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ABSTRACT

The Significance dReputation Management, A Study @ The Sinking

Reputationof Facebook.

Amna Faridi

It is not clear whether the phenomenon is a pattern or a fad, given the lack of
agreement in defining reputation, the uncertainty and dubious validftyeputation
measuresand unanswered questions about when and how to "manage” reputation.
Facebook ishe world's largest social media network with great socializing features.
Despite its socializing services an outstanding growth ovely#ags,Facebook has
been criticizedseveraltimes due toseveral data breagsand tate speeches.

These controversies hawesulted in Facebook facing the wrath of all those affected
directly or indirectly by these reputatiedamaging events. The company had to face
several challenges afterwartbo, which included the legal actions and penalties and
also the advertisers wking out from the platform. Social media has influenced the
reputation of Facebook and hasxcellenn credibility to alter it. Moreover, the
success ofacebook is dependent on itstatus and as the company has @oor
performance history with datdreaches and &te speechesit is more likely to face a
negative financial impact and can also resulosing users

The understanding of the reputation crisisasnatter of concern For Facebook, as
there is anoticeable number busers who have redudethe usageof Facebook and
are willing to withdraw from the platform. SupposEacebook fails to defend the
dza Spx¥RaEy andhot violate their hate speech policieshe response and strategies
used by Facebook and not sufficient for users to regainttast and continue using
the platform. Therefore, he reputdion management strategie® be implemented
shouldreassure users and gain thest reputation.

Keywordscorporate strategies for reputation managemerdgpcial media, crisis
management, success data privacy hate speech, trust, values, corporate
responsibility.
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CHAPTER 1: INTRODUCTION

There is absolutely no company that is immuae crisis like reputation, even if it is
a social media giant like Facebo&kcial media and other media platforms play an
essentialrole in spreading news regarding thiearmfu activities around Facebopk
and news spreads instantaneously. This reatiyld not be overlooked and thus
organizations needo respond immediately to the declining reputationhis decline
in reputation can be YI y I 3SR  dafon man&jeduen® ¢ Reputation
management is essential for the survival of the brand because a goaditrep is
more likely to bring in more revenue. Hen@a) improved reputation protects both
the users as well as th@rganization.

The present study is addressing to the sinking repetition of Facebook and highlights
why reputation management igital for the success and growth éfacebookThe
dissertation intendsto be studied at amastefs level, in brand reputation
management discipline. The study aims at providing students with alifeal
organizational repetition crisis and recommending Facebook mi#ians to recover
the reputation.

The current research is structured as follows. The first chapter givdsied
introduction of the researctbackgroundon reputation management and the impact
of a good or bad reputation. It f & 2 W Ngsdréandthé fe&syn forFacebook
rated low on trustworthiness.Along with Facebook's reputatipthis chapter gives
the readers a briefunderstandingof the idea to sdect the research topicThe
second chapter mbodies a literature review of theubject,includinga corporate
reputation as a management taolTrust is an essential factor in reputation
management. The difference between the repttm of a company and #h
company's image come out ways to measure corporate reputatiorreputation
management, managing the reputatiothe role of social media activities and the
impact of compay reputation,theNBf I GA2y 06SG6SSy I O2YLI ye@
spending on miketing activities, effects of depleting reputation on a compaayd
depleting reputation as a crisis for the company.

The next chapter is contextualizatiowhich provides a timeline to the readers of

Facebook and its privacy controversies and alsobtaalées failure to moderate hate



speeches. This chapter gives an insighd the consequent~acebook controversies
over the yearstelated to data harvesting, promoting hatefubsements or failure to

flag fake news on social media.

The third chapter is d&sed on the research questions and the research hypothesis.
The following hypothesis is considered the beginning of the research that a
company's success would suffer due to a bad reputation, the social media and the
Internet havel OKA S@PSR Sy2dzaK ONBRAOATAGE (2 IfdS
Is a strong correlation between the reputation otampany and its overall spending

on marketing activities andlso, that,0 KS RS3AN} RFGA2y 2F CI OSq
would result in the loss of users, in the long run. It also highlights the research aim
that is to understand the impact of reputation managent on Facebook's depleting
reputation. The research objectives listed in this chapighlight the importance of
reputation management and itsffect on investment in the marketing systemi$

also identifies and define the strategies to overcome a bagputation and the
impact of a prolonged bad reputation in the market.

The next chapter discusses the research methodology; Its meaniegetiearch
method used, the research philosophy, approach, sampling strategy, data collection,
data analysis, time h@on, research limitations, research ethiesid also discusses

the software used for theexamination The software used to analyze the survey
data, IBM SPSS statistics, is briefly explained along with the pumfogeand
accuracy.

The fifth chapter explains the use of IBM SPSS Statistics softwveoethe research

and helps to analyze the data of the participants collected through the Google
survey. It gives an insighto the research findings and also helps to study the
variable statistically. The software has numerous datéented methods to
statistically analyze data in terms of mean, frequency, standard devijatod
errors. The analysis chapter is followed hydiscussion based on the above
hypothesis.This chapter brieflyexplains the impact of a bad reputation On Facebook
in terms of losing customers and also financial losses. It also highlights the
importance of social media in improving Facebook's reputation in the market. The

chapter also signifies that theverall corprate spending on marketing activities is



correlated with the company's reputation and also emphasizes the dedin

Facebook's reputation may resulttime loss of users in the long term.

1.1Research Background

Reputation management means tracking tlaetions of a company as well as
monitoring and reporting the opinions of its customers, cooperation partners (such

as suppliers), and competitdiByler, 2017)A good reputation offers the basis for a
company to deliver bettefinancialresults. A good reputation also attracts highly

gualified employees and the right kinds of investment fi(@sffin, 2008)

Reputation management should be part of corporateippland its principles. Its
reputation is one of thecritical factors that companies can competa. From the

beginning an organization must have a good reputati@md they must also be able

to maintain that good reputation over thgeargFriedman, 2009)

All inall, reputation management is a highly debated subjeéist meaning is not fully

agreed upon Still,it has quickly become a popular topic in literature and techniques

on corporate managemef(ityler, 2017)Reputation is amtangible asset and caiot

be calculated on a balance sheétowever,it still provides value wheadequatdy

managed, and is, therefore, significant advantage for a compaiarr, Schiuma

and Neely, 2004) When talking about reputation a couple of decades ago, it was all

about corporate image and brandintill,the reputation these days is seen more as

a tool in public relationd-riedman, 2009)At the same timethey arereferring to the

BigTech companies and international companies, repotatimanagement and
strategies vould beconsidered as they are composed of both time and resources to
innovate, improve and even develop the corporate reputation. On the other hand,

the small 02 YLJI WSS M I GA2Yy $2dAZ R dzadzZ ftfte& NBG2
personality andalsoat the time the face of the compar((riffin, 2014)

wSLJzi F A2y Aa GKS &l 3aNBIAFLGS SOFfdzr GA2Y
2NBFYAT I GA2Y A& YSSiAy3a 0O2yaidAaddsSyid SELY
(Wartick 1992)Any organization'grimary concern Is maintaining a good reputation

Among the users ah stakeholdersInclusive of and organizatisiogood LJ2 A y (i & €
(Coombs, 2010b)Any crisis can be a menace to a company's reputatiRerton

2001) Thus,a company need$o build a reputationbefore a crisis for the benefit



during challengingscenarios.The Velcro effect reaction can be se@m a negative
reputation that causes the positive outcomes of the business to slow down or
diminish(Coombs &Holladay, 2006).

1.2Related Academic Literature
The Axios Harris Poll conduct@@0 surveg in a nationally representative sample

from November through January. A group6pf18 U.S. adults asasked to identify

the best and worst reputations of the two Dbusinesses they claim to
includgRosenberg, 2019)nstead, the second group of 18,228 adults ratieel 100
"most recognizable companies” through key corporate reputation indica®osne

of the individual characteristics which make up the overall score, including
citizenship, ethicsand trust, rankedFacebook particularly lowon trustworthiness
(Rosaberg, 2019) Google and Apple also saw their originally sterling reputations
jeopardize, although not asapidly as FacebookRosenberg, 2019 ust 22% of
Americans say they trust Facebook with their personal information, far less than

Amazon (49%), Goley(41%), Microsoft (40%), and Apple (39¥@nian, 2018).

