organisation

1response

I would think that they are actually trying to contribute to being a good citezen and not just concerned about
profit.

1response

Would indicate to myself that Facebook is making a conscience effort to improve the way they are running their
company

1response

It would as it would mean that they are trying to improve their company but it wouldn't mean that | would use it
more

1response
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Itis unacceptable that such a large company has such shady operations they need to become a better corporate
citizen

1response

1 stil respect Facebook as a company but have lost trust in them after hearing about the harvesting of user
profiles

1response

My perception wouldnt changed because | wonder how honest Facebook is being over how people's personal
data is used

1response

If they prove that they are capable of acting in a lawful manner and not let anything like the scandal happen

again (]
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1response

If they prove that they are capable of acting in a lawful manner and not let anything like the scandal happen
again.

1response

I know a lot of my friends have been affected by some form of abuse on this platform and so it needs to be
regulated

1response

As | am aware of Facebooks current bad practise | think that stronger measures need to be taken against
Facebook

1response

Despite improving certain ethical and legal standards it won't change my personal preference of using facebook o
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1response

Despite improving certain ethical and legal standards it won't change my personal preference of using facebook

1response

The 2018 article shows that Facebook cannot be trusted they need to rebuild this trust by not breaking the law

1response

1 stil dont think it would be a trustworthy source but these could help to positiviey benefit the community

1response

I already knew about the Cambridge Analytica scandal so | feel that they have to do more to protect privacy

1response
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I already knew about the Cambridge Analytica scandal so | feel that they have to do more to protect privacy

1response

1 feel like facebok would be more careful with peoples information if more regulation was put in place.

1response

I would give me reassurance that they're acting in my interest and not in the interest of making money

1response

Yes as | am aware of the problems with Facebook and this is what | would like to see them do more of.

1response
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Although | would be disappointed in Facebook if they have done this is still think its a great place

1response

i would feel they would get your permission first rather than doing it without your acknowledgement

1response

Ensuring that the same exposed data information doesn't happen again, will make me trust them more

1response

Didnt know Facebook could share your information without consent, this would help to tackle this.

1response
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1 stil think it's bad what they have done and care more about revenue than the users privacy

1response

I think there is already pretty tight control overall but theres always more that can be done

1response

They need to act within the law and as a very large company have an economic responsibility

1response

I dont like that they take my information without me knowing this needs to be stoped.

1response
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Ithink they can redeem themselves by protecting their users and the user’s interests

1response

I believe that they are not a safe site and have no privacy which is why i deleted it

1response

/s my current opinion on Facebook on these topics in this questionnaire are very low

1response

I always believed that it wasnt a safe site and no privacy which is why i deleted it

1response
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I wasnt aware that Facebook shared peoples information and I think that has to stop

1response

Itis a public platform that is used all over the world. It can help to save lives,

1response

1 would be less worried about my information being used without my acknowledgement

1response

I think it would improve the perception of Facebook if they were more careful

1response
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1 think Facebook will always prioritise making money over their users welfare

1response

It would show that maybe they do care about the people using their platform

1response

Because most top business have the same end goals with these similar ethics

1response

1am still not interested in using or sharing my information with facebook

1response
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I feel like the trust is broken and it won't be possible to eam it back

1response

Ithink if they improved its safety more people might trust the company

1response

Facebook needs to do more for its members by thinking more about them

1response

They need to change the allowing access to users private information

1response
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It would make Facebook consider the role they play in peoples lives

1response

I already had a negative perception of facebook from the data leak

1response

They could be more careful who the company shares information with

1response

1'am very skeptical about Facebook keeping everything private.

1response
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I have a negative veiw on Facebook this may help to improve it

1response

My thoughts of ethical issues has made me focus on the answers

1response

i stil have a negative view on the bullying side of facebook

1response

Indicates Facebook s trying to become a better organisation

1response
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Like to see companies increasing efforts to help everybody

1response

I dont use Facebook because i find it is tired and outdone

1response

They need to do more as theyre have been breaking the law

1response

Itwould help to protect peoples confidential information

1response
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Would create more privacy by protecting our information

1response

No I like Facebook only to message people nothing more.

1response

It would make me feel safer to use the platform again

1response

Because | just still wouldnit use Facebook ever again

1response
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Facebook needs to do more to protect its users data

1response

Massive companies are always going to sell our data

1response

Ensures that release of data doesn't happen again.

1response

1 would think they were considering society more

1response

H P Type here to search




image123.png
O H20-justaddwater SIE13-To X | @ Swansea Institute of Higher Educ X | @ Accounting (3)pdf X [B] Untitled form - Google Forms X+ -

< G @ docsgoogle.com/forms/d/1mANXLofGXfK1eaqpMVadAmeFTayg9zq4EkTI2KAbBqo/edit#question=21103975508field=191397722 x @ e @ :

Apps (O UWTSD Library Cat.. [ (PDF) Impact of Soc.. @ Customer Buying B, [B) Disserstion sACrti. [ Microsoft Word - .. (® Revesled: S0 milio.. @ Quscrature-ased.

I still think using facebook is a waste of time

1response

Because facebook has been unethical in the past

1response

Wasnt aware of the Cambridge Analytica incident

1response

I dont like Facebook due to my bad experiences.

1response
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Facebook has never been a preferable app to me

1response

S0 they dont steal anymore of their users data

1response

1 would feel my information is more protected

1response

T'm not going to be using Facebook either wya

1response
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Yes i would feel like my information is safer

1response

It doesnt affect me anyway as | dont use it

1response

They would become a more ethical company

1response
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Research Conceptual Model
By identifying the basic variables on the research subject and creating a relationship between
them through theoretical and empirical literature background, conceptual framework and model
of this study was designed. In the conceptual model of research, dimensions of brand equity are
extracted from Aaker model (1991) which includes perceived quality, brand awareness, brand
association, brand loyalty and the corporate social responsibility model is extracted from
Schwartz & Carroll model (2003) which contains the ethical, legal and economic corporate
social responsibilities. The conceptual framework of this research i provided in the figure (1).
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Figure 1: A conceptual model and framework for research

Research Methodology
The present study is an applied research in terms of aim and descriptive-explorative and
correlative in terms of data collection. The study population consists of all consumers of
Morghab food industry (Yek & Yek) in Bushehr (Iran). The sample size is estimated to be 384.
Since the exact information of the number of consumers is not available and all members of
society can be consumers of this product, study population is considered unlimited. The
appropriate sample size for the study is calculated based on Cochran sampling formula of
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is presently being met.

