
/17

INVESTIGATING THE EFFECT OF 
ATTRIBUTES ON USER TRUST IN 

SOCIAL MEDIA
Jamal Al Qundus
PhD. Student at Freie Universität Berlin

02.09.18 Jamal Al Qundus 1



/17

Outline
•  Introduction

•  Research Issue
•  need

•  Background
• Use Case
•  Proposed Solution

•  Approach
•  Solution Evaluation

•  Results
•  Further Work

02.09.18 Jamal Al Qundus 2



/17

Introduction: Situation
•  Growing of social media

–  Developing of communication
•  Internet and devices availability

–  Diversity of social media
•  Entertainment, but Investment, medicine etc. 

•  Changing the source and the way we receive 
information
–  One-to-Many to Many-to-Many
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Introduction: Issue
•  How do you deal with information provided 

before you consume it? 

•  What do you need to know about a 
statement for making a decision?

–  Who is the author 
• Role, reputation etc.

–  Others’ experience 
• Review, comments etc.
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Introduction: Issue
•  What does “Consuming” mean?
•  It is an activity that is triggered by a 

human-merit
•  This activity indicates the process that so 

called trust
•  This process supports an entity in taking a 

critical decision based on a given 
information 
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Introduction: Need
•  We now need a formula that classifies a 

given information in terms of trust.

•  Trust is a human-merit recognized by 
activities.

•  There is a lot of information and many 
activities in social media. A representative 
of these social media is Genius.
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Background: Prop. Solution
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•  α = β = γ = ⅓
•  Stability: number of edits
•  Credibility: reader-review
•  Quality: author-review 

Trust Value (ω) Trust Class
ω ≥ 15 Very Trusted (VT)

15    > ω ≥ 13.5 Trusted (T)
13.5 > ω ≥ 12 Untrusted (U)
ω < 12 Very Untrusted (VU)
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Approach: Conjoint Analysis
•  Discrete Choice Conjoint approach (DCC) is 

applied
– A design task, in which respondents 

repeatedly select one concept

–  Fractional Factorial Design (½)

–  Every web user can participate
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Approach: Resp. Distribution
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Approach: Survey
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Attributes

Concept

Task

Levels Profile

Full profile: 43 = 64 combination
Fractional Factorial: 64/2 = 32 concepts
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Approach: Example
•  The process running for calculating 
the attributes relative importance

-  Attribute: statement’s property
-  Level: one possible attribute’ value
-  Selected: selection frequency
-  relative Importance: attribute’s preference
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Attribute Level selected rel. 
Importance

Comment 
0 2

29%2 33
5 44

10 62

Reader 
Rating

0 5
33%10 24

30 39
70 72

Author
Rating

-100 1
39%0 7

1000 52
2000 80
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Approach: Example
•  The process running for calculating 
the attributes relative importance

•  relative Importance:

a: attribute, l:level, S: selected 
•  Example 

–  a: comment  
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Results
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Results
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Trust Model

Evaluation
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Further work
•  (Short text) annotation’s insights

– Reconstruct the classification based on:
• Text-embedded features using

–  Natural-Language-Processing for
–  Syntactic and semantic analysis as

»  Part-of-Speech
»  Readability Indexes
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Thanks!!!
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