Facebook is of the view that some of its users are exploiting the system they set up
to fight against fake news. That, they say, requires users to be using a
trustworthiness Scorg also called aReputation Score," it sounds like the social
scoring system of the' Passenger RatindJbér (Gagne, 2018)The concern is that,

for that matter, Facebook has a lot more data about its users than say, bibany

other company.Therefore,the potential for harm is muchigher, with any scoring

system they deviséGagne, 2018)

CrO0So0221 OflAYa G2 NI (S adpii& bdorivgiaMbathin 6 2 NI K
This algorithm identifies the users cheating the program by labeling the po#is wi

which they disagree as false. Facebook is investigating their actions on the site to
decide if they have a hidden agenda that drives their flagging operdtagne,

2018) Despite multiple layers of identity data protection in place, Facebook collects
behavioral datathat appeas strikingly exposed andulnerable(Gagne, 2018)That

Is the number one issue. Problem number two seems to be that Zuckerberg's poorly



constructed defense for his reputation scoring system has come up with. Facebook is
churningaway quietly at their Big Data storage devices, not only processing our

personal information but also our behavi@/anian, 2018)

1.3 Reason for selecting the research question

The increasing competition in the market has made it harder fordbmpany to
stand out. Even the corporate responsibilities have added emphasis on the media
and corporate strategies of the companies, more and nfieoenbrun, 1996) Due to
these reasonscompanyreputation has become aeasurement ofsuccess and a
new method to enhance thecompetitive advantageover the others A good
reputation provides an organization with the premise to achieve betieancial
results(Marr, Schiumaand Neely, 2004)Furthermore,a good reputation attractsa
skilled and educated workfoe and the right types of investment companies
(Smaiziene and Jucevicius, 20I)e management of reputation should be a part of
organizational strategy and its values. Reputation is a rdidtensional
phenomenon and its impact on the performance of éhcompany should not be

underestimated during these challenging competitive tinfleesmbrun, 1996)



CHAPTER 2: LITERATURE REVIEW

2.1 Corporate reputation asmanagement tool

The cohesive research theories are not scientifically recognized and thus do not have

a scientific definition. Different fields see reputation in different ways regardless of
agreeing to the futuristiamportance to the company(Griffin, 2014) Reputation
management isinstead a new phenomenon as betweethe mpp na G2 MpT s
reputation was looked only a®sf the brand image and was majorly used in
researches around marketing and psychologlyriedman, 2009) Inside an
organization it is essentiato study and determine the consequences of reputation

2y GKS 02 YLIFredmarg 2089%z00S a a

Corporate Reputation is described by Andrew Grif614)in New strategies for

NBLIzO F GA2Yy YERIYNASNEWHE  RBIUNBaSy Gl Gis2y 2 F

' YR FdzidzNBE LINRPALISOGAa GKFEG RSaONRO6Sa GKS 7

O«

when compared with other leading rivél<

Reputation exists by the judgment by others and recognition by others. First and
foremost, credibility gathers andhus marks out a company's perceptions and
images. Reputation also represents the goals, priorities, and directions of an
organization(Friedman, 2009)The dtraction is the basis for economic success
used to demonstrate the effeadf a good reputationon the performance of the

company in the markefGriffin, 2014).

2.2 Trust is apssentiafactorin reputation management:

Trust is ultimately the main factor in corporate reputatigriedman, 2009) If

the consumer does not trust the service product or the manufacturerthere will

be no contract If the employees distrust the companthey will leaveas soon as
possible,or the company will not be able to recruit new employees very last. If the
authorities dubt the company, its activities wdad be closely monitored, and

limitations may be implementedEvenf the media does not trust the company, it



will be the next big hobby for journalists to bring the company out to the public in

the most unfavorable light, creating suspicions amongst stalders(Griffin, 2014)

2.3 The Difference betweethe reputationof the companynd the

company image

Reputationwas often confused witlthe corporate image in the 1950s and 1960s,
and even in the 21st century, when corporate reputatiwas discussed ithe
literature (Marr, 2008) The two thingshad been treated as congruenthere is still
no academically accepted distinction between these two principlehkich is

commonly knowr(Marr, 2008)

First of all, reputation can bdistinguished from thémage by taking into account
what it is usually associated with; reputation has to do with "respect and client
favorability” whereas, the image connects to the brg@diffin, 2014) As Smaiziene
and Jusevicistate in Structural Compsition of a Corporate Reputation Portfolio
(2013) states thatY Cafporate image idirmly related to brands and marketing,
impression management and public relations decisions and actiotise asputation

of a company is associated with its character and credibility, and none of the
departments may be segregatéd.

While an image of a compargan be createdbutit must earn aeputation. No
matter how hard you try to convey abotlie company's strong reputation to the
outside world, if people disbelieve the words, the reputation won't be able to hold it
(Fombrun, 1996)On the other hand, inge is notsomethingone needs to believe

in, and reputation igust something that customers s Eombrun, 1996)

2.4MeasuringCorporateReputations in reputation management:;

When assessing or evaluating the credibility of a business;ntiggalto bear in mind
that reputation is a multdimensional phenomengnand decisions of the

reputationare made based on these dimensiafsa companyGriffin, 2008)



The key points tmote are that credibility has different definitions based on people's

positions and professiongnaking those definitions; to ensure that thelevant

issues are to beddressed at the right time, which involves an understanding of

reputational anatomy.And to ensure that the preferred features beconmore

influential and the bad features improvéhe proper management actions are taken
(Friedman, 2009)

The neasure of corporate reputatiowhich consists of six dimension&riffin,
2008)

1.

EmotionalAppeal It is the level of contentment of the stakeholders with the
company and execution of its strategies and activities. They confide in the
business.

Productsand Services The products and services the company provides should
be of high quadity, creative, and beneficial in the view of the stakeholders.
Financial Performance Stakeholders are convinced that théngterm
prospects of the company are concrete, ahdt the business is profitable and
capable of outperforming competitors, and that it is an investment of low risk.
Vision and LeadershipThe business has a clear vistbat will help it succeed

in the future as well as maximize growth opportunities. The leadership of the
organization also has to be on target to fulfill the vision.
WorkplaceEnvironment Stakeholders believe that the company has skilled and
productive, wellmanaged workerand that the companyvill bring in new and
capable employees itle future.

Social ResponsibilityStakeholders are aware of the company's alijges as a
"good citizen" that involves supporting good causes, concern for the
environment and taking into account what local conumities might need and

providing them with it.



2.5Depleting Reputation as a crisis for the company.

There are various definitions for an organizational crisis proposed by different
authors. According t€oombs (2012) crisis can belefined as\i§e¢ perception of

an unpredictable event that threatens important expectancies of stakeholders and
can se&erdy impactan organizéionQ performance and generatadver® outcomes.
Moreover,these crisesare negative events that can pollute the positive aspects of
an organization's imagéCoombs, 1995)An organizational crisis can disrupt an
organization's way of conducting businesmsd @n draw-in public scrutiny or even
media coverag€Alvintzi and Edg 2010).

Crisis management sommonlydefined as agroup of factorsthat are designed to
tackle the crisis and todecreasethe damages inflicteqCoombs, 2012)The crisis
management can beategorized into three phasepre-crisis, crisis and postiss.
Here, the crisisfor Facebook is its reputatipnwvhich could generatenegative
financial legal or political repercussions on the companyrecrisisinvolves
measures to prevent, identifyand plan for crises, such as gathering information on
crisis risks and preparing personnel who may be participating in the process
(Coombs, 2010a). The cripi®cess is the identification of the event and the
immediate reaction to it. Postrisisincludes attempts to track stakeholders and

learn from the crisis (Coombs, 2010a).

According to Coombs 199%here are fourtypes of crigs that are inclinedto two
dimensions i.e., InternalExternal and IntentiondUnintentional. For a better
understanding ofhe kinds of crigs, refer to the table (1) below.

Tablel: Matrix of types of crisis (Coombs, 1995)

Unintentional Intentional
External Faux Pas Terrorism
Internal Accidents Transgressions




The inernal externaldimension elates to the origin of the crisicaused byan
organizationitself or externally by a groumutside. On the contrary,the second
dimension comprises the crisis event to be committed unintentionally
intentionally. Thefaux pas is an unintendnal action That is transformed intocrisis
by an external agentAt the same tim, Wdcident€are also a typeof accidenal crisis
due to sudden mishappenings within the organizatiddn the contrary, the
intentional external factors terrorism4hat is intentionally harming the organization
by a foreign agentd rawsgressior@are another form of an intentionakinternal
element that a company in curse at the risk of the public awdlating the
government laws and policies.

It is essentialto respord to the crisis with the corredtrategy.The strategy used to
prepare and respondo the crisis would aim toestore the damagecaused to a
O2 YLJ ye&é Qa duebliieahdveistatrd/attributes(Allen and Caillouet, 1994).
To decidethe crisis responsestrategy, it is essentialto identify the type of crisis
followed by the evidence and the intensity of damaged caused, ahdhe end
analyzing the performance histof€@oombs, 1995).

For the case ofacebook,the type of crisis is due tdransgressionwith valid
evidencewhich causedlamage to the company's reputatiodso, Facebook hasa
advers performance history of dealing with customer datappropriately
Accordingto the above case analysis of Faceboothe response strategy of
reputation crisis would bé#hortificationZ & Coombs,1995 transgression decision
flow chartstates in Figure 1.