(4) Modify corporate policies and priorities to take into consideration
2013). Social media has become the pinnacle for successful businesses. It allows stakeholder interests (Freeman, 1984).

business to communicate with customers enabling them to build meaningful

relationships and also target potential customers, (Lovejoy and Saxton, 2012). The
creation of *Virtual customer environments are formed (VCES) Where online Govemment

communities of interest are formed around specific firms, brands and products”

(Scott, 2015). These environments create value for businesses as they drive traffic

and generate sales by advertising, create customer satisfaction through customer
service and aid in product development by generating increase in revenue, (Scott,
2015). Nevertheless, there is a darker side to social media than the one that

companies are attempting to portray, this can be observed when analysing how
companies advertise on social media platforms

2.2.2 The Misuse of personal data through target advertisement

Suppliers

Advertising through social media was estimated to have generated nearly 27 billion

American dollars in 2018 globally and this figure is estimated to reach over 37 billion
by the end of 2020, (Statista, 2019).
However, for advertisements to work on these platforms’ businesses must first

Figure 1. Interaction of stakeholders with firm and adjacent stakeholders

JOURNAL OF BUSINESS & INDUSTRIAL MARKETING VOL. 10N0. 3 1995

understand who their target audience is and then target them with products that will
be of their interest. FaceBook has over 2.45 billion active users a month, Instagram
has 1 billion active users a month and Twitter has 330 million users a month,
(Statista, 2019), this brings rise to the question: How do businesses target the
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correct audience’ In step | stakeholders are identified and a stakeholder map is constructed.
Stakeholders may difer for cach spacific ssuc examined by the firm and

Until recently, litle importance has been given to how businesses have been able to different firms may face different stakeholders. Furthermore,different issucs
target the right consumers on social media platforms. However, this area has

gamered a lot of press attention and has become a major mainstream issue over the Astakeholder the..pdf A
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overcoming this requires a revaluation of what the company objectives are and now

they want to be perceived by their stakeholders, (Weisbaum, 2018)

21.4 Economic CSR
A credible explanation of economic CSR states, “Organisations have an economic
responsibility to the society that permitted them to be created and sustained”,
(Carroll, 2016, pg.3). Garrols pyramid is one of the more popular constructs of CSR
which incorporates four sections CSR those being, Economic, Legal, Ethical and
Philanthropic. Economic is placed as the comnerstone of the pyramid as it is the basic
necessity of business, as seen in the below diagram;

2.2 Brand equity

0956

jouz0 B




image6.png
Positivism

Realism

Deductive

Interpretivism

Experiment
Objectivism

Mono method

Case
study

Cross-

Subjectivism

sectional

Data i
collection Mixed r(;c;;cr:h
and data methods

analysis

Longitudinal

Pragmatism

Multi-method Functionalist

Archival research Interpretive

Radical
humanist

Inductive

Radical structuralist

Philosophies

Approaches

Strategies

Choices

Time
horizons

Techniques and
procedures





image7.png
Emily Miller (170653

fle  Home et Draw  Design  layout References  Maings  Review  View  Help 8 Share 3 Comments
FD[E Al o KA A A 2L 9| | aaBocen| asBbcepe AaBDC( AsBOCCE AaBbCCD [ i:::m ) V3
P BT U s AL A e Thormal | TNoSpac.. Heading! Heading2 Heading3 (2] | gy | D Editor
Clipboard 1 Font [l Paragraph ] sttes 5| editing | Voice | Sensitiity | Editor A
Age
Cumulative
Freqguenc Percent Valid Percent Percent
Valid 18-24 7 54.6 54.6 54.6
25-35 36 25.5 255 80.1
36-45 6 4.3 4.3 84.4
46-55 9 6.4 6.4 90.8
55 or older 13 9.2 9.2 100.0
Total 141 100.0 100.0
CTCED TR English United Kingaom) 5 Focus B - s

H P Type here to search





image8.png
40 Data Analysi Emity Miler (17
file  Home nsert Draw  Design  layout References  Malings  Review  View Help
E‘DKXD TmesNewRom <12 ~|A" A" [ Aa~ | Ao | =~ 2~ 2L 9| | aaBocen| asBbcepe AaBDC( AsBOCCE AaBbCCD [ i:::m
Paste BIU-axx A-2«A- TNormal | TNoSpac.. Heading 1 Heading2  Heading3 [3] | |\ et
Clpbosrd 5 Font 5 Parsgraph Il styles sl catng
Familiarity
Cumulative
Frequency Percent Valid Percent Percent
Valid Extremely familiar 59 41.8 41.8 41.8
Very familiar 52 36.9 36.9 78.7
Somewhat familiar 17 121 121 90.8
Not so familiar 6 43 4.3 95.0
Not at all familiar 7 5.0 5.0 100.0
Total 141 100.0 100.0
(e}

H P Type here to search

% Share | © Comments
Dictate Editor
Voice | Sensitiity | Editor ~
v
B - + 17





image9.png
AutoSave Saved to this PC ~ Emily Miller (170653

File Home Insert Draw Design Layout References Mailings. Review View Help & Share I Comments
© A PFind ~
LQD[D Adal di2 CA A Aee A 2L 9| | asBbcene| AsBbccoe A@BDC( AaBbCCL AaBbCCD & ferl
. Replace
Paste ¢ i lormal lo Spac. leading leading leading Dictate Editor
M g BIU @ x X Av 2 A R TNormal | TNoSpac.. Heading 1 Heading2  Heading3 [ |\ et 2
Clipboard 15 Font 5 Paragraph Il stytes 5 Edting | Voice | Senstivy | Editor ~
Age * Familiarity Crosstabulation
[—" Totm
Extromtyfamiar__Veryfamior__Somaubt famiar__ i so fai__ o at o i
e 1820 Gount . 7 . o b 17
Expectd Count w22 204 03 a3 a8 o
2035 o s 0 . o o w
Expectd Count 151 13 I 1 1 w00
304 o o . B . . o
Expectd Count 25 22 7 B B o
103 e o 2 s s . o
Expectd Count s aa I . . o0
caoroker  Gaunt B 2 2 2 . "
Expectd Count 54 I 10 o o 10
Tot e 5 5 " o ; 1
Expectd Count 500 s20 o 00 0w
Pagesorzr  2003words [} Engiish United kingdom) 0 Focus [ — - %

H L Type here to search 2 ) P





image10.png
AutoSave 40 Data Analysis 3000 Emily Miller (17

Fle  Home Insert Draw  Design  layout  References  Maiings  Review  View  Help & Share 0 Comments
B Add Text + A Wmserencnote Joll's B [ Manage Sources [ Insert Tble ofFigures Es‘ [ nsert Index +3 B nsert Table of Authorites
| Upcate Table ¥ Next Footnote ~ Psyie aa
Table of Do Insert a5 Next Footnot Smart Researcher Insert L Insert i Mark Mark
Contents ~ Footnote [] Lookup Citation + [13 Bibliography ~ Caption [] Cross-reference Entry Citation
Table of Contents Footnotes sl Researcn Ciations & Bibliography Captions Index Table of Authortes ~

this will reduce the number of groups for the categorical variables.

