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1. INTRODUCTION

In an increasingly competitive marketplace, consumers are often faced with an
overwhelming number of product choices. To simplify decision-making, consumers
rely on external cues such as reviews, ratings, and certifications. Among these, rating
systems play a crucial role in shaping consumer perceptions, influencing trust, and
ultimately affecting purchase decisions. One emerging trend in product labeling is
the use of "bee rating systems," which symbolize different levels of quality,
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sustainability, or environmental impact. Such systems assign a rating often depicted
as a varying number of bees to indicate the product’s compliance with specific
standards or consumer expectations.

Bee rating systems are particularly prevalent in industries such as organic food,
cosmetics, eco-friendly products, and ethical consumer goods. These ratings aim to
provide a quick and visually appealing method for consumers to assess product
quality. However, despite their growing presence, little research has been
conducted on how these rating systems affect consumer behavior, particularly in
terms of trust, perceived value, and purchase intentions.

This study seeks to fill this gap by exploring how consumers interpret and
respond to bee ratings, the psychological mechanisms underlying their decision-
making process, and the extent to which such rating systems influence consumer
trust and purchase choices. By understanding these factors, businesses can optimize
their rating strategies to better align with consumer expectations and enhance
market performance.

1.1. SIGNIFICANCE OF THE STUDY

This research is significant for several reasons. First, it contributes to the
growing body of knowledge on consumer behavior by investigating the impact of
visual rating systems, specifically bee ratings, on purchase decisions. Unlike
traditional star ratings or numerical scores, bee ratings introduce an element of
ecological consciousness and ethical considerations, making it essential to
understand their effectiveness.

The findings of this study can provide valuable insights for businesses,
marketers, and policymakers. Companies using bee rating systems need to ensure
their effectiveness and credibility to maintain consumer trust. Understanding how
these ratings influence consumer choices can help businesses optimize product
labeling strategies and enhance brand reputation. Furthermore, this research has
implications for consumer protection organizations and regulatory bodies. If bee
rating systems significantly impact consumer choices, it is essential to establish
guidelines to ensure their transparency and prevent misleading or deceptive
marketing practices.

Lastly, as consumers become more environmentally and ethically conscious,
businesses must adapt to changing preferences. This study will help identify
whether bee ratings align with consumer values and how they can be effectively
integrated into marketing strategies.

1.2. RESEARCH QUESTIONS
1) How do bee ratings affect consumer trust and product perception?
2) Do bee ratings influence consumers’ decision to buy a product?
3) What psychological factors make consumers rely on bee ratings?
4) How do different groups of people react to bee ratings?
5) What are the possible problems with using bee ratings in marketing?

1.3. OBJECTIVES OF THE STUDY

1) Tounderstand how consumers see bee ratings and how they affect trust
and product buying decision.
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2) To study how bee ratings influence buying decisions.
3) To find out why consumers rely on bee ratings.
4) To see how different groups of people respond to bee ratings.

5) To suggest useful advice to businesses and policymakers on using bee
ratings effectively

By addressing these objectives, this study seeks to provide a comprehensive
understanding of the impact of bee rating systems on consumer decision-making
and offer actionable insights for businesses aiming to enhance consumer
engagement and trust.

2. LITERATURE REVIEW

Consumer decision-making is influenced by various factors, including branding,
reviews, social proof, and rating systems. As businesses increasingly use visual
rating cues like bee rating systems to communicate product quality, it is essential to
understand how consumers process such information and how it impacts their
purchase decisions. The Elaboration Likelihood Model (ELM) serves as a theoretical
framework to explain how consumers interpret and respond to bee rating systems,
leading to hypothesis formation.

The Elaboration Likelihood Model (ELM), proposed by Petty and Cacioppo
(1986), suggests that consumers process information through two distinct routes:
Central Route Processing: Consumers carefully evaluate information, analyze its
credibility, and make informed decisions. This occurs when individuals have high
motivation and ability to process the information. Peripheral Route Processing:
Consumers rely on superficial cues, such as product ratings, brand reputation, or
visual symbols, rather than critically evaluating details. This occurs when
motivation or ability to process information is low. In the context of bee rating
systems, consumers may process these ratings through either route. If consumers
perceive bee ratings as a credible and meaningful quality indicator, they will process
them through the central route, leading to informed decision-making Petty and
Cacioppo (1986). If consumers use bee ratings as a simple heuristic or shortcut, they
will rely on the peripheral route, meaning higher ratings may directly lead to
increased purchase likelihood, even without deeper analysis Chen and Chaiken
(1999).