Crisis Type Evidence Damage Wictim Performance Crisis Response
Status History Strategy

Positive Mortification, Ingratiation
Wictim —{
Moaortification
——— Major — !
MNegative
True
Positive Mortification, Ingratiation
—— Mon-Victim ——{
Negative Maortification
Posilive Mortification, Ingratiation
Wictim —{ and Justification
MNeganti’ ific
Minor Eal Mortification
Transgression
Positive Justification, Ingratiation
—— MNon-Victim —|
Negati Justification
[ Positive Monexistence

False |

MNegative Clarification

Figurel: Transgression decision flowchart (Coombs, 1995)
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The purpose of the Mortification Strategy is to gain forgiveness and create
acceptance for the situatio(Marcus & Goodman, 1991; Sharkey & Stafford, 1990).
Remediation is one way to achieve this by providing a sort of relief or supporting
participants. Ado, repentance involves seekingercy, and rectification requires
taking measureso avoid the future recurrence of the situation (Coombs, 1995).
Mortification and correctiveactions both are equally essential for an organization to
take responsibility fortheir ill and offensive activities, even if the accused
organization is partially responsible (Benoit, 1996prrective measures should
include the development of proactivesteps to prevent the aggresive act
from reoccurring and mayonsist ofa plan todeal with the consequences of an
offensive adbn (Holdener and Kauffman, 2014). Benoit (1995) strongly supported
the mortification approach for the liable entities as the preferable option,
undoubtedly depending on corrective measuessa way of fixinghe damage to

one's reputationquicky and efficiently.

2.6. Managing the reputation

Managing Reputation refers to managing and regulating the reputation of an
individual or group. Originally a term for public relations, Internet and social media
growth, together with reputation management companies, has made web pages a
core part of the reputation of an individual, group, or compdRyiedman, 2009
present times, nearly every company ensures social media reputation. This
reputation is potentidly precious if adequatdy managed (Griffin, 2008)
Nonetheless, if poorly handled, the use of social media may cause irreversible
damage to a business Organizations should track their reputations on social media in
the same way as people dblarr, 2008)

Experts say companies need to respond to negative press quickly, in a respectful,
thoughtful manner and admit the fault was necessary tominimize damage
effectively Companies should take advantage of social media to reach their

customers directlyfFriedman, 2009)

11



At the same time, this makes companies more responsive to their customers and
offers businesses a specific and transparent way to respond to consumer concerns.
Most customers in the internet age have high standards for companiegx@petta
response from them(Griffin, 2008) Businesses that have not responded on social
media to their clients have been criticized for not caring for the clients. Not only do
unhappy customers move their money elsewhebait they can also spread bad
reviews va social medigGriffin, 2014) Unlike this, companies that use social media
to fix complaints from individual customers may benefit from a positive reputation
on social media. Several stud@nfirmed that negative social media reviews would
result in adrop in overall profits, while positive views result in the rise of business
profits (Griffin, 2014) The press and public tend to allocate greater responsibilities
to organizations as the potential for damagemsre considerableThat goes along
with the fact that people consider big companies more accountablelérimental

acts than for positive attributes (Griffinl997). Lastly, an organization's reputation
also depends orits performance history ath the users or less likelprove an
organization guilty for the current event# the past actions have beepositive
(Grunig, 1993)Smilarly,, if an organization has a constamegative performance
history, it is more likely to be proven guiltyGriffin, 1997) Here, it is of significance

to understand that whether the people are more affected by Facebook's
controversies aroundhe securityand safetyof the user dataand hate speechesor

arethey content with the positive attributes of Facebook

27w2f S 2F a20AFf YSRAIF IOGAGAGASA

reputation.

Social media provides a forum for people to connect and share views to provide
feedback and knowledge regarding customers whe @sbrand and endorse it
through social media by engaging and providing their thoughts on brands or
products(Kietzmann, Hermkens, McCarthy and Silvestre, 2@ to globalization,
a brand's reputatiorplays a crucial part in therganizatiors successand it does

seem that there is competitionn the market based onbrand repetition. It is,
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therefore, necessary for brands to participate in creating value antlancing the

customef) @xperienceg(Faiz et al., 2019)

28Relationbd 6 SSy | O2YLI}I yeQad NBLMzitF GAZ2Y

marketing.

Kim (2001), found that the increase in marketing spending induced both a rise in
popularity and sales and that an increase in revenue induced an increase in market
share-believing that thecorrelation attained causality in either situatiolkietzmann,
Hermkens, McCarthyand Silvestre2011), stated that social media advertising dha
been done as an afterthought to marketin@till, social media is an essential tool
that impacts not only a lands' reputation but alstheir survival.

Virtual trust hasa strong association with the following backgrounds: established
privacy, quality of service, reputatiothe safety of data, risk, usability, and ability to
trust, as well as the implications ofommitment, purchasing purpose, and

theintentionofusaged Y2 @ 6 YR .¢F 01 FNE HAHAOU

2 9Effect of depleting reputation on a company.

Theincrease inthe prominence of social media arttle internet, where bad news
travels swiftly, has resultedin a rise inreputation risksamong thecompanies(Lee,
Hutton and Shu, 2015Rsk management is requireidr a thorough understanding
of the relationship between customers and the compaiiyalso links them to
corporate reputation, reputatiomdamaging actions and financial penalties
Henceforth it is essential to takénto account thebehaviorof customers and their
perspectives (Gatzert, 2015\ hae can be several events that camamage a
company's reputation ncluding activities like operational risk eventsespecially
violating the law and regulatory sanctionsleceitful earnings, environmental
violations promoting negativity and also fefirm actions like dowasizing and layoffs
can damage @ 2 Y LJI ngpetllién for the customers(Gatzert, Schmit and Kolb,

2014) These events can result amchange in customersehavior and decision
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makingconcerningtheir brand loyalty, service satisfaction, willingness to pay, trust

and consumption intentiongGatzert, 2015)

CHAPTER 3: SCENARIO CONTEXTUALIZATION

This part gives an outlineof Facebookand projectsthe controversies related to
CF0S0221Qa LINAGI O& o6 NBI Oké&and haty $peechBsylti  LI2 £
establishes thedisputes briefly and the effect of these controversies on the

consumers as well as the advertisers.

31/ 2YLIyeQa {Bdy2LHAA

Faebook is one of the leading social networkipigtforms which allows peopl¢o
socialize through it fofree. The company was fourd in 2004 and ever since
Experiencd only growth Still,recently it has gained a lot of bad reputatiomddo

the lack ofadequate regulations and inaccurate privgaglicies,which has made
Facebook @putation questionable for theisers.Thissocial media giarfaced many
controversiesabout the incapabilityof protecting the data of the users as wellthg
inability to condemnviolence and hatespeeches Currently, Facebooks facinga

huge crisis over itsinking repetitionand consumer trustThe company's CEO, Mark
Zuckerberghad beenmade accountable forhe incapabilityto protect the dzd S NI &
data, to which the CEO haapologized andassuredto take necessary measures to

avoid suclkeventsin the future.

3.2 PrivacyControversies

Facebook hatheen scrutinized oveiime for a variety of concerns related to privacy.

The company hasepeatedly beenmaking adjustments to the Facebook privacy
aSidiAay3daa FyR LRtAOASA odzi FLFLAEtSR @2 al F¢
privacy concerns are lodAgyed and first emerged in 2006 when Facebook decided

launcht ySg FSIFGdz2NBE OFff SR GKS WySga FTSSRaQ
spot recent activities ofeach other and shared their details without the consent of

the user. This new feature was dislikdoly the students (Fronthe USA, Canada,

Mexico, UK, Australia, New Zealaadd Ireland) as they were the only users at that
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time. Zuckerberg acknowledged the user's reaction but reiterated this feature as the

new cool(Time, 2006)

Again In 2007, an addy o6& GKS ylIYS . SIO02y g1t a
advertisement system that used to track usessline purchassfrom the partnered

third websites andupdate on the News Feedithout the user's conseriNewcomb,
2018) Mark Zuckerbergprofoundly apologized and declared that the beacon
program wouldthen be optional, butno sooner this feature was forced to shut
down two years later. Facebookad to pay $9.5 million to resolvethe privacy

concernand undertakenillegal actiongThe Telegraph, 2009)

At the end of 2011, Facebook was charged for incompetency to live thetdzd S NI &
expectation of data protection. Facebook svainable to stop making the use€r
personal informationpublic, through the thirgparty applications and sharing the
information with the advertisers. The Federal Trade Commission charged Facebook
for these violationand madea settlement withFacebookn terms ofthe agreement

to a privacy audi every twoyears. The CEO accepted that the company has made a
bunch of mistakes and apologized for it and assured that the privacy problems were

fixed(The New York Times, 2011)

The list of privacy controversies is nexarding in the case of Facebqaind again in

the year 2013 Facebook acknowledged a malfunction in their system that allowed
users contact information (mobile numbers,-mails and even address) to be
publigNewcomb, 2018) This affected nearly 6 million users globally. this
situation, Facebook tried to convince the users that the information was exposed to
one or two users witha similar connectionFacebookfurther added that only the
user's contact information was breachednd no other data was leake(ZDNet,
2013)

The Cambridge Analytica data scandal was one of the biggest privacy scandals that
collected information from 87 million worldwide useiGAwas a political consug

firm that collaborated with a firm called global sciencesearch (GSR)and made a
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persorality testing appOl £ £ SR Wi K A, @whishawagladdedrdFadebodkt A T S
(Newcomb, 2018) This app was able taccess the profile information (age and
status updates), shares, likesnd even private messages. Irrespective of the one
conducting the tst, the dataof his/her Facebook friendsere also accessible. This

data was used to promote several political campaigns as per the persdmakty
Guardian, 2018)Later in the year2015 Facebook noticed thahe information of

the users was beingollected throughthe apgdication and shared with Cambridge
Analytica, to which Facebook responds with banning the application and sesking
pledge from the app owners to delete all the information they gathered

inappropriately{The Guardian, 2015).