Q@2C * Q3C Crosstabulation

Q3c
Familar ___ Neither __Not familar Total
Q@c UNDER 35 Count 103 9 1 113
Expected Count 89.0 136 104 1130
OVER 35 Count 8 8 12 28
Expected Count 220 34 26 280
Total Count m 17 13 141
Expected Count 1110 17.0 130 1410
Chi-Square Tests
Asymptotic
Significance (2
Value o sided
Pearson Chi-Square 61.942* 2 000
Likelihood Ratio 52.508 2 000
Linear-by-Linear Association 61446 1 000 =
Page6or26 3s47words [R  Englsh (United Kingdom) I Foaus B - ] + e

H P Type here to search





image11.png
AutoSave 40 Data Analysis 3000 Emily Miller (17

Fle  Home Iset Draw  Design  layout References  Malings  Review  View  Help 8 Share 3 Comments
Avial 12 <A A Aav | A EIRK ¢ B @
D[D via - - av A z AaBbCcDC| AaBbCcD AaBbC( AaBbCcL AaBbCcD &, Replace
Paste ¢ ormal | TNo Spac... Heading 1 Heading2  Heacin : Dictate Editor
e g B I U~k x A2 A O FEl v || TNowmal | TNoSpsc.. Heading! Heading2 Hesding [ | N gueqre | O
Clipboard 1 Font Il Paragraph [l stes 5| editing | Voice | Sensitiity | Editor ~
Q2C * Q3C Crosstabulation
asc
Famiiar __ Neier Notfamilar __Total
Q2 UNDER35  Count 103 9 1 1
Expected Count 890 126 104 130
OVER35  Count 8 s 2 2
Expected Count 20 34 26 280
Total Count i ” 3 141
Expected Count 1110 170 130 1410
Chi-square Tests
Asymplotic
Signiicance (2-
Value a sideq
Pearson Chi-Square 610020 2 000
Likelihood Ratio 52508 2 000
Linear-by-Linear Association 61.446 1 000
N of Valid Cases 141
2.2 cells (33:3%) have expected count less than 5. The minimum expected count
is 258
Page7of27  1847Twords [} English United Kingdom) T Foaus B - 3 + o

H P Type here to search





image12.png
Edit View Data

Transform  Analyze  Graphs

utilties

Extensions

Window _ Help

ECEY L

B «10(e
/alues

Name Tyve | widh | Decimals Label V. Columns [ Measwe [ Role
1 Q2 Numeric | @ *Output3 [Documentd] - IBM SPSS Statistics Viewer o X
20|03 Numeric |gje Edt View Data Iransform Insei Format Anaze Graphs  Utiflies Exensions Window  Help
3 | Numeric -
1 Q6A Numeric EH[DQ@ e~ 3 EE*"{
5 | Numeric —
e e (@ = HE EH
) Numeric |5 g output Favourable =
8 Q6E Numeric B Log N Valid 141
9 a7 Numeric & .‘Fgﬁ‘""e“‘ Missing 0
10 Qs Numeric Notes
1 |as Numeric L9 Statistics
B lasc Namerc £ Favourable Favourable
B oo Numeric Cumutative

Frequency  Percent  ValidPercent _Percent

%@ Numeric
=g Nameric Valid _Exremely favourable B o4 o4 o4
e Nameric Very favourable: L] 213 277
7 lgw Nameric Somewhat favourable 2 36 369 645
—— Nameric not so favaurable w285 255 901
5 an Nameric Not atall favourable 14 99 99 1000
——m Nameric Total w1000 1000
21 Jaxc Numeric
22 Qic Numeric —
7 Qe Numeric L [1BM SPSS Statistics Processoris ready | | |Unicode:ON | |
24 |asac Numeic 8 0 {1, Disagree... None 10 Right fl Ordinal N Input
— a N

[4]

[1BM SPSS Statistics Processoris ready |





image13.png
Emily Miller (17

File Home Insert Draw
N D) AddText J
ab

[ Update Table

H P Type here to search

Engish (United Kingdom)

Design Layout References
Tinse ndnote D ®
5 Next Fctnote ~

. Researcher

Mailngs  Review  View

[ Manage Sources

» Gsyle A~

Insert
Citation ~ [T Bibliography ~

Help  Picture Format

[ Insert Tble ofFigures

Insert i

Caption [[] Cross-reference

) Brmerinis

Mark
Entry

Footnotes 5 ch
were for Q2.
[
asc
Favourable __Neither __Not Favourable Total
Q2C  UNDER35  Count 2 43 38 13
Expected Count 313 a7 404 13.0
OVER 35 Count 7 9 12 28
Expected Count 77 103 99 280
Total Count 39 52 50 141
Expected Count 390 520 500 1410
Chi-Square Tests
Asymptotic
Significance (2-
Value df sided)
Pearson Chi-Square 8412 2 657
Likelihood Ratio 825 2 662
Linear-by-Linear Association 561 1 454
N of Valid Cases 141

& Share
] B vt aunoris

Mark
Citation

Table of Authorities

© Comments





image14.png
AutoSave 40 Data Analysis 3000 Emily Miller (17

Fle  Home Insert Draw Design  layout  References  Mailngs  Review  View  Help 14 Share 3 Comments
- Dind
f"D[D A B AT aaBbcco| Aasbccdc AGBBC( ASBECCT AaSbCed | o il
Pafk P BIU-axx Av2+vA- TNormal | TNoSpac.. Heading1 Heading2 Heading3 [S] | Nyt Dwfm Editor
cipbosra 5 ront 5 R 5 sois 5l cang | voee | senstry | caror .
Q2C * QC Crosstabulation
Q4c
Favourable Neither Not Favourable Total
Q2c UNDER 35 Count 32 43 38 13
Expected Count 313 a7 401 130
OVER 35 Count 7 9 12 28
Expected Count 77 103 99 280
Total Count 39 52 50 141
Expected Count 39.0 520 50.0 1410
Chi-Square Tests
Asymptotic
Significance (2-
Value df sided)
Pearson Chi-Square 8413 2 657
Likelihood Ratio 825 2 662
Linear-by-Linear Association 561 1 454
N of Valid Cases 141
2.0 cells (0.0%) have expected count less than 5. The minimum
expected countis 7.74 5
Pagesof27  Tr49words [} Engiish United Kingdom) s B + o

H P Type here to search





image15.png
Emily Miller (17

Fle  Home Insert Draw  Design  layout  References  Maiings  Review  View  Help & Share 0 Comments
) Add Text ~ akﬁ [T} Insert Endnote /@ @ 3 [ Manage Sources ) Insert Table of Figures 4@ [ insert Index +3 [B Insert Table of Authorities
| Update Table ¥ Next Footnote + Psyle[apa
Table of Do Insert a5 Next Footnot Smart Researcher Insert L Insert i Mark Mark
Contents ~ Footnote [] Lookup Citation ~ [T Bibliography ~ Caption [ Cross-reference Entry. Citation
Table of Contents Footnotes 5 Researen Citations & Bibliography Captions Index Table of Authorites ~

