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EMOTIONS OR FACTS? THE SIGNIFICANCE OF EMOTIONS IN USER FEEDBACK ON VINTED
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Due to the increasing popularity of the Vinted platform, it is important to understand the dynamics of user interactions, particularly the impact of user feedback on purchasing decisions. The aim of my thesis was to examine the usefulness and influence of feedback about sellers.
In my research, I applied a mixed methodology: qualitative content analysis and quantitative online survey research. The participants (195 individuals) evaluated four different styles of simulated feedback along the dimensions of emotion and polarity. The feedback was measured along four factors: usefulness, perceived rationality of the reviewer, perception of the seller, and purchase intention.
Repeated measures ANOVA was used to test the hypotheses. The results showed that users value textual feedback about sellers, and such feedback significantly influences their purchasing decisions. Emotionless feedback was perceived as more useful and rational, while emotionally charged feedback negatively impacted perceptions of the seller and purchase intent.
The research provides valuable insights not only for users but also for Vinted, shedding light on the importance of feedback presented on the platform.