InMarch2aly > A G0 OF YS 2dzi GKFG Cl OSo6221 1ySe |
take the necessary measures for user privacy protecfibe.FacebookCECQassured

the investigaton of the apgdicationsthat we're able to access the data# the users

(The New York Times,2018Not only did Facebook put restrictions dhe
application thatwas able toaccess the user data, limitirmccessto name photo,

and email, but also claimed th&tacebook wuld make it easer for consumers to
recognize the application that has access to their data and then revoke the access

accordingly(Newcomb, 2018)

3.3 Failure to moderate hate speeches

Facebook has traditionally taken a lighter stance on issues like dpetecheghan

on other controversial issues, such that involve nudity, partly because of the belief in
the inherent ambiguity of hateful speech, and partly because of the challenge in
automating the taskHern, 2020)While Facebook has taken action to censontent

and flag hateful speeches, it has stretched its boundaries to escape condemnation
from the US presidentn 2015, Trump, as a presidential candidate, posted a video

calling for a ban on Muslims entering the United States. Facebroegutives refused

to push the post, setting an exemption for political discussion in mébaroskin,

Romm and Timberg, 2020)
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Facebook denied deleting an advertisementOctober 2019, in which Trump's
campaign wrongfully accused Biden of corruption and claimed that the
advertisementdid not breach the company's policy. Facebook \waavily criticized

for ignoring these fake accusers and Hmen pressurized to take actioon political
hate posts by adding various labels to such conf@woskin, Romm and Timberg,
2020)

Once again, in the year 2020, the US President posted through his social media
account, "Wherthe looting startsthe shooting starts."The postwas shaed during

the protests prompted by George Floyd's death. Facebook did not take thavn
post acknowledging the racial background of the phrase. Zuckerberg also wrote that
"the statement was not an incitement to violence, but a warning to state
intervention”(Hern, 2020) Following this announcement by Mark Zuckerberg, 400
companies declined to advertise on this social media platform. Big brands like Coca
Cola, Adidasand Hershey withdreuhemselvedrom Facebook's advertisement
operation. According to thé&ew York Timeghe advertisement makes up 98% of
Facebook's reveniyBort and Bort, 2020)These boycotthave pressurized Facebook

to change its policies and abroad towards anything that can be a threat to even a

small percent othe O 2 Y LJI y & Q &TelB &nd Dudrkin, 2020)
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CHAPTER 4: RESEARCH QUESTIONS

4.1 ResearchQuestions

1. How camagood corporate reputation be achieved?

2. Is reputation ecritical success factor?

3. Should reputation be activeljanagedand how?

4. How cana company witrabad reputationmake strategic changes to improits

reputation?

4.2 ResearclHypothesis

Hi-!' /2 Y LI y & wWoaldsafidz@de $oda dad reputation.

H>-The social media anthe internet have achieved enoughredibility to alter a

O2YLI yeQa NBLWzOFGA2y ®

Hs-There is a strong correlation between the reputation of a companyiasmerall

spendingon marketing.

Hs- The degrading reputation of Facebook would resultha loss of users in the

long run.

4.3. Research Aim

The fundamental aim of the current research is to determine the impact of

reputation managementon # OS6221Qa &Ay1Ay3 NBLIziI (A2

management strategies.
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4.4, Researclobjectives

1 To determine the importance of reputation management f@chGiant like
Facebook.

1 To identify and define the strategies to overcome the sinking reputation of
Facebook.

1 To evaluate the impacof reputation on the investment in the marketing
systems.

1 To find out the effect of a bad reputation in the market.
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CHAPTER 5: RESEARCH METHODOLOGY

5.1: Introduction

This chapter comprises of the varioogethods, philosophies and approaches that
were adopted for this research. This section describes specific technigues
methods that were found appropriatMorrel-Samuelsand Zimmerman2010) The
purpose of this research is to find an objective and méfie solution to the
statement of problem which is achieved by identifying and then following the best
suited techniques for data collection and analysis. Hence, research methodology is
termed as the entire process of selection of various methods forgisearch work.

Two fundamental research methods are employed for the stupgmary and

secondary method§SamuelsBiddle,and Emmett,2008).

5.2: Research method

The preprimary research methods proposed for this study is the quantitative
research méhod. Thisapproachis because dthe large sie of the target population

in the proposed study Facebook users across the globe, and hence using the
guantitative methods help in providing a representation of theommunity.
Furthermore, since quantitative studies primarily examine the relationships between
numerically measured variables with the use of statistical techniques, it becomes
easier to present, summarize, compaand generalize # collected datamaking it
easier for the audience to werstand the results of a studit was also the purpose
behind the plan to use a quanttime approach for this analysi@Maxfield and
Babbie, 2014). The quantitative researchthwa was employed fa this research.

The researcher appliethumerical and statistical tests to the research data to
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generatal the results and preseled them in a graphical format such as tables and
charts.

The quantitative approactvasused for collectingprimary data about how Facebook
users were impacted byA (r&pQtation and what influence does a social media
platform reputation has on the user engagement to the platform or shift to another
trustworthy social media platform. This aspestis completed through a survey
within a section ofFaceboolusers using Facebook for oven years. A survey tool

wasused along with a set of questionnaires thegre sent via analil.

5.3 Research Philosophy

The positivist research philosophy waproposed to be adopte for this research
since it relies on a research concept that basically splits it down into tiny
components that are then systematically evaluated to have an unbiased perspective
on the research subjec{Denscombe, 2014)This philosophical approa¢énds to
maintain greater objectivity in the results of the studyhe focus of the research will

be on several quantifiable facts related to the research topic to determine the social
reality of the impact of brand reputation on customers that use social edoli
communication and form opinions about @ch Giant like Facebook. Tiisposed
research philosophyasachieved via viewpoints and opinions of the users of social

media.

5.4: Research Approach

This study proposes to make use of tbeductive research process that allows
making use of existing researoblated theories to create a theoretical framework
for the collection of primary datgdNg and Coakes, 2014). In other wordke
deductive approach concerns the deduction of conclusifmsn propositions or
proposals. This approach suggests that this study should start with the expected
pattern, and then tested througlobservations¢ which are different from an
inductive approach that begins with observations and ends with patterns én th

observations(Babbie, 2010).

21



The primary advantage of adopting a deductive approach is that it allows for
explaining the causal relationships between concepts and variao¥esich, in this

case F NB LI NILAOALIyYyGa dzaAy3d ClFOSo6221 I YR
guantitative measuring of concepts and has a higher possilfitygeneralizing
research findings to a certain extent. This study proposes to use the current and
existing theories n the research topicwhich will form the basis of research
hypotheses. Those hypothesesere tested at the end of the study by comparing
them with the outcome from both primary and secondary datdecondary
information was collected from a number of lieey sources which are easily and
available to the public and would form the basis for this approach. A fundamental
framework or selection of primary data was developed on the basis of a logical

follow-up to the facts collected in secondary d€¥Welman etal., 2005).

5.5 Sampling Strategy

The purposivesampling method involves a researcher using precise selection criteria
of research participants based on the researcher's knowledge skilts of the
research subjectBryman and Bell, 2011). The purpossanpling technique used in
this study to select the research sample wherein each research participant had to be
active users of Facebook ften yearsand were familiar with the social networking
process and service settings of Facebook. This study tdgetgather a sample of

at least 2QsuchasFacebook users.

While keeping in mind that the numbeaf people in the target populatiorg as
described above, was very large, this study chose to create a representative sample
from among the target population. This study has decided to approach at least 20
Facebook users with the qualities as defined in the above paragraph and confirmed
that they were also in the habit of reading and reviewihg service or reputation of
Faceboolon social media communities. As a part of the process of selection of the
sample, the researcher approached potential participants through social media
platforms with an appeal to join the research. Te@npling strategyvasperformed

because it was eady identify groups and communities within the social media itself
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¢ helping to ensure that the approached potential participants were prolonged
Facebook users and because it was not possible to personally and physically
approach the potential participantsecause of theastrictions imposed due to the
Coronavirus pandemic. The researcher also identified communities and groups on
social media such as platforms such as Facebook and Instagram that were directly
related to research questions.

Following this ppeal to such potential participants, the researcher defined the
purpose of the study. Initially70 people responded and agreed to participate in the
survey. The participants were sent a questionnaire (attached in Appendix) and were
requested to completat. The study only considered those answesich wereby

users who have been using Facebook anddaror more years After reviewng this
condition and the profile of the respondents, the study finally decided to include

responses frond0 respondents ¢ the questionnaire.

5.6: Data Collection

The primary data collection method for the proposed research will be through a
survey of the Facebook users and members of other social media groups and
communities too (Leedy and Ormrod, 2020). The survey wimprise of some
demography related questions while the rest will relate directly to the research
topic. All of the questions will be closmded ones with multiple answers for the
participants to choose from. Each of the answers will also be assignacherical
value as suggested in theikert Scale for the transformation of the primary data

into statistical formats.