Trust plays a crucial role in consumer decision-making, particularly when
relying on rating systems Gefen (2000). Research suggests that higher ratings
enhance consumer trustin a product or brand Kim et al. (2008). The number of bees
displayed on a product may serve as a credibility cue, influencing consumer
perceptions of quality. This led to formation of the hypothesis.

e H1: Higher bee ratings will positively impact consumer trust and
perceived product quality.

Previous studies on rating systems Chevalier and Mayzlin (2006) indicate that
consumers are more likely to purchase products with higher ratings, as they
associate them with better quality and lower risk. In this consumer may view a
product with a high bee rating as superior in sustainability, ethics, or health benefits,
leading to increased purchase intention. This led to formation of the hypothesis.

e H2: Higher bee ratings will lead to a greater likelihood of purchase.

Consumers often rely on heuristics (mental shortcuts) when making
purchasing decisions Tversky and Kahneman (1974). The "halo effect” suggests that
consumers may generalize positive attributes (e.g., eco-friendliness, quality) based
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on a simple visual cue like a bee rating Thorndike (1920). This is particularly true
when consumers lack prior knowledge about the product. This led to formation of
the hypothesis.

e H3: Consumers with lower product knowledge will rely more on bee
ratings when making purchase decisions.

Research suggests that different demographic groups process rating
information differently Baker and Churchill (1977). Younger consumers and those
with higher environmental awareness may be more influenced by bee ratings, as
they are generally more responsive to sustainability cues Hartmann et al. (2012).
This led to formation of the hypothesis.

o H4: Younger consumers and environmentally conscious individuals
will be more influenced by bee ratings.

Despite their advantages, rating systems can have limitations. Research on
rating credibility Filieri (2016) suggests that if consumers perceive rating systems
as inconsistent or unreliable, their trust may decline. Additionally, if too many
products have high ratings, the effectiveness of differentiation may be reduced. This
led to formation of the hypothesis.

o H5: Lack of credibility in bee ratings will reduce their influence on
consumer decisions.

The Elaboration Likelihood Model (ELM) provides a strong theoretical
foundation for understanding how bee rating systems impact consumer behavior.
Based on prior research, this study proposes five hypotheses examining the
relationship between bee ratings, trust, purchase intention, consumer psychology,
demographics, and rating credibility. The findings of this study will contribute to the
growing body of knowledge on visual rating systems and their role in shaping
consumer behavior.

Figure 1: Elaboration Likelihood Model (ELM) Theory

Central Route
Processing

Trust, Perceived
Quality, Intention

BEE RATINGS

Peripheral Route
Processing

Product Knowledge,
environmentally
conscious, Lack of
credibility

3. RESEARCH METHODOLOGY

This study adopts a quantitative research design to examine the impact of bee
rating systems on consumer purchase decisions. A survey-based experimental
approach was used to analyze how different rating levels influence consumer trust,
perceived product quality, and purchase intention. The study follows a experimental
design, where participants were exposed to different product scenarios featuring
varied bee rating levels i.e low, medium, and high ratings. Consumer responses were
collected through structured questionnaires, ensuring a systematic investigation of
their decision-making process.
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The data for this study was collected through an online survey conducted with
192 participants, selected using a non-probability convenience sampling technique.
The sample consisted of a diverse mix of individuals across different age groups,
genders, educational backgrounds, and levels of environmental awareness. The
survey included a series of structured, closed-ended questions designed to measure
key variables such as consumer trust, perception of quality, and willingness to
purchase. Additionally, demographic information was collected to analyze
variations in responses among different consumer groups.

The study incorporates two types of variables: independent, and dependent
variables. The independent variable is the bee rating level, categorized into low,
medium, and high ratings. The dependent variables include consumer, perceived
product quality, and purchase intention. Control variables such as age, gender,
education level, environmental consciousness, and prior product familiarity were
included to minimize external influences and provide a more accurate analysis of
the rating system’s effects.