The headings Extremely familiar, very familiar, somewhat familiar were grouped under the new

heading Familiar and not so familiar, and not at all familiar were placed under the new heading

Not familiar.
Q3A* Q4C Crosstabulation
asc
Not
Favourable  Neither  Favourable Total
Q3A  Familiar Count 39 49 40 128
Expected Count 354 472 454 128.0
Not Familiar  Count 0 3 10 13
Expected Count 36 48 46 130
Total Count 39 52 50 141
Expected Count 39.0 52.0 50.0 141.0
Chi-Square Tests
Asymptotic
Significance =
\iatua at (A-cidad

Page90r2s 3573words [ English (United Kingdom)

2040
H P Type here to search g 3 3 d 7 s




image16.png
1 "Output? [Documents] - IBM SPSS Statistics Viewer

File Edt View Data Transform Inset Format Analze Graphs Utlities Extensions

Window _ Help

=6

2 e = FHELR

wput Vara Wssing Toal =
BlLog N Parcent N Parcent N Percent
'Es;'::s Graic 1 1000w 0 o 1m_ooow
@ notes
| gﬁfzﬁfﬁ,ﬂ:‘ﬂ Q3A* Q4C Crosstabulation
»(f Chi-Square Tests Qe
ot
Favourabls | Neher | Fawurabls Total
QA Fami Gount E © w s
Expectad Count B4 412 54 1200
NotFamilar  count 0 3 10 I8
Expectad Count 35 48 4 130
Total court S B ER
Expectad Count w0 520 w0 1410

Chi-Square Tests

Asymptotic
Significance

Value df (@-sided)
Pearson Chi-Square. 11643 2 003
Likelihood Ratio 13762 2 00t
Linear-by-Linear 10,867 1 001

Association
N of Valid Cases

141

a3 calls (50.0%) have sxpected countless than 5. The
minimum expected countis 3,60

B SPSS Statistics Processoris ready





image17.png
OH 9"+ DISS work.nvp - NVivo Pro ? - & x
[l oM | CREATE  DATA  ANALYZE  QUERY  EXPLORE  LAYOUT  VIEW
X G Ae
H O e T v
Go  Refresh . B A8 2 ling
Workspace Ciipboard Format Paragraph Styles Editing Proofing ~
Nodes - Searchin - | Nodes Find Now Clear  Advanced Find x
Nodes - -
() Quick Start Steps Q5 A Q5 Perceptionof FB [
G Cases + Name. Sources  References ¥
' Relationships ) kespintouch F&F 1 g
88 Node Matrices © donttrust 1 2
O Older generation use t 1 "
) bulying 1 10
O fakenews 1 B
© outdated 1 B
O unethical 1 7
© entertaining 1 4
O we 1 2|,
(©) keeps up to date with whats going on 1 2| 8
et 7 7| & Rt
7 profit driven
€ &
T !
3
)
keepsuptodate  Ojgérganarati oW
with whats going useit

P Type here to search





image18.png
use dont trust
enteriaining Kkeep  ouch out dated

keeps up to date
with whats going
on

Older generation
useit

profit driven





image19.png
T® *Output1 [Document1] - IBM SPSS Statistics Viewer

File Edt View Data Transiorm Inset Format Analze Graphs

Utiiies_Extensions _ Window _ Help

=15

2 e = FELR

- =

B & ouput
@ @ Lo NPar Tests
& {8 NPar Tests
i x";; Mann-Whitney Test
& {E] Mann-Whitney Tes
Eite Ranks
[ Ranks
(49 Test Statistic Sum of
@Log o2 N MeanRank  Ranks
&8 NParTests QBAC  UNDER 35 13 71.40 8068.50
Eyite OVER 35 2 69.38 184250
@ Notes
0B Adtive Dataset Total 141
&8 MannWhitney Te| G6BC UNDER35 13 6051 7855.00
i %“"e OVER 35 2 77.00 215600
Ranks
- Test tatisticf] T KLl
BLog 060C UNDER 35 "3 o881 777500
& NPar Tests OVER 35 2 7988 2236.00
Qe Total 19
- {E] Mann Whitney Tee 06DC _UNDER 35 "3 7083 8003.50
B Tite OVER 35 2% 7170 200750
-+ Ranks Total 141
- (g Test Staistct
6EC _UNDER 35 "3 727 8279.00
OVER 35 2 o188 173200
Total 141
Test Statistics”
OsAC | 0sBC  QGcC | 8DC  QGEC
C— Mann Whiiney U 536500 1414000 1336000 1862500 1326000

10

H P Type here to search

B SPSS Statistics Processoris ready

[Unicode:ON





image20.png
T® *Output1 [Document1] - IBM SPSS Statistics Viewer -
Ele Edt Vew Data Iansom Insent Fomat Analge Graphs  Utiiies Exensions Window Help

SHOR AW e~ Bk s e

& & ouput Sum of =
Bl azc N WeanRank  Ranks
& NParTests
@ e 06AC _UNDER 35 RE 7140 8066.50
@ Notes OVER 35 2 69.38 184250
- {&] Mann-Whitney Tes| Total 141
i %;“f;h 08BC _UNDER 35 "3 6951 785600
(8 Test Statisic| OVER 35 2 77.00 215600
~BlLog N Total 141
L4 ."g'r:f“ 060C UNDER 35 "3 o881 777500
@ Notes OVER 35 2 7988 223600
L Acive Dataset Total 141
a luénr;vummeﬂes 06DC _UNDER 35 "3 7083 8003.50
B Tite
08 Ranis OVER 35 2 770 200750
-~ 49 Test Statistic Total 141
%Loq OSEC UNDER35 13 7327 827900
B NPar Tests
ity OVER 35 2 o188 173200
@ Notes Total 141
& {E] Mann-Whitney Tes
B Tie
(g Ranks Test Statistics”
-~ [f9 Test Statstic ) ) ) ; ;
OsAC | 0sBC  QGcC | 8DC  QGEC
Mann Whiiney U 536500 1414000 1336000 1862500 1326000
Wilcoxan W 1942500 7855000 7775000 8003500 1732000
z 251 928 13 o113 1525
Asymp. Sig. (2-tailed) 802 353 166 910 127
a. Grouping Variable: 02C
[EI——— 1 S|