Thee were in all 16 questionsthe first question Is around the gender of the
participants.The second and third question asks about the particidaage group

and social media platforms they use, respectively. The next question to participants
asks about the duration of the usage. The fifth and sixth questions ask to rate
Facebookbased onsodalizing and service and privacy, respectively. The seventh
question seeks the useér®A S ¢ | 62dzi a20Alf YSRAIFIQA AYLJN

the reputation of a compangn a scale of 5.
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Further, the participants were questioned about their frequency addbook usage

and there hasbeen a transition over the years in the about of time spent on the
social platform. The transitional change on the amount of tispent wasmade to

be rated on the Likert scale also. The next question dealt with the transifiosage

of Facebook by the participants focusing on the sinking reputation of the company.
Also, whether the current Facebook controversies affected the usage of the platform
was questioned next. The participants were asked to rate whether Facebook should
implement corrective measures to deal with declining reputation axdlate their
change in approach towards the platform if Facebagplies correctiveactions
Further, the view othe participani 2y G KS O2NNBt FdAz2y 27
and its sending on marketing activities is asked. Lastly, the participants were made to
rate their likeness to continue using Facebook.

Secondary datavas collected from past studies and research on the topmnf
sources including published research articles, bopkend any other form of

published and credible sources.

5.7: Data analysis

The descriptive data analysis approach attempts to determine the interaction
between two or more statistical variablesayzed in the study (Saad, 2001). This
research work was especially concerraadl focusedn the use of primary evidence,
which was quantitative. This made it possible to draw data and inferences from it
using statistical methodsStatistical analysis dhe data provided certain findings
that were related to the generalized idea that the study started with, and as well as
the findingsused to provide answers to the research questions. Moreover, in order
to make it easy for the public to grasp the implicais of the review and to view
them in a more understanding way, this research used graphs, charts and tables.
These methods have also been used for input of data and tabulation of survey
results in order to allow as precisaalysis of the data as posstWelman, Kruger

and Mitchell, 2005). The researcher used computer software Excel for compilation

and IBM SPSS Statigtisoftware to analyze the primary data. SPSS stands for
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Btatistical Package for Social Sciebliess exclusively designed to conduct various
tests and analge the data statisticallfArkkelin, 2014)It is one of the mostised
software used for both academic and business work. SPSS not only works for simple
descriptive numbes and complex matricesinalysis but also plots the data the

form of histograms, scatter plotand other meangStehlikBarry, 2017)

The utility of this software is immense as itnwerts the introductory level statistics

and research methods into all kinds of statisticalalgsis. The cosstabulation
analysiswas used to anabe categorical (hominal measurement scale) data, also
called the contingency table analysidrkkelin, 2014) The chisquared test was
conductedthrough the crosgabulation analysigo identify the association of two
categorical variablge generally used to anatg the questionnaire data from a survey
(Bland, 2006)However,the Pearson CHbsquare value cannot be conducted for the
given survey eault because the assumptions weerviolated for all the tests
conducted due tathe absence oad OF t SR @I NA I 6f S® ¢Kdza> K
considered for understanding the association between ordinal or nominal variables
(Bland, 2008)also, the stregth of association was determined by checking the
@l f dzS§ F2NJ / NISNeSkMRZ01IANOV list usesl to determine the
difference between the means of two or more than two independeatiables one

of the variablesis a scale variab{eawrence, 2013 ANOVA cannot be conducted for
this study because the result violatthe assumption, as the analysis requires a scale

variablethat is not present in this cagérkkelin, 2014)

5.8: Time Horizon

To effectively comgte the research, different procedures and tasks have been
carried out according to a timeline, as indicated by academic researchers. The cross
section time horizon method would therefore help to determine the time limitation.
According to academics, eagortion or segment of the analysis will be treated
individually and performed within a defined timelin€hisallowsthe researcher to
accomplish all the work within the specified period or at the least time possible to

carry out effetive and reliable analysis wofkVelman, Kruger and Mitchell, 2005).
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To create an efficient time plan, the researchers divided the entiork into several
smaller parts. For example, conducting an initial literature review and deciding on
the methodology or research methodology, the plausible theories to be used,
scanning past literature for the selection of the best data sources, comipet
comprehensive literature review and noting the main points, developing the best
data sourcesEach of the tasks was set to be completed withistigulated time
frame. But for better utilization of time, the studyasdecided to conduct more than
one of the tasks at a timewhich mandatedhe use of a crossectional time horizon

for the study. For example, while the researcher was conducting the literature,
potential survey participants were also being contacted (Salaberry and Comajoan,
2013).

5.9 Research Limitations

There areseverallimitations to thisresearch. Reputation was seen only from the
point of view of the consumer public. Some can find specific qualities to the
reputation of Faceboolk their formation while the majority of the participants
declared that they are unhappwyith the company's reputation. It should be noted
that the original questionnaire was set out in Ireland. Every component in the
guestionnaire was given equal relative value despite any question that was meant to
gain the most attention from the members tfe focus group. Many of the findings
are exclusive to Facebook. The sample size is limited to 40 particigasit is
essentialto emphasize that theesults are dependent on the size of the survéhe
survey is also limited tBacebook usersysing the platform foten or more thanten

years.

5.10. ResearclEthics

This study focused on the folleup of established research ethics in academic

research. The researcher obtained the consent of the survey particigantestly
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verbally, though, due to time constraints and participants' reluctaridenetheless, a
written undertaking was given via messaging services to the participants concerning
the commitments that the researcher would make to ensure the confidentiality and
protection of the data received, including a promise to keep tlagadprotected in

the researchés personal digital computer for a period of six months or until the
analysis was completed, whichever was earlier, after which the data would be
removed.The researcér also assured the participants that the data they provided,
including any personal data that they chose to disclose, would not be shared with
anyone else but would be used solely for this sty@alaberry and Comajoan, 2013).
Also, the participants werenformed about the purpos®f researchin advance of

the survey so that they coulchake an informed decision about participating in the

study and could exit at any point in time of their choice.
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CHAPTER 6: ANALYSIS

6.1 Introduction

The researctwas conducted through Google surveyand the result of the survey
forms are analyzed using IBM SPSS software. This softwastagstical computer
packagethat performs various datariented tasks to statistically study a variable
(Meyers, Gamstand Guarino, 2013)SPSS stands for Statistical Package for the
Social Sciencesyhich performs severalstatistical procedures and helps in finding
the mean, frequencystandard deviationand errors and also correlation Between
variables as well as linear regressiois packageteaches not only simple
descriptive numbers but also complex analysis of matrices is with multiple variants.
It also makes it easier to plajraphs, histograms, scatter plots, gibarts, etc.
(Lawrence, 2013).

6.2 Analysis:

The datag | Ay Qi R A NIO iBMeSPSS ysaftvavdsRad the data was
imported using Excel spreadsheefll the data that was collected on Google Docs,
in the form of Google surveys, and later downloadedhe form of an excel sheet
which was straighttway imported to the IBM SPSS software for further analysis.
this study, the SPSS software hbden dosen to analyze the data statistically
Because it is a package of its kind whas analyzingboth academic and business
circles. It allows various types of data transformatidgnsadequately serving our
purpose of research. This software wased to desig our study, aswe put in data
for analysis, computing the data in wherein various forms of statisflbas it
enabks interpretation of the results and provides the study with the

recommendations andiscussion.
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The entire survey is not in the form ntimeric variablestherefore, it was essential

to transform the data into numbers representing scores to be analyzed. The
guestion number 12, 3, 4, 8,9, 12& 15 were all recoded o variables and laded

as a new value. As the question number 1 states the different gendeihe
participants the variables wee listed a<0 for female,1 for male and2for prefer not

to say. Similarly, for question 2 age group of the participavdas representedn the

form of various age bars. These age groups were also recordedeinvay of
variables and given new valsithat were 21-25 years were determined as 1,-26

years as 2, 3B5 years as ,and 35+ years as Questionnumber 3 deals with the
different social mdia platforms the participants are using. Thus, each platform was
categorized from one to five new value variables; 1 For Facebook, 2 For Facebook
and Instagram, 3 for Facebook, Instagram, LinkedIn, 4 for Facehustgram
Linkedln WhatsApp and 5 for Bcebook, Instagram, Twitter, LinkedIn. Unlikely, the
4th question asks the participants regarding the duration of Facebook usdgeh

were fixed as per the requirement of the stugdyhich mainly focused omore than

ten years users.The research habeenfiltered accordingly and the surveyswere
provided topeople who are or were using Facebook tem or more thanten years.
Henceforth, the new value label for this group is signified andoded as0. The

next questions, 5 & ,6deals withthe user rating of Facebook on the basics of
socializing and service, and privacy, respectively.stbes were recoded and given

new values; 1 for very unsatisfied, 2 flissatisfied, 3 for neutral, 4 for satisfiednd

5 for very satisfied. Question 7 Seéi (G KS dzaSNDa ©@ASg 2y az20
0dZAf RAY3I YR &AY1Ay3d I O2YLI yeQa NBLIz I
strongly disagree, 2 for disagree, 3 for neutral, 4 for agree and 5 for strongly agree.
The abovestated valueis the same for qustion 11 also, which asks the users

whether the change in Facebook usage is due to its depleting reputation.