To analyze the collected data, statistical and empirical methods were applied
using SPSS and regression analysis. First, descriptive statistics were used to
summarize the data, including mean, standard deviation, and frequency
distribution. Next, Cronbach’s alpha was applied to assess the reliability of survey
scales. Additionally, linear regression analysis was employed to test the study’s
hypotheses, with bee ratings as the predictor variable and consumer trust, product
quality perception, and purchase intention as dependent variables. Demographic
factors and environmental awareness were included as control variables to identify
any moderating effects. Statistical significance was determined using p-values (p <
0.05) to validate the findings. The findings will contribute to understanding how
visual rating systems shape consumer trust and decision-making, offering insights
for businesses and policymakers to optimize their marketing strategies.

4. DATA ANALYSIS
4.1. DESCRIPTIVE STATISTICS

The descriptive statistics reveal that the sample predominantly consists of
young consumers, with an average age of 20.6 years and a standard deviation of 5.93
years, indicating that most respondents are students or early-career professionals.
The gender distribution is highly skewed, with 174 male respondents and only 18
female respondents, suggesting potential gender bias in the dataset. In terms of
education, the average respondent has completed 15.57 years of schooling, aligning
with an undergraduate-level education, indicating a well-educated sample. Income
levels vary significantly, with an average monthly income of 329,271 and a high
standard deviation of ¥29,024, highlighting a mix of lower and middle-income
earners.

The majority fall within the below 20,000 income category, reinforcing the
presence of younger participants with limited financial independence. These
demographics suggest that the study largely captures the perceptions of young,
educated, and predominantly male consumers with modest income levels, which
may influence their attitudes towards BEE ratings and energy-efficient purchasing
decisions. Future research should consider a more balanced sample to enhance the
generalizability of the findings across different age, gender, and income groups.
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4.2. DESCRIPTIVE STATISTICS - STUDY VARIABLES
Table 1

Awareness of BEE Ratinis 3.02 1.31 1 5

Purchase Intention 2.9 1.22 1 5
Source Primary Data, Spss Output

The results show that consumers have moderate awareness of BEE ratings,
with an average score of 3.02. However, trust in BEE ratings is slightly lower (2.92),
meaning some people may be unsure about their reliability. Similarly, purchase
intention (2.90) suggests that while BEE ratings influence buying decisions, they are
not a major deciding factor. The wide range of responses (1 to 5) shows that
opinions vary among consumers. Overall, people know about BEE ratings but may
not fully trust or rely on them when making purchases. More awareness and trust-
building efforts are needed to make BEE ratings more effective in guiding consumer
choices.

4.3. CRONBACH'S ALPHA (RELIABILITY ANALYSIS)
Table 2

N =192 0.683

Source Primary Data, Spss Output

The Cronbach’s Alpha value of 0.683 indicates moderate reliability of the
survey scale. While it is slightly below the commonly accepted threshold of 0.7, it
still suggests that the questionnaire items are reasonably consistent in measuring
the intended constructs. Overall, the reliability is acceptable for exploratory
research, but future studies may consider enhancing the scale for stronger
reliability.

4.4. ANOVA TABLE (EFFECT OF INCOME ON PERCEPTIONS OF

BEE RATINGS)
Table 3

Awareness of BEE Ratings 0.919 0.433

Purchase Intention 0.819 0.485

Source Primary Data, Spss Output

The ANOVA results indicate that awareness of BEE ratings (F = 0.919, p =
0.433), trust in BEE ratings (F = 0.181, p = 0.909), and purchase intention (F = 0.819,
p = 0.485) do not show statistically significant differences across groups. Since all p-
values are greater than 0.05, it suggests that demographic factors (such as age,
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income, or education) do not significantly impact consumers' awareness, trust, or
purchase intention related to BEE ratings. This implies that perceptions of BEE
ratings are relatively consistent across different consumer groups.

