
Abstract

An Examination of Consumers Social Media Trust in the Wake of the Facebook and 
Cambridge Analytica Scandal

Joseph Lincoln Edwards
Professor Amy Macmillan

Department of Economics and Business, Kalamazoo College (2019)

Methodology & Materials

Conclusion

Introduction Results

Acknowledgements

I would like to extend my thanks to professor 
Amy Macmillan. She helped me find my topic 
and was there for me throughout this entire 
process. I would also like to thank Dr. Tim 
Moffit for helping me with my research 
process and my writing skills. Finally, I would 
like to thank my friends and family for always 
supporting and believing in me.

The purpose of this study is to explore and 
track changes in consumer trust on Facebook 
during the company’s ongoing scandal. This 
study examines the scandal between 
Facebook and Cambridge Analytica with the 
data mining of 87 million Facebook 
consumers. The hypothesis of this study 
states as follows: The Facebook and 
Cambridge Analytica scandal will result in 
little to no harm or damage to Facebooks 
reputation and consumers will continue to 
use the platform knowing that their data is 
being taken. The conclusion has been 
determined that after the scandal broke, the 
decrease in the user rate of Facebook was so 
small that it will make little to no noticeable 
damage to Facebook’s profits or reputation 
that affects the user rate of the platform. 

From a simple Facebook game, to a 
presidential campaign, Facebook has been 
through it all. The question that stands is, 
will they learn from their mistakes? 
Facebook has been dominating the news 
cycle for what it feels is years now. Scandal 
after scandal, yet nearly a third of America 
is still on the site. Why? Facebook has been 
accused of data mining over 87 million 
users accounts and selling this information 
to companies without the users consent.  
Yet they still remain the top platform in the 
world with over one third of the United 
States using the platform today. So what 
are they doing right? How do they 
maintain such a high amount of user with 
this many scandals? While they have been 
doing so many things wrong, they must be 
doing something right.

This study used a convenient sample for these 
surveys. Using multiple surveys was the best 
way to track a change in consumer trust 
towards Facebook. The first survey that was ran 
from early June into late July. The second 
survey was put into place in late August. The 
majority of the survey responses that were 
received form the first survey was received in 
June and very early July. There were only a 
handful of responses received past July 4th. This 
gave the consumers of my survey time after the 
survey to let news unfold about Facebook and 
the continuing investigation into any wrong 
doing by the social media giant. 

This study shows how consumer trust does or 
does not change when a scandal hits a company. 
The research and findings demonstrate that 
scandal can cause trust to disappear just as 
quickly as it was afforded, despite the labor and 
effort invested in building and maintaining a 
company’s image. Through an examination of 
Facebook’s behavior and response to the scandal, 
this study also alludes to continued issues with 
consumer trust in the company’s future. It 
demonstrates how Facebook could become the 
first real breakdown of a social media platform 
that will be heavily studied and applied to other 
social media platforms. 

These results show that:

These results show that the younger the age of the participant, the 
more likely they are to have a social media account on another 

platform that is not Facebook and has an easier time adopting a new 
preferred form of social media. As the age of the participant increases, 

Facebook becomes the preferred platform.

48.8 % of consumers do not understand what their Facebook 
privacy settings and terms of conditions are. Yet, roughly 48% do 

not trust Facebook with their information.


