
Manipulation 6: Business-to-consumer advertisement with no sentiment  

 

  

 203 



Manipulation 7: Consumer-to-consumer news release with sentiment  
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Manipulation 8: Consumer-to-consumer article with sentiment  
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Manipulation 9: Consumer–to-consumer advertisement with sentiment  
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Manipulation 10: Consumer-to-consumer news release with no sentiment 
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Manipulation 11: Consumer-to-consumer article with no sentiment  
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Manipulation 12: Consumer-to-consumer advertisement with no sentiment  
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