B SPSS Statistics Processoris ready [Unicode:ON





image21.png
FBC-A

Yes

Jusdseg

FBC-A




image22.png
compromised,
clearlyprotections

conneclmg fdamaging
analytica s
rojebreaking 2

- K rysurptisedd 2K
5 Shefary: £ Fereat
§ SR Perdeption g “f;%gxf 1ms
1, g yes HEEob
22, badg peop e AL
&25 privatesh, 3 HE it
agpes B ST datac 95 o2 .
5% Ebeliev, § U8
Jf_‘"f@a essCar acy:: g 53°;5§.-. ) delete
1 g IllS wfaw 2 O ESYET s
g EZ U 2R

abxukfmforlgatlo RE —
T

"‘“‘“““gphtforn el’\thl]Shlpm
ad\emser leac €Ypeoples’ &
permissidll etrustwort1 askedmlall‘ g

|
endasgain :com aryes
begﬂh ﬁous“

Tong Spolitical
shoglingeambridge idvantage
biggest 11(fo|m hange

urhtriistworthy
confidentiality




image23.png
T® *Output1 [Document1] - IBM SPSS Statistics Viewer -
Ele Edt Vew Data Iansom Insent Fomat Analge Graphs  Utiiies Exensions Window Help

= 0 e = FE L=

ot F—omoER T = =
oo over 35 o 085
lrélesl 08CC UNDER 35 REREEIC) 051
- ETite
S e OVER 35 % 28 090
L Group Staistcs 08DC UNDER 35 2w 084
+(& Independent Samples Test OVER 35 28 250 150
Independent Samples Test
Levene’s Testfor
Equalt of
Variances Hestfor Equaliy ofMeans
Sig. (2
F sig t ar talled)
%A  Equalvariances 175 e aes 13 866
C assumed
Equal variances 161 39308 873
not assumed
& 095 Equalvariances a3 512 3w 13 738
C assumed
Equal variances 354 44110 725
not assumed
08C  Equalvariances 63 4 -a7s 13 705
C assumed
Equal variances 412 48373 682
not assumed
08D Equalvariances 12 o e 1w 882
C assumed
Equal variances 136 37508 893
not assumed

B SPSS Statistics Processoris ready [Unicode:ON





image24.png
Frequency

Split

Legal

Ethical

Economic

Split

Philanthropic





image25.png
Emily Miller (17

Fle  Home Iset Draw  Design  lajouwt References  Malings  Review  View  Help  Picture Format 8 Share 3 Comments
N B AT I [GhinsertEndrote [EMansgesources | [N [ insertTableof Figues | &N Binsertinder | -2 B nsert Table of Authorities
[ Update Table ab et o || £ [® V7 Poyle aa - o B 15
Table of Insert 22 Researcher | Insert Insert Mark Mark
e e ) Ciation ~ (IVBiblography * | Capion [F] Cross-reference e Ciaton
Table of Contents Footnotes 5l Researcn Citations & Bibliography. Captions Index Table of Authorities ~
——t i
? Q¢
UNDER35 OVER35  Total
split  Legal Count 54 10 64
Expected Count 512 128 64.0
Ethical Count 38 1" 49
Expected Count 392 98 49.0
Economic Count 10 2 12
Expected Count 96 24 120
Philanthropic  Count [ 4 10
Expected Count 8.0 20 10.0
Total Count 108 27 135
Expected Count 108.0 270 135.0
Chi-Square Tests
Asymptotic Exact
Significance  ExactSig.  Sig. (1- Point
Value df (2-sided)  (2-sided)  sided)  Probability
Pearson Chi-Square 3533° 3 317 339
Likalihnnd Ratin 2172 2 EPYS 06 i
Page21of26 3635words [ English (United Kingdom) B - 1 + e

H P Type here to search




image26.png
I & *Output3 [Document3] - 1BM SPSS Statistics Viewer - o X

File Edit View Data Transform Insert Format Analyze Graphs Utiliies Extensions
QAW FHLA
Split* Q2C Crosstabulation
o2
g Notes UNDER35 OVER35  Total
L8 Case Processing Summary
L Spit- 02 Crosstabulation Spit Legal Count 5 0 o
L Chi-Square Tests Expected Count 512 128 640
el E;'::" Ethical Caunt 38 11 49
@ nowes Expected Count 302 98 490
L8 Case Processing Summary Economic _Count 10 2 [
~~Lfg Spit* 02C Crosstabulation Expected Count 95 24 120
U9 Chi-Square Tests Philanthropic  Count 6 4 10
Expected Count 80 20 100
Total Count 108 27 135
Expected Count 1080 70 1350
Chi-Square Tests
Asymptotc Exact
Significance  Exact Sig. Sig. (1- Point
Value df (2-sided) (2-sided) sided)  Probability
Pearson Chi-Square 3533° 3 317 339
o Likelinasd Rati a2 3 360 400
Fisher's Exact Test 3491 S
Linear-by-Linear 2.344° 1 126 151 083 029
Assaciation
N of Valid Cases 135
a.2 cells (25.0%) have expected count less than 5. The minimum expected count is 2.00.
b, The standardized statistic is 1.531
(KN —— =

H P Type here to search




image27.png
Percent

FB do more
100

E

&

W

2

. s

Yes No

FB do more




image28.png
Percent

&

W

2

Improve perception

Yes

Improve perception





image29.png
AutoSave 40 Data Analysis 3000 Emily Mille (170653

Fle  Home Insert Draw  Design  Layout  References  Maiings  Review  View  Help Picture Format & Share 0 Comments
) Add Text ~ akﬁ [T} Insert Endnote i @ @ [ Manage Sources ) Insert Table of Figures 4@ [ insert Index +3 [B Insert Table of Authorities
| Update Table ¥ Next Footnote + Psyle[apa
Table of Do Insert a5 Next Footnot Researcher Insert L Insert i Mark Mark b
Contents ~ Footnote [] Citation ~ [T Bibliography ~ Caption [ Cross-reference Entry. Citation
Table of Contents Footnotes 5 Researen Citations & Bibliography Captions Index Table of Authorites ~

¢

i FB do more * Improve perception Crosstabulation
Improve perception
Yes No Total
FBdomore Yes Count 91 39 130
Expected Count 85.7 443 130.0
No Count 2 9 1"
Expected Count 73 37 11.0
Total Count 93 48 141
Expected Count 93.0 48.0 141.0
Chi-Square Tests
Asymptotic
Significance Exact Sig Exact Sig.
Value df (2-sided) (2-sided) (1-sided)
. — ET— PP P —— -

Page240f27 3660words [} English (United Kingdom)