Question 8 asks the participants about their frenecy of Facebook usaggirther
categorized into 4 and reoded as0 for daily,1 for monthly, 2 for very rarelyand3
for weekly. Question number 9intends to question the users whether there has
been any transitioal changeover the years in the amount of Facebook usage, whic

was recoded iro two variables and O stands forYeswhile 1 stand for No. The
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participants were then question10, asked to rate the transitional change on a scale
of 1 asaminor change, 2 as beleaverage change, 3 as average change, 4 as above
average changeand 5 as major transitional chang&imilarly,question number 12

and 15enquires the participantsvhether their approach towardsaceboolchanged

or has been affected due to the current Facebook controversies around privacy
breaches and asks their viewser the correlation between a company's reputation
and the amount it spends on marketing, respeely. Both the questions had been
categorized into 3 autoecoded new values a¥.esas0, No asl, and Maybeas 2.

The participants were to rate on the ik scale the likeliness of Facebook usage if
Facebook implements corrective measures and the likeliness of continuing to use
CrO0So0221 AF AlG R2SayQid oljdsSaaAz2y wmn | yR
for these questions were 1 for very unlikelyfd more unlikely, 3 for moderate, 4

for more likely and 5 for very likely.

Then, the frequencies analysis svaun on the recoded new valueand various
frequency tables are obtained for each survey questibime question specifies the
gender of the pdicipants and among the 40 participant21 will females, 18 were
males and 1 preferred not to say. And the frequency table determines that 525%
females, 45% for males and 2.5% rest we're using Facebook for around artérover
years.The next questn looks intodifferent age groups of the participan(sble 2)
wherein 25 Participants (consisting of 62.5% of total) were aged betwee?b21
years, 9 participants were between-30 years (22.5% of the total participants), 2 of
the participants were 0881-35 age group that is 5% of the total participants, and

only 4 participants aged more than 35 years making it a 10% oYkgalle 2.)

Table2: Frequency of participaritage group.

Q2.Pleasespecifyyouragegroup

Cumulative
Frequency  Percent  Valid Percent Percent

Valid 21 - 25 years 25 62.5 62.5 62.5
26 - 30 years 9 22.5 22.5 85.0
31 - 35 years 2 5.0 5.0 90.0
35+ years 4 10.0 10.0 100.0
Total 40 100.0 100.0
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Q2.Pleasespecifyyouragegroup

Figure2: Bar graph of participantgge group.

The frequency tables for questisr3 and 4 were not considered as both the
guestions are fixed as per the need after study. Question 3 deals with is social media
platforms used by the participants in which all the 40 participants selected Facebook
as one of their platforms. Similarly, for questiontBe participants will make the
choose the duration ofhe usage of Facebook. The study is concentradeden

years or more than §ear Facebook users.

The patrticipants but then asked to rate Facebook on the basis of socializingsand
service to whicht was noted that 57.5% of participants thatere 23 of 40 rated
Facebook at 3 on the lak Scale ranging fronl to 5 (Table 3.) Only three by
participants voted for below 3 rating (7.5%) and 14 participants that is 35% of the

total rated Facebook abovaverage, as above 3 on the drikscale(Figure 3.)

Table3Y CNXBIjdzSyOe 2F CI 0S06221Qa NIYXGAy3a 2y Al

Q5.RateFacebookonthebasisofsocialisingandservice

Cumulative
Frequency  Percent  Valid Percent Percent

valid 1 1 2.5 2.5 2.5
2 2 5.0 5.0 7.5
3 23 57.5 57.5 65.0
4 10 25.0 25.0 90.0
5 4 10.0 10.0 100.0
Total 40 100.0 100.0
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The participants were #n us to rate Facebookased onits privacy on the Likert
scale, ranging fronl to 5, in ascending order of satisfaction. It was noted that 24
participantswere making it 60% of the total participants opted for a rating2ofin
comparisonfive more participants (12.5%) believed Facebook to be ratddbased

on its privacy. Moreover6 people (15%) pinned Facebook on the basis of its privacy
as 4 and 2.5% (that is 1 participant) rated Facebook a 5. The rest 10% or 4

participants preferred rating Facebodke 3.

TabledY CNXBIjdzSyOe 2F CI 0S06221Qa NIXGAy3a 2y Al

Q6.RateFacebookonthebasisoftheprivacy

Cumulative

Frequency  Percent  Valid Percent Percent

valid 1 5 12.5 12.5 12.5

2 24 60.0 60.0 72.5

3 4 10.0 10.0 82.5

4 6 15.0 15.0 97.5

5 1 2.5 2.5 100.0

Total 40 100.0 100.0

Q6.

40

Percent

1 2 3 4 5
Q6.RateFacebookonthebasisoftheprivacy

FiguredY . F' NJ NI LK 2F ClF O0S6221Qa NIGAy3d 2y Al
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The next question examined thparticipants views on how strongly social media has
an impact on building or sinkirtge reputation of a companyThe participantsvere
asked to rate theeffect on a scale of 1 to 5 over the Likert sod@egure 5) A majority

of 30 participants, that i§5% of the total, selected 5 indicating this strong belief in
the above statement, 8 people opted for 4 rating and only 2 opted for 3. There were

no participants who selected 1 and 2 as an option to this quegiiable 5)

Table5SY CNXBIjdzSy Oeé a2 A YAR OXIl 2 yY $RpS8@ipny 3 | O2 YL

Qr.
Doyoufeelsocialmediahasanimpactonbuildingorsinki
n

Cumulartive
Frequency Percent Valid Percent Percent

valid 3 2 5.0 5.0 5.0

4 8 20.0 20.0 25.0
5 30 75.0 75.0 100.0
Total 40 100.0 100.0

Percent
B

3 4
Q7.D

Figure5: Bar graph of socialmedizd A Y LI OG0 2y &Meputatd y3 | O2 Y

The participantswere questioned regarding the current frequency of Ebook
usage, 62.5% of the participants (25 of 40) were using Facebook very rarely, while
25% (10 participants) were daily Facebook users. Moreover, there were 7.5% (3
participants) weekly users and 5% (2 of 40 participants) monthly (Jatse 6 &
Figureb).

Table6: Frequency of usage of Facebook.

Q8.IfFacebookisyourplatformhowoftendoyouuseit

Cumulative

Frequency Percent Valid Percent Percent
Valid  Daily 10 25.0 25.0 25.0
Monthly 2 5.0 5.0 30.0
Very Rarely 25 62.5 b2.5 92.5
Weekly 3 7.5 7.5 100.0
Total 40 100.0 100.0
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Figure6: Bar graph of the frequency of usage of Facebook.

The next question was related to the above question, wherein the participants are
guestioned whether they have experienced a transition, over the years, in the
amount of Facebook usag8@lmost 39 or 40 participants (97.5%) believe that there
has been a tmasition over the years in the amount of Facebook usagale only
2.5% that is 1 participant disagreed.

The next question isstcontinuationof the previous questiomnd asksthe Facebook
users to rate tle transitional change on the Likert scale, 1 indicatthg minor
change to 5 indicatinghe major change. This transitional changebassed onthe
amount of time spent on Facebop&nd a majority of 28 participant@hat is 70%
rated a § that is, they hae experienced major transition change over the years
(Figure 7) While only 5 participants (12.5%) of the participants rated the change to
be minor, that is below 3. A percentage of 12.5% of participants (5 participants)

rated this change as, 4nd only B6of participants rated theshiftas 3(Table 7)

Table7: Frequency of the transitional change in Facebook usage.

Qlo.
Pleaseratethetransitionalchangeontheamountoftime
s

Cumulative
Frequency  Percent  Valid Percent Percent

1 2 5.0 5.0 5.0
2 3 7.5 7.5 12.5
3 2 5.0 5.0 17.5
4
5

Valid

5 12.5 12.5 30.0
28 70.0 70.0 100.0
Total 40 100.0 100.0
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Figure7: Bar graph of the transitional change in Facebook usage.

The next question is also interrelated to the previous one and further asks the
participants whether the change in usage of Facebook due to its sinking reputation
and howto justify how likelythey believethe above statemenbn the Likert scale
(Table 8) It was noted that 55%f Facebook users, as in 22 participants, have
restricted their usage of Facebook due its sinking reputation.Few candidates
rated below 3 Likert scale quantjtiput that is just 15% of the users (6 candidates).
On theother hand, 6 participants have rated,4&nd the rest 15% (or 6 participants)
have rated a Figure 8)

Table8Y CNXBIljdzSyOe 2F GNryarAuAz2ylt OKFy3aS RdzS

Qll.
IsthereasonofchangeintheusageofFacebookduetoits

Cumulative
Frequency  Percent  Valid Percent Percent

Valid 1 4 10.0 10.0 10.0
2 2 5.0 5.0 15.0
3 6 15.0 15.0 30.0
4 6 15.0 15.0 45.0
5 22 55.0 55.0 100.0
Total 40 100.0 100.0
E 3
£
1 2 3 4 5
Figure8Y . ' NJ IANJ LK 2F (NI yaAxdAz2ylf OKIy3S RdZ
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The contestantsvere reasoned whether thehange in usage of Facebook is due to
The Facebook controversies around privacy breaches and hate speeches or not. A
majority of 28 candidates thawere 70% of the total participation opted for a yes
and confirmed that these controversies chaffected ther usage. Moreover, there
were only four participants (that is 10%) denied this reason and selected the option
no. Also, there were eight candidates (20%) who were unsure about this refmon

the change and thus selected the option miag, according to theesponsedo the
guestion seekinghe usersview over Facebook implementing corrective measures
on the Likert scaland rate it on the scale of 1 to 5 from unlikely to very likdlyere

were 39 userg97.5%of candidates)who believe thatFacebook should very likely
implement corrective measures and select the scale rating above 3.

