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ABSTRACT

ThisarticlecombinesqualitativeandquantitativeanalysistostudytheethicalissuesofBigDatain
socialmedia,especiallyinevaluatingwebsites.First,thisarticlediscussestheBigDataethicsof
evaluationwebsites,andfindsthattherearesomeproblemsintheevaluationwebsites,suchasfalse
information,hiddeninformation,andlackofuserinformationprotection.Second,thisarticleuses
questionnairestoinvestigatetheawarenessofusersofdifferentgendersandagesontheevaluation
websiteandtheirpersonalinformationprotectionconsciousness.

KEyWORDS
Big Data, Ethics, Evaluating Websites, False Information, Hidden Information, Information Protection 
Consciousness, Privacy, Social Media

1. INTRODUCTION

1.1 Background
WiththedevelopmentoftheInternet,moreandmorepeoplebegintousesocialmedia.Asamedium,
socialmediaprovidesuserswithmanyconveniences,butatthesametime,italsorecordsanddiscloses
users’personalinformation.Datastoredinsocialmediaisofgreatvalueandmanydifferentdisciplines
arefocusingontheanalysisofsocialmediadata(Stieglitzetal.2018).Marti,SerranoandNolasco
(2018)saidthatlocation-basedsocialnetworkanalysishasbecomeapromisingresearchmethodand
attractedwideattention.Bigdataanalysisisbeingcarriedoutinmanydisciplines,andtheethical
issuesrelatedtobigdataanalysishavealsoattractedmuchattention.

1.2 Research Aim
Withthepopularizationofbigdataanalysis,moreandmorepeoplebegintofocusontheethicalissues
ofbusinessanalysis.Thispaperfocusesontheethicalissuesofbigdatainsocialmedia.Inparticular,
wewillfocusonevaluationwebsitesanddothefollowingtwopartsonthebasisofpreviousstudies.

Firstly,thisarticleexplorestheethicalissuesofsocialmedia,especiallythebigdataofevaluating
websites.Weclarifytheproblemsexistinginevaluatingwebsites,thecausesoftheproblemsand
possiblesolutions.

Secondly,byusingthesurveydatacollectedbythequestionnairetoevaluatetheaccuracyof
websiteinformation,thispaperanalyseswhetherconsumersareawareoftheethicalissuesofevaluating
website data and the importance consumers attach to the protection of personal information. In
particular,thispaperwillalsoclassifytherespondentsaccordingtodifferentgenderandagestages,
inorder tomakemoreaccurate recommendations.Thecontentof thequestionnaire includes the
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wayusersgetinformation,thebasicknowledgeofevaluatingthewebsiteandtheattentiontousers’
privacy.Byclassifyingandanalyzingtherespondents,wecanunderstandtheattitudesofdifferent
genderandagegroupstowardsfalseandhiddenevaluationofevaluationwebsitesandprotectionof
users’personalinformation.

Through the research, thispaperhopes tohelp themanagement and stakeholdersof review
productsunderstandtheneedsofusersandhelpthembettermanageproductsandformulatestrategies.
Ontheotherhand,thispaperalsoprovidesreferencesforenterprisesororganizationsthatarerelated
tothisstudy.

2. LITERATURE REVIEW AND RELATED WORK

2.1 Social Media Analytics
Holsapple,Hsiao,andPakath(2018)believedthatsocialmediaisanimportantpartoftheInternet.In
additiontopersonaluse,theanalysisofthevastamountofinformationstoredinsocialmediahelps
companiesmaintaintheircompetitiveedge.Atthesametime,theydefinesocialmediaanalysisin
businessascollectingrelevantmediadataandanalyzingdatatosupportbusinessactivities.

He et al. (2015) suggested that enterprises can use social media analysis to improve user
experiencebyanalyzingusersentimentonsocialmediatodeterminewhichsectorstheyleadorlag
behindinthesameindustry.Ghaniaetal(2018)believedthatwiththepopularityoftheInternet,
bigdataanalysishasbecomeahotresearchfield.Theydivideemotionalanalysisintothreelevels:
aspects,documentsandsentences.

Holsapple,Hsiao, andPakath (2014) redefined socialmedia analysis inbusiness.Theyadd
externalenvironmentandinternalorganizationalstructuretothetraditionaldefinition(focusingsolely
onuserperception).Atthesametime,thisarticleclaimedthebenefitsofsocialmediaanalysis,suchas
improvingcorporatedecision-making,enhancinguserexperience,reputationmanagement,andsoon.

Fuchs(2017)arguedthatintheanalysisofsocialmediadata,weshouldpayattentiontothe
standardizationofdata.Thecooperationbetweencomputerscientistsandsocialscientistscanwell
combineempiricalbigdataanalysisandcriticaltheory.

Ersoy (2018) explored whether consumers’ perception of social media ethics will affect
consumers’ preferences. The results show that ethical policies and reputation of enterprises are
positivelycorrelatedwithconsumerpreferences,thatis,themoreethicalenterprisesare,thebetter
theirperformanceis.

Lee(2017)discussedfourwaysofsocialmediaanalysisincludingreal-timecustomeranalytics,
non-real time customer analytics, real time competitive analytics and non-real-time competitive
analytics.Atthesametime,heindicatedthatthereexitseveralissuesinsocialmediaanalyticssuch
asbiasinsocialmediadata,selectionofgoodmetricsandunstructuredsocialmediadata.

Chang(2017,2018)introducedamethodofsocialnetworkanalysis,calledInternetofPeople.
Heillustratedavisualizationtechnologyfordataanalysisandusedsixfunctionsofthetechnologyto
analyzethedata.Thispaperalsodemonstratedthatbettersocialnetworkscanhelpbuildingupbetter
communitiesandethics.YaoandChang(2015)studiedthetrustbuildingofcloudgamesbycollected
datafromBeijingandShanghai,thetwomostpopulouscitiesinChina.Theresultsshowthatthereare
competitionsaboutcloudgamesinBeijingandShanghai,anddoinglargescalesurveysisimportant
toknowthefeedbackandthoughtsfromactivecommunitymembers,suchasvirtualreality/games.

2.2 Ethical Issues on Social Media
Changetal.(2016)introduceanewenterprisecloudcomputingsystem,whichprovesthattheresearch
basedonbigdatamakestheenterprisemoreflexible,efficientandcompetitive.Hissurveyshowsthat
theimportanceofprivacyprotectionisincreasing.Enterprisesshouldinvestmoremoneytomake
themfollowbettersecurityprotectionschemeswhiledoingdataanalysis.
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