H P Type here to search

e B - o





image30.png
l & *Output3 [Document3] - 1BM SPSS Statistics Viewer - o X

Fle Edt Vew Dala Transiom [nsen Fomat Analpe Graphs  Uiliies Exensions Window Help
SHE8A M e~ FELIA S He «» += BB EOH
n

perception
Crosstabs
E T
H @ Notes
L Case Processing Summary
L Spit - 02C Crosstatulation Improve percsption
i Chi-Square Tests Yes No  Total
rosstabs
& e FBdomoe Yes  Gount il 38 130
2 Notes BpectedCount 857 43 1300
L Case Processing Summary No  count 2 9 1
gg’:‘ 220 Crosstanuaton Expected Count 73 a7 1o
oo Total Gount 9 4 1
Frequencies BpesctedCount 930 480 1410
E e
& Notes
.fﬂ"i"“ . Chi-Square Tests
requency Table
ETite Asymptotc
(8 FB do more Signifcance  ExactSig.  ExactSia
Value df (2-sided) (2-sided)  (1-sided)
.- Improve perception
-0 Pearson Chi-Square 121287 1 000
rosstabs
E T
@ Notes  Likelinood Ratio nses 1 oot
L Case Processing Summary Fisher's Exact Test 001 001
B e do more *Improve percepti(| L ingarbyLinear o 1 o1

o Association
Crosstabs
& ite N of Valid Cases 141

Notes a.1 calls (25.0%) have expected count less than 5. The minimum expected count
L Case Processing Summary 5374

L& FB do more * Improve percepti( b. Computed onlyfor a 262 table

L Chi-Square Tests
[T —

FB do more * Improve perception Crosstabulation

Continuity Correction”  9.930 1 002

-

1801

£ Type here to search NG s B




image31.png
Text Search Query - Results Preview

- Maybe it would improve

by not alsotry to
have been . asavery
breaking
they were and don't think they
would stop stop taking advantage
continue to break to do what
in accordance of the —law dont < like Facebook
in accordance with 1 < use Facebook
not sticking to would give me
that cares about it would improve my

to act wi 50 they could do
who abides by up until very recently

Would indicate to myself





image32.png
@ Eme x| O e x | @ swr x
<

@ 1SN x G what x | +

C  © Notsecure | joams.com/uploadfile/2014/0217/2.. @ Yr

Apps (O UWTSD Ubrary Cat.. [§ (PDF) Impact of Soc.. @ Customer Buying 8 »

and its applicability uni‘versally.

Figure 2. Corporate social responsibility-universal model

‘

H P Type here to search

File  Home Insert Draw Design Layout References Malings Review View Help & &
in w2 &

o paste B | Fort | Paragiph | Siyies | Eating | picate Editor

Clipboard ! Voice | sensitvty | Editor ~
Appendices
‘Appendix 1: Carrolls Pyramid remodeled.

Page 1of 1 Gwords [0 Y Foaus B __ [ + oo

[ ] b =




image33.png
13 Email-Emiy| x | 0 CeTisForl x | @ Swansealnsti x | @ ISSN:2315-44 X | G whatareimpli X | @ Accounting G x | [ Untitedform x [ Brandpeer X + =

C @ docsgoogle.com/forms/d/e/1FAIpQLSeUBWGQyUnSh7FHApSa03Ehanwkw1857260XYQUFGLIAYCWOW/viewform * B e @ :

Apps (O UWTSD Library Cat.. [ (PDF) Impact of Soc.. @ Customer Buying B, [B) Disserstion sACrti. [ Microsoft Word - .. (® Revesled: S0 milio.. @ Quscrature-ased.

facebook

Brand perception of Facebook

‘The fundamental aim of this research is to analyse users brand perception of Facebook to
determine whether there is a need for Facebook to incorporate Corporate Social
Responsibility.

‘This survey should take around 10 minutes to complete.

You must be at least 18 years of age to participate. This questionnaire is confidential, and
all answers and participants will remain anonymous.

‘The research being carried out is part of undergraduate dissertation. To access the results
of this investigation or to make any inquiries please email the researcher at
1706535@student uwtsd.ac.uk. A copy of the results can also be found at
EmilyCMiller.blogspot.com from the 30th of May 2020. Thank you for giving up your
valuable time to participate in this questionnaire.

*Required

] Question 1. Participation and all data collected as a result of taking part in this
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questionnaire will remain anonymous and confidential. Please state whether you
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Question 1. Participation and all data collected as a result of taking part in this
questionnaire will remain anonymous and confidential. Please state whether you
give your consent for the results to be used as part of the researcher’s BA
research project. *

Q Yes
QO No

Question 2. How old are you? *

Q 182

2535
36-45
4655
5665

65 or older

prefer not to say Ve

OO0OO0OO0OO0O0
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Question 3. How familiar are you with Facebook? *

Extremely familiar
Very familiar
Somewhat familiar
Not so familiar

Not at all familiar

OO0OO0OO0O0

Question 4. How would you describe your overall perception of Facebook? *

Extremely favourable
Very favourable
Somewhat favourable

Not so favourable

OO0OO0OO0O0

Not at all favourable
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Question 5. Please briefly explain your overall perception of Facebook.

Your answer

Question 6. Corporate Social Responsibility (CSR) has been defined as “The
responsibilities corporations have to their stakeholder groups”, (Johnson et al,
2008). Please state how far you agree with the following statements. *

Neither
Swongly  picagree  pisagreeor  Agree strongly
Disagree Agree
Agree

Facebook does

the minimum to

maintain o) o) o) o) o)
relationships.

with its users.

Facebook goes
above and

beyond to O O O O O

satisfy their
user's needs.

Facebook

[ Micosofe Word - 1. @ Revesled: S0milio.. @ Quscrature-ased..
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Facebook goes
above and

beyond to O O O O O
satisfy their

user's needs

Facebook
supports
socially

responsible (@) O (@) (@] (@]

causes which
benefit society
atlarge

Facebook
complies with

all consumer

rights and acts O o o @) O
in accordance

with the law.

Facebook is
more focused

on generating
revenue than o @) @) O (@]
user

satisfaction.
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user
satisfaction.

Question 7. In 2018 it was revealed that Facebook allowed Cambridge-Analytica
to harvest the profiles of 50 million Facebook users without consent. Does this
affect your perception of Facebook? * *

Q Yes
QO No

Question 8. Please state why you answered yes or no to the previous question.

Your answer

Question 9. How far do you agree with these statements? * *

Neither
Swondly picagee  Disagreeor  Agree strongly
Disagree Agree
-] Agree
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Question 9. How far do you agree with these statements? * *

Neither
Swondly picagee  Disagreeor  Agree strongly
Disagree Agree
Agree

Facebook has a
responsibility to

improving the. (@) O (@) (@] (@]

welfare of all its
stakeholders

Facebook has

an obligation to

do what s right,

jstanafaro O o o o o
avoid causing

harm

Facebook has a
duty to abide by
society's

codification of (@) (@) O (@) O

what is right
and what is
wrong

Facebook has a

economic o) o) o) o) o)

[ : ] responsibility.
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Question 10. Which of the following is the most important responsibility
Facebook has in your opinion? Please choose every option that applies. *

Philanthropic responsibility (be a good corporate citizen)

Ethical responsibility

Legal responsibility

Economic Responsibility

Question 11. Do you feel that Facebook could do more to act on the previously
chosen responsibilities? *

Q Yes
QO No

Question 12. If Facebook acted on the responsibilities listed in question 10 would
B this improve your perception of Facebook?
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Question 12. If Facebook acted on the responsibilities listed in question 10 would
this improve your perception of Facebook?