In comparisonthe was just 1 candidate (2.5%) that selected the scale rating. of
Thenext question asks the candidates to rate their likeliness of changeeimisage

of Facebook if Facebook implements corrective measures. This is to be rated on the
Likert scale, where 1 stasfbr aminor changeand 5 stands for majaeform (Table

9). It is noted that 65%f people (26 candidates) selected the options ab&ver

major change in their approactvhile 15%of candidates selected the options below

3 that are a minor change in approach. Out of the 40 candidates, 8 candidates

selected option FFigure 9)

Table 9y CNXBIj dzSy O& 2 plemeathtionS of 2cdrte€ive measures.

Ql4.
Howlikelywouldtheimplementationofcorrectivemeas
ures

Cumulative
Frequency  Percent  Valid Percent Percent
Valid 1 2 5.0 5.0 5.0
2 4 10.0 10.0 15.0
3 B 20.0 20.0 35.0
4 23 57.5 57.5 92.5
5 3 7.5 7.5 100.0

Total 40 100.0 100.0
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Figure9Y . F' NJ AN} LK 2F ClF 0S06221Qa AYLX SYSy Gl G

The contestants are later asked to determine there is a correlation between A
company's reputation and the amount spent orarketing, according to ther{Table

10). There were 34 candidate85%)who agreed to this correlation theory and
opted for yes, 2 othe candidates disagree®%)with the correlation and 4 of the
candidates(10%)were not sure about the correlation and opted for mayfiégure

10).

TableloY CNBIljdzSy O0e 2F O2NNBf I GA2y ogeadnsSy |
on marketing activities.

15.
Accordingtoyouisthere%correlationbetweenacompany
Cumulative
Frequency  Percent  Valid Percent Percent
Valid  Maybe 4 10.0 10.0 10.0
No 2 5.0 5.0 15.0
Yes 34 85.0 85.0 100.0
Total 40 100.0 100.0
Q15.Acc gtoyoui ompany

100

Percent

Q15.Accordi
FigurelO: Bar graph othe O2 NNBf | G A2y 0SG6SSy | O2YLI yec

spending on marketing activities.
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The last question was asked regarding the likeliness of the candiftatesrtinuing

with Facebook. On the Likert scale, from 1 to 5, the ratings were in decreasing order
of likeliness: Isignifyingunlikely to continue using Faceboaknd 5 signifyingvery

likely to continue using Facebook. It was noted that 76f€andidates wouldhot
continue to use Facebook and raté below 3, 10%of candidates ratedracebook as

3, and 8 candidates (20%) are likely to continue with Facelf®dable 11 & Figure

11).

Tablell:Frequency of likeliness of participardentinuity to use Facebook.

Ql6.HowlikelyareyoutocontinueusingFacebook

Cumulative
Frequency  Percent  Valid Percent Percent

1 5 12.5 12.5 12.5
2 23 57.5 57.5 70.0
3 4 10.0 10.0 80.0
4
5

Valid

3 7.5 7.5 87.5
5 12.5 12.5 100.0
Total 40 100.0 100.0

Q16.HowlikelyareyoutocontinueusingFacebook

Percent

1 2 3 4 5
Q16.F il

Figurell: Bar graph of likeliness of participahtentinuity to use Facebook.

After conducting the frequency analysis of each response to the questionnaire, the
subsequeh analysis was based on the study of two categorical variables to
determine whether they are associatedth each other or not. For this analysis, we
would performa Chisquared test with additional Fisher's exact test antld Y 8NI &
test. For conducting the Cluquare test, it is essential to have two continuous
variables that are not availablen our study. Therefore, we would be looking at
Fisher's exactest to determine the relatioship between the chosen variables and
Ffaz GKS /[ NI Y&dessthe streRgth ofi thed rélaticin between the

variables.
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Oneway ANOVAannot be usedo analyze the datdecause the data do not fulfill

the criteria thatone of the independentvariablesshould be a continuous variable.

The questionnaire only consists of ordinal and nominal variables and no continuous

(or scale) variablesSimilarly, Pearson csiguare value can also not determine the
relationship betweenthe variable becausexpected frequencies should be at least

5, and all the assumptions are violated while performing the test between difteren
variables¢ KSNBF2NB>X CAaKSNDa 9EI Ol -Square test. OF y 0 ¢
CA &aKSNDa céhéduktédlio détedndinie thé association or relationship between

two divided categorical variable$he alpha value gb or gandard value is 0.05 to
analyze the dataThe strength of the associatiaf two categorical variablesan be
determinedby/ NI YSNRa + GSadod ¢KA&A GdSad OFft Odz |
Y2NB (GKIy HEH® ¢KS / NIYSNDR& + NIy3
association while close to 1 showe strong relationship of the variables.

Different categoricalvariables were analyzed through descriptive statistics and via
crosstabs to get an outcomelhe process started with an assumption of the
relationship by chancehis is called thewll hypothesis (b), that is, more than 0.05

Statistical analysis through A & K S NX) &or tBefranSitionalicBaige ithe dza S N &

dzal 3S 2F Cl 0So0221 G2 ( KeBdnhtorRoliheydreciive 2y C1
measure is 0.025yhich is quite less than 0.05Hence, the null hypothesigH) is
rejected,and the relationship is concluded to be significant. ThdJ Y Svdiedor

the is 1.000 which indicatethe strength of the association to be very strong, as the

p-value is close to 1 or 1 it indicates strong associations between the variables

(Figurel2) (Figure 12)
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anytransitionalchangeinusage * doyouthinkFBshouldimplementcorrectivemeasures
Crosstabulation

doyouthinkFEshouldimple mentcorrectivemeasu
res

strongly
neutral agree agree Total
anytransitionalchangeinu  yes Count 1] 5 34 39
e Expected Count 10 49 33.2 39.0
5% of Total 0.0% 12.5% 85.0% 97.5%
no Count 1 0 0 1
Expected Count .0 1 9 1.0
5% of Total 2.5% 0.0% 0.0% 2.5%
Total Count 1 5 34 40
Expected Count 1.0 5.0 34.0 40.0
5% of Total 2.5% 12.5% 85.0% 100.0%
Chi-Square Tests
Asymprotic
Significance Exact 5ig. Exact 5ig. Point
Value df (2-sided) (2-sided) (1-sided) Probability
Pearson Chi-Sguare 40.000% 2 000 .025
Likelihood Ratio 9.353 2 .009 .025
Fisher's Exact Test 9.683 .025
Linear-by-Linear 17.135° 1 .000 .025 025 025
Association
N of Valid Cases 40
a. 5 cells (83.3%) have expected count less than 5. The minimum expected count is .03.
b. The standardized statistic is -4.139.

Symmetric Measures

Approximate Exact
Value Significance Significance
Nominal by Mominal Phi 1.000 000 025
Cramer's V 1.000 .000 025
M of Valid Cases 40
Bar Chart
40 Fﬂimuldlmpl!ﬂmakﬂlv!mqliur!i
Bneutral Magree y strongly
agree
30
-
c
3
g
10
o I
yes no

anytransitionalchangeinusage

Figurel2: Crosstabulation (1).