4.5. REGRESSION TABLE (EFFECT OF BEE AWARENESS ON

PURCHASE INTENTION)
Constant 2.023 0213 9.497  0.000*

p-value at 0.05*

Source Primary Data, Spss Output

The regression analysis shows that BEE awareness has a significant positive
impact on purchase intention. The coefficient of 0.289 indicates that for every one-
unit increase in BEE awareness, purchase intention increases by 0.289 units,
suggesting a moderate relationship between the two. The t-statistic (4.449) and p-
value (0.000) confirm that this relationship is highly significant (p < 0.001), meaning
the results are unlikely due to chance. The constant value of 2.023 suggests that even
if awareness were zero, there would still be a base level of purchase intention.
Overall, these findings highlight that improving consumer awareness of BEE ratings
can significantly enhance their willingness to purchase energy-efficient products.

4.6. HYPOTHESIS SUMMARY

Table 5
H, Higher BEE ratings will positively impact Regression Insignificant Insignificant Not
consumer trust and perceived product Supported
malit.—
H; Consumers with lower product Regression Insignificant Insignificant Not
knowledge will rely more on BEE ratings Supported

when making purchase decisions.

Hs Perceived inconsistency or lack of ANOVA F=0.181 p =0.909 Not
credibility in BEE ratings will reduce Supported
their influence on consumer decisions.

e H; (Consumer Trust & Quality Perception) - The study did not directly
test whether higher BEE ratings impact trust and product quality
perception, so results are inconclusive. Future research can explore this
using a trust-based regression model.

e H, (Purchase Intention) - The significant regression result (p = 0.000)
confirms that greater awareness of BEE ratings leads to a higher
likelihood of purchase, strongly supporting this hypothesis.
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e Hj3 (Reliance on BEE Ratings & Product Knowledge) - The study does
not explicitly test whether less knowledgeable consumers rely more on
BEE ratings, making it inconclusive. Additional research with a
moderating variable (product knowledge) could provide insights based
regression model.

e H, (Age & Environmental Consciousness Impact) - ANOVA results
show no significant differences across age groups (p > 0.05), suggesting
that younger consumers are not more influenced by BEE ratings than
older ones. This hypothesis is not supported. However, environmental
consciousness was not directly tested.

o H; (Trust & Credibility Impact on Decision-Making) - ANOVA results
(p = 0.909) suggest that variations in trust do not significantly impact
purchase decisions, meaning perceived inconsistencies in BEE ratings do
not strongly reduce their influence. This hypothesis is not supported.

5. CONCLUSION

This study explores the impact of BEE rating systems on consumer purchase
decisions, focusing on awareness, trust, and purchase intention. The findings reveal
that higher awareness of BEE ratings significantly increases the likelihood of
purchase, highlighting the importance of consumer education. However, trust in
BEE ratings does not significantly vary across demographic groups, suggesting that
while consumers recognize the ratings, they may not fully rely on them due to
concerns about credibility or effectiveness. Additionally, age and environmental
consciousness do not significantly influence reliance on BEE ratings, indicating that
other factors, such as brand perception or word-of-mouth, may play a stronger role
in purchase decisions.

The study provides important implications for both managers and
policymakers in enhancing the effectiveness of BEE ratings. For businesses, it is
crucial to increase consumer awareness and trust in BEE ratings through clear and
transparent marketing strategies that emphasize energy savings and long-term
benefits. Since demographics do not significantly impact trust or purchase intention,
companies should focus on broad awareness campaigns rather than targeting
specific consumer segments.

For policymakers, strengthening the credibility of BEE ratings through strict
monitoring and enforcement can help build consumer trust. Additionally, public
awareness campaigns can educate consumers on the meaning and benefits of BEE
ratings, while financial incentives such as tax benefits and subsidies can encourage
the adoption of energy-efficient products. Overall, while BEE ratings play a key role
in influencing consumer decisions, their effectiveness can be further enhanced
through stronger regulations, increased transparency, and targeted awareness
initiatives to promote sustainable consumption.

The limitations, including a young, male-dominated sample, which may not
fully represent all consumer groups. Moreover, product knowledge was not
measured, making it difficult to determine whether less knowledgeable consumers
rely more on BEE ratings. The study also focuses on purchase intention rather than
actual purchasing behavior, which may differ in real-world scenarios. Future
research should consider a more diverse consumer base and examine additional
factors like brand perception and pricing influence.
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