Q Yes
QO No

Question 13. Please briefly explain why you have chosen the answer to the.
previous question.

Your answer

For SurveyCircle users (www.surveycircle.com): The Survey Code is: GIVR-F3WR-
C395-4NPA

Thank You '

So Much!
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Question 1. Participation and all data collected as a result of taking part in this questionnaire will

remain anonymous and confidential. Please state wh... as part of the researcher’s BA research project.
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Question 2. How old are you?
141 responses

® 18-24
® 2535
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Question 3. How familiar are you with Facebook?
141 responses

@ Extremely familiar
@ Very familiar
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36.9% -
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Question 4. How would you describe your overall perception of Facebook?

141 responses

@ Extremely favourable
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Question 5. Please briefly explain your overall perception of Facebook.

131 responses

I don'tlike it 1 was bullied when | was younger on it so don't associate it with anything positive
Morally unethical company that s profit driven

Tonly really use it to stay in contact with my family I'm really busy with uni and work soit's good for that
Interesting

Handy for free sending pictures to family and friends as itis free but | do not use it as often as | did when |
was younger

1think Facebook has a lot of negativity on it and a lot of bullying
Not very private
My daughters use it and they seem to like it

I used to like Facebook but now it has aone towards the older demoaraphic.
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Question 5. Please briefly explain your overall perception of Facebook.

131 responses

A good place to meet new people and find old friends
Untrustworthy

I feel itis a useful tool to stay in contact with family and friends who live away. It also provides some
useful videos

It's good because it keeps joining connected with friends/family but don't think all the information they
give is reliable.

It's okay for keeping in touch with family but other forms of social media are more entertaining to use
It's not a website | use often | feel like it dated and for people around my parents age
It's fun and easy to use

I don't feel like it's a safe site to use
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Question 5. Please briefly explain your overall perception of Facebook.

131 responses

1do like Facebook as | use it for group chats but I don't like the liking feature because it doesn't make you
feel good when your photo doesn't get a lot of likes

i enjoy using facebook to connect with my friends.

Facebook seems to be a platform that older people use (parents etc), its not frequently updates by the
younger generation

1 spend most of my time using facebook or instagram
its useful, convent and easy to use

Ido not trust it

They are spying on us

its good for connecting with family far away but full of rubbish on the news feed
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Question 5. Please briefly explain your overall perception of Facebook.

131 responses

Share with people far away
1do not use Facebook that often
1 don't use Facebook have no use for it

Itis a good way to keep up to date with friends and family but | don't think it does enough to make sure
users are safe

Good way of connecting with friends and family but a lot of bullying and Puts pressure on people to look
good

I don't trust Facebook with my information
I don't use it anymore | used to but prefer other apps

Good way to connect with those you're no longer seeing on a daily basis and good source of entertainment
(funny videos etc) -
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Question 5. Please briefly explain your overall perception of Facebook.

131 responses

It's easy to use and you can do so much on it e.g upload pics and videos, private message and
advertisement which | make use of! | feel like it's used widely, but most heavily by older people and so it's
dying slightly if you're 25 and below.

1 can keep in touch with my friends and family all over the world
100 many fake news and ads

It's alright I don't use it much my parents and grandparents use it a lot more than me
It allows too much hate speach and too many fake news articled to be published
Good to keep in contact with friends.

not my favourite platform to use but handy when I need to talk to family or friends in group chats. Not keen
ontheir values

1 use WhatsApp which is from Facebook | don't use Facebook itself <
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Question 5. Please briefly explain your overall perception of Facebook.

131 responses

I dislike using Facebook because of all the adverts and scandals

Its a social media platform that i no longer use

Its a good platform to connect with friends and family

Its a good social platform but | am sceptical of how trustworthy it is in terms of privacy
Interesting

Its easy to use but full of adverts

away of communication wth others

Its easy to use but | rather alterative social media platforms

Its a good platform to connect with friends and family and to share your lfe.
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Question 5. Please briefly explain your overall perception of Facebook.

131 responses

Good for talking to friends and family who you don't see on a regular basis but | do associate it with having
anegative impact of mental health

Keep in touch with family
Good for keeping in touch with people but is full of misleading stories

It's easy to use but lacks privacy and is full of advertisements. I limit the amount of information I put on
Facebook about myself based on it being shared with third parties.

Ithas become too revenue driven and is full of advertisements, i also find facebook can be harmful as it
leads to a lot of cyber bullying

I don't really use it that much | only use it to watch videos and keep in touch with family members who live
in a different country so I only have positive interactions with it

Keeps me upto date with whats happening in society.
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Question 5. Please briefly explain your overall perception of Facebook.

131 responses

Very beneficial to use for multiple activities.
Great for making connections
They have sold their users data off for unethical purposes. Even defended their actions.

Facebook has got lots of benefits. It is a good for for engaging with a lot of people. Facebook insights is
also a good tool to find out what is working well. There has been negative publicity for it in recent years
though over use of personal data

Meainly used by the older generation to keep in touch these days
Old in comparisons to other platforms
A social media platform between family and freinds

llike using facebook but don't agree with their ethics or the sharing of personal data
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Question 5. Please briefly explain your overall perception of Facebook.

131 responses

A fair amount of false news.

I can keep in contact with all of my family and friends and see photos and videos of what they are getting
upto

its a place for old people to go and rant
Dramatic decline

Itis good for some things, but overall I dont like it due to bullying and trolling

1 don't use facebook and heard bad things about it

A good app, but has poor repuation recently.

a platform to connect with people through messages and photos its more for the older generation

I enioy using facebook 9
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Question 5. Please briefly explain your overall perception of Facebook.

131 responses

Keeps me in contact with family

like it's other applications it owns like Instagram but I'm not a big fan of Facebook itself as it's dated
Good way to catch up with friends that | dont see very often

I don't use it myself but my parents do and | know that they like it

For keeping in touch with my family and friends

I can connect and talk to my friends and family

Ithink that it is good for keeping in touch with family but they need to stop untrue statements being
posted.

Was good when younger and keeping up with family but personally don't use it often as it has become
extremely commercial
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Question 5. Please briefly explain your overall perception of Facebook.

131 responses

Use it just for work
They aren't a very ethical company

Facebook is a useful social media but it seems a bit dodgy

Not a user of Facebook anymore, don't agree with the way they harvest data

Creates an echo chamber for strong opinions, amplifying them.
Good for isolated people to keep in contact and share with friends

Seems to cause some upset.