A 2 7

Although statistical analysis K N2 dzZ3 K FAaKSNNa SEFOG dGdSad ¥
usage to the reason fahe OK I y3S Ay dzal 3S G2 06S CI OSo62:+
0.004 that is less than 0.05, indicating that the frequency of usage is related to
CI0S0221Qa NBO&LIGAYVAY d KEK dEd IOHS Bl is tha S Keé
two categorical variables are mlantl Yy R NB 2S00 Ay 3 { KSTha’b dzf €

/I N} YSNR& =+ @I f dzS T2 NJ, wihKifs nkad B GvéhichithnNae | 6 f S &
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considered as a not so strong association or highly unlikely to be calb¢d

associatedqFigure 13)

howoftenyouuseFB * isthereasonforchangeduetoFBsinkingreputatio

n
Crosstab
isthereasonforchangeduetoFBsinkingreputation
strongly strongly
disagree disagree neutral agree agree Total
howoftenyouuseFE  daily Count 3 1 2 2 2 10
Expected Count 1.0 5 1.5 L5 5.5 10.0
% of Total 7.5% 2.5% 5.0% 5.0% 5.0% 25.0%
weekly Count V] 1 2 0 0 3
Expected Count .3 .2 .5 .5 1.7 3.0
% of Total 0.0% 2.5% 5.0% 0.0% 0.0% 7.5%
monthly  Count 0 0 0 0 2 2
Expected Count .2 .1 .3 3 1.1 2.0
% of Total 0.0% 0.0% 0.0% 0.0% 5.0% 5.0%
other Count 1 0 2 4 18 25
Expected Count 2.5 1.3 3.8 3.8 13.8 25.0
% of Total 2.5% 0.0% 5.0% 10.0% 45.0% 62.5%
Total Count 4 2 6 3 22 40
Expected Count 4.0 2.0 6.0 6.0 22.0 40.0
% of Total 10.0% 5.0% 15.0% 15.0% 55.0% 100.0%
Chi-Square Tests
Asymptotic
Significance Exact Sig. Exact Sig. Point
Value df (2-sided) (2-sided) (1-sided) Probability
Pearson Chi-Square 25.549% 12 012 .020
Likelihood Ratio 24.251 12 019 .009
Fisher's Exact Test 22.021 004
Linear-by-Linear 11.738b 1 001 000 000 000
Association
N of Valid Cases 40

a. 18 cells (90.0%) have expected count less than 5. The minimum expected count is .10.
b. The standardized statistic is 3.426.

Symmetric Measures

Approximate Exact
Value Significance Significance
Nominal by Nominal  Phi .799 012 020
Cramer's V' 461 012 020
N of Valid Cases 40
Bar Chart
IsthereasonforchangeduetoF BsInKIngrepuwto
20 "
mstrongly  Hneutraly strongly
. disagree Hagree agree
® disagree
15
-
=
3
o 10
5

em B Dol

daily weekly monthly other

howoftenyouuseFB

Figurel3: Crosstabulation (2)

The subsequeh statistical analysis was considered between the frequency of
Facebook usage dnthe reason for the transitional change in usage to be the
Facebook controversies around privacy breaches and hate speeuitethe Fisher's

exact test value was 0.00wvhich is less than 0.05 rejecting the null hypothdsis.
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+

, Which WzBoreltéwardsd®pecand indicates timdluential

association of the two variables compared (Figure 14)
howoftenyouuseFB * isthecurrentFBcontroversiesareasonforthecha
nge
Crosstab
isthecurrentFBcontroversiesareasonforthechan
yes no maybe Total
howoftenyouuseFB  daily Count 4 5 1 10
Expected Count 7.5 1.5 1.0 10.0
% of Total 10.0% 12.5% 2.5% 25.0%
weekly Count 1 0 2 3
Expected Count 2.3 .5 3 3.0
% of Total 2.5% 0.0% 5.0% 7.5%
monthly  Count 2 0 0 2
Expected Count 1.5 3 .2 2.0
% of Total 5.0% 0.0% 0.0% 5.0%
other Count 23 1 1 25
Expected Count 18.8 3.8 2.5 25.0
% of Total 57.5% 2.5% 2.5% 62.5%
Total Count 30 6 4 40
Expected Count 30.0 6.0 4.0 40.0
% of Total 75.0% 15.0% 10.0% 100.0%
Chi-Square Tests
Asymptotic
Significance Exact Sig. Exact Sig. Point
Value df (2-sided) (2-sided) (1-sided) Probability
Pearson Chi-Square 25.124% 6 .000 .002
Likelihood Ratio 19.050 6 004 .003
Fisher's Exact Test 17.728 001
Linear-by-Linear 8.410° 1 -004 -003 003 .001
Association
N of Valid Cases 40
a. 10 cells (83.3%) have expected count less than 5. The minimum expected count is .20.
b. The standardized statistic is -2.900.
Symmetric Measures
Approximate Exact
Value Significance Significance
Nominal by Nominal  Phi 793 .000 .002
Cramer's V .560 .000 .002
N of Valid Cases 40
Bar Chart
25 Facontroversiessessomfortheckange
Byes Eno B maybe
20
o 15
3
8
10
s
daily weekly monthly other
howoftenyouuseFB

Figurel4: Crosstabulatior3)

The analysis is conducted between the usage frequency of Facebook and the user's
rating based ornFacebook's privacy, to which the Fisher's exact test value was,0.000
FYR GKS / NI YSNDa gt dzS 4| noéndppd CAa

compared to the standard value that is 0,0fdicating association Facebook's

~

+ a
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determines the asociation of the two variables to be very strofijgure 15)

ratefacebookonprivacy * howoftenyouuseFB Crosstabulation
howoftenyouuseFB
daily weekly monthly  wvery rarely Tortal
ratefacebookonprivacy  very unsatisfied Count 2 (] o 3 5
Expected Count 1.3 4 3 3.1 5.0
% of Total 5.0% 0.0% 0.0% 7.5% 12.5%
unsatisfied Count 1 1 2 20 24
Expected Count 6.0 1.8 1.2 15.0 24.0
% of Total 2.5% 2.5% 5.0% 50.0% 60.0%
neutral Count 2 2 1] 0 4
Expected Count 1.0 3 .2 2.5 4.0
% of Total 5.0% 5.0% 0.0% 0.0% 10.0%
satisfied ‘Count 4 0 1] 2 6
Expected Count 1.5 .5 3 3.8 6.0
% of Total 10.0% 0.0% 0.0% 5.0% 15.0%
very satisfied Count 1 (v] ] 1] 1
Expected Count .3 .1 1 .6 1.0
% of Total 2.5% 0.0% 0.0% 0.0% 2.5%
Total ‘Count 10 3 2 25 40
Expected Count 10.0 3.0 2.0 25.0 40.0
% of Total 25.0% 7.5% 5.0% 62.5% 100.0%
Chi-Square Tests
Asymptotic
Slgmfl_cance Exact Sig. Exact Sig.
Value df (2-sided) (2-sided) (1-sided)
Pearson Chi-Square 29.869% 12 003 016
Likelihood Ratio 28.892 1z .004 .001
Fisher's Exact Test 27.223 .000
Linear-by-Linear 8.333b 1 .004 .003 .002
Association
N of Valid Cases 40
a. 18 cells (90.0%) have expected count less than 5. The minimum expected count is .05.
b. The standardized statistic is -2.887.
Symmetric Measures
Approximate Exact
Value Significance Significance
Nominal by Nominal Phi 864 .003 016
Cramer's V 499 .003 .016
N of Valid Cases 40
Bar Chart
2 howoftenyouuseFB
Hdaily
Wweekly
W monthly
Hother
15
-
<
2
g v
5
0
very unsatisfied  neutral satisfied very
unsatisfied satisfied
ratefacebookonprivacy

Figurel5: Crosstabulation (4)

Fisher's exact test conducted between the participapesrception d social media's

/ NI Y S

impact on building and sinking reputation of a company and Facebook's reputation
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being the reason fothe change in usage of the platform. The test value was Q.026
which rejects the null hypothesis {HAnd accepts the alternative hypothsgH),
which states that there is a significant relationship between the two variables. The
/ N} YSNDR& =+ @I f dzS, whiéh ingfcatés §hat thé 2ariablé&s are at 1 o

entirely unassociated to each other, but the relationship is mode(atgure 1

socialmediaimpactonbuildingnsinkingreputation * isthereasonforc
hangeduetoFBsinkingreputation

Crosstab
isthereasonforchanged uetoFBsinkingrep utation
strongly strongly

disagree  disagree  neutral | agree agree Total
socialmediaimpactonbui  neutral Count 0 0 [ 1 1 2
Idingnsinkingre putation EpE e 5 E 5 5 T 20
% of Total 0.0% 0.0% 0.0% 2.5% 2.5% 5.0%
agree Count 2 ] 2 3 1 8
Expected Count -8B -4 1.2 1.2 4.4 8.0
% of Total 5.0% 0.0% 5.0% 7.5% 25%  20.0%
strongly agree _ Count 2 2 4 2 20 30
Expected Count 3.0 1.5 4.5 4.5 16.5 30.0
% of Total 5.0% 5.0%  10.0% 5.0% 50.0%  75.0%
Total Count 4 2 6 6 22 40
Expected Count 4.0 2.0 6.0 6.0 22.0 40.0
% of Total 10.0% 5.0%  15.0%  15.0% 55.0%  100.0%

Chi-Square Tests

significance Exact Sig. Exact Sig Point
(2-sided)

Value df (2-sided) (1-sided) Probability
Pearson Chi-Square 12.990% 8 .11z 154
Likelihood Ratio 13.498 8 .096 078
Fisher's Exact Test 14.008 026
Linear-by-Linear 1.002° 1 .296 358 177 .045
Association
N of Valid Cases 40

a. 14 cells (93.3%) have expected count less than 5. The minimum expected count is .10.
b. The standardized statistic is 1.045.

Figure16: Crosstabulation (5)

hy O2yRdzOGAYy 3 CA & KSNm@ricipdtE Viel on shctabniediasS i 6 S S
impact on a company's reputatiorto their opinions on the CIF 0S6221 Qa
implementation of corrective measures to improve the reputatidime p-value was

0.03b. That's the null hypothesis {}it rejected, and the variables are expected to
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