A useful tool to communicate but it's not a place | would want to get my news from as it's very
untrustworthy.

1 used to use Facebook when | was in my teenage years but not so much anymore because | feel like
there's no privacy on there and people can spy on you through it >
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Question 5. Please briefly explain your overall perception of Facebook.

131 responses

Facebook has been associated with many negative actions and I dont feel ke they respect theor users
privacy.

I dont use it noe im older but i used to use it alot when | was younger but | just associate with bullying
a platform that most parents and grandparents use to keep in touch also good for watching videos

I enjoy using it but don't trust Facebook with my data

1 don't feel my information is safe on Facebook because they sell the data to third parties

Helps me to keep in contact with other friends and family

Its for a different older generation too keep in touch with family.

Great place to keep in touch with family and friends

I dont trust Facebooki feel it is just a platform which spreads fake news as well as spreading negativity. | =
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Question 5. Please briefly explain your overall perception of Facebook.

131 responses

| I USE 1 1UG 11 UIUSH UL § USEU U S 1t GIVE WHISHE 1 1WGS JUGHYE! UL | JUSt GSSULIBLS Wik Uunyiiy
a platform that most parents and grandparents use to keep in touch also good for watching videos

I enjoy using it but don't trust Facebook with my data

I don't feel my information is safe on Facebook because they sell the data to third parties

Helps me to keep in contact with other friends and family

Its for a different older generation too keep in touch with family

Great place to keep in touch with family and friends

I dont trust Facebooki feel it is just a platform which spreads fake news as well as spreading negativity. |
do not feel as if you can trust Facebook

My grand children introduced it to me, 'm not too sure how it works but | heard bad things about the
company in the news -
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Summary Question Individual
Question 5. Please briefly explain ...our overall perception of Facebook. -
< 5 of 13 >

@ Quadrature-Based...
-

Question 5. Please briefly explain your overall perception of Facebook.

10 responses

Interesting

3 responses
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Question 6. Corporate Social Responsibility (CSR) has been defined as "The responsibilities corporations have
to their stakeholder groups", (Johnson et al, 2008). Please state how far you agree with the following statements.

I strongly Disagree [l Disagree WM Neither Disagree or Agree [l Agree [l Strongly Agree

40

0
does the minimum to maintain relationships with its users. Facebook complies with all consumer rights and acts in accordance with the law.
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Question 7. In 2018 it was revealed that Facebook allowed Cambridge-Analytica to harvest the

profiles of 50 million Facebook users without cons...t. Does this affect your perception of Facebook? *
141 responses

@ Yes
® No
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Question 8. Please state why you answered yes or no to the previous
question.

9 responses

They do not value their user to business relationship if they can do something like this and on such a large scale

2responses

¥'m shocked at this but thinking about it | am not surprised if they are doing this to make money

2responses

I don't think it's right to share people's private information especially for monetary gain Y
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I don't think it's right to share people's private information especially for monetary gain

2responses

Facebook is no longer used for connecting socially, but to drive political agendas

2responses

Just makes my opinion and feelings stronger against Facebook

2responses

I already knew of this

2responses
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No consent it bad

2responses

No privacy

2responses

I you choose to use a social media site and share your private information, you should expect it to be used by
the company as a part of increasing their revenue and user engagement

1response

I donft think it's very ethical what they did but they have always shared information so with advertiser they just
need to be more careful which companies they associate with.

1response
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It changes my perception of Facebook and makes me think of them more negatively. I think its a sneaky thing to
do and a way that no service should treat its customers.

1response

I would hope that my information was all kept private on the site. Especially without my consent, every person
should have then been informed of this

1response

Indicates to myself that Facebook is focused on generating money and not the relationship with the people who
have a stake in their company

1response

It creates a lack of trust, that my personal information could be exploited for financial and politic gain, without
my knowledge.

1response
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I already had a negative view on facebook and the information it shares with third parties, this study just
confims it further.

1response

Facebook clearly is focused only on making money and doesnt care about their users relationship as they are
breaking their trust

1response

This doesn't affect me because | no longer use Facebook but it makes me feel nervous to use Facebook again if
I was to do so

1response

I wasnt keen on facebook anyway and this makes me not like even more as they let businesses take advantage
of their users

1response (2]
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Because it means we live in a world where our data all sold and people could used them for other illegal
purposes

1response

Its not as trustworthy as | first which is why | don't use it as often and believe everything on there is true

1response

If Facebook allwed Cambridge to harvest profiles without our consent it means Facebook doesnt care about us

1response

This makes me feel like | can't trust what | put in my Facebook profile and what I do on Facebook as much

1response
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1 was not Facebook biggest fan to begin with and I'm not surprised they were apart of something like this

1response

I feel like most mainstream social media platforms would have done similar things but not been found out

1response

It's a good social platform but | am sceptical of how trustworthy it is in terms of privacy

1response

I didn't realise that Facebook did things like this and | don't understand why they would

1response
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Just proves what | already assumed. Facebook don't care about the privacy of its users

1response

I think as soon as we go onto social media we are willingly giving out our information

1response

Its shows how they little for the relationship they have between them and their users

1response

It just reinforces in my mind that | am right about not being able to trust Facebook

1response
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It changed my perception because Facebook does not care about protecting users data

1response

I'm careful with what information | share but doesn't stop me from using facebook

1response

Worries me that this could have happend to me and my information is being shared

1response

It makes me wonder what else have they done that they shouldn't have been doing

1response
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My perception of Facebook went down after this as it was a breach of trust

1response

i don't share much information on Facebook so doesn't change my perception

1response

Itlowers my trust for the platform and would make me want yo use it less

1response

Makes me think Facebook only cares about making money off of their users

1response
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I dont want my personal information being shared with external companies

1response

makes me scared that my information is being shared without my knowlege

1response

I believe that any use of data without consent is a breach of privacy.

1response

1 think this is awful that a company of this size was aloud to do that

1response
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Yes because they are stealing peoples information without them knowing

1response

I still use Facebook but | don't think it's right what they have done

1response

A social platform as big as Facebook can never be completely trusted

1response

I makes me not want to put as much personal information on facebook

1response
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It's not ethical especially when it's without their acknowledgement

1response

don't believe that any individual was harmed or damaged in any way

1response

Was not aware of this- information sharing without consent of user

1response

Because Facebook should have asked the people for their agreement

1response
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I already knew this and that's why | am not a fan of their values

1response

It makes me nervous to put any personal Information on my profile

1response

1 would not be happy to have my details shared unless i was asked

1response

It's a breach of privacy and can be used for malicious purposes

1response
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I have no use for Facebook so this doesn't affect my perception

1response

it's promotes distrust that they would do it without permission

1response

I'think that's terrible they shouldn't be allowed to do that

1response

Yes because it reveals the underlying motives of the company

1response
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