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Abstract

For many online businesses, online reviews are crucially important to managing
reputation, word-of-mouth sales, and, ultimately, their survival. Hence, more and
more online business owners are posting public responses to both positive and
negative reviews. But do these responses change anything? And, if so, which types
of responses are the most effective for strengthening customer relationship and
increasing the chances of repeat business? With two surveys and a series of partial
least squares-structural equation modeling (PLS-SEM) analyses, we tested three
relevant hypotheses to answer these questions. The results show that when business
replies to online reviews with promotional information, consumers perceive the seller
to be self-interested, and both relationship quality and repurchase intention
decrease. However, sincere responses that do not contain promotional information,
such as gratitude and apology, are highly correlated to positive relationship quality
and the likelihood of future repeat business. These findings enrich the academic
literature on online reviews, and the recommendations stemming from our results
should be of interest to any business that relies on their online reputation for
survival.

Keywords: Online business, Online reviews, Seller responses to online reviews,
Promotional information, Relationship quality, Repurchase intention, Partial least
squares-structural equation modeling (PLS-SEM)

Introduction
Across entrepreneurial thinking, the marketing disciplines, and academic studies, it is

becoming increasingly clear that there are significant correlations between online re-

views, consumer decision making, and sales—especially in the retail and service sectors

(e.g., Cheng et al. 2019; Filieri et al. 2018; Nguyen and Nguyen 2020; Zhang et al.

2019). In fact, for many online business, maintaining a “4- to 5-star reputation” on

prime e-commerce and review platforms is essential to the firm’s survival (Rose and

Blodgett 2016)—Taobao for products, Dianping.com for services, to name just a few.
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In turn, much attention has been paid to intervention strategies for managing and

guiding online reviews, especially negative reviews, toward desirable outcomes (Sparks

and Bradley 2017). Often, a key aspect of these strategies is to respond to these reviews

directly, both positive and negative—the idea being that responses to positive reviews

should deliver appreciation, while responses to negative reviews should manage the

complaint (Wang and Chaudhry 2018). Recent studies have explored sellers’ responses

to negative reviews, generally reaching the consensus that responding is beneficial for

the sellers. According to Qing et al. (2018), responding to a negative review significantly

improves purchasing intention. Rose and Blodgett (2016) note that, when a service fail-

ure has been caused by a controllable factor, responses by management can mitigate

the adverse effects of negative reviews.

Additionally, the response can have a strong impact on consumer perceptions of the

business (Esmark Jones et al. 2018; Qing et al. 2018; Wang and Chaudhry 2018; Wang

et al. 2016). Sparks and Browning (2011), for example, find that, in the hotel sector,

customer-to-provider feedback systems improve both consumer satisfaction and occu-

pancy rates, while the results of Dawar and Pillutla’s (2000) study on general brand

management indicate that a firm is more likely to improve consumer attitudes after an

incident if the firm directly responds to the customer’s complaint in a public forum.

Interestingly, Gu and Ye’s (2014) research suggests that responses have more impact

when the consumer is less satisfied and, moreover, that responding to one customer’s

complaint but not another’s can significantly increase dissatisfaction on the part of the

complainant (likely due to the indignance of being ignored where others were not).

However, although the importance of, and methods by which, sellers should respond to

online reviews have been well researched, the types of the responses have not.

In marketing practice, the two most typical responses to online reviews are to: (1) show

gratitude for favorable feedback (e.g. “We appreciate your satisfaction and support, thank

you!”) or to apologize (e.g. “We are sorry the fabric makes you feel uncomfortable.”); (2)

promote the brand or publicize an upcoming event, e.g., “On 11th Dec, our store will be

holding a Winter Sale with up to 50% off!”. In practice, sellers often combine more than

one of these sentiments into a response, e.g., “Thank you very much for your support.

You may be interested in our upcoming Winter Sale with up to 50% off.”

But how do customers perceive these responses? In a given situation, which types of

responses help to strengthen customer relationship? And do they just help to manage

reputational issues so as to avoid losing new customers? In this research, we address

two of these concerns:

1. Does including promotional information in a response to an online review affect

customer relationship quality and repurchase intention?

2. What perceptions do customers develop about a business when responses to

positive/negative online reviews include/do not include promotional information?

Through partial least squares-structural equation modeling (PLS-SEM) and tests for

alternative explanations, we find that when online business replies to online reviews

with promotional information, both relationship quality and repurchase intention de-

crease, while sincere responses that do not contain promotional information are highly

correlated to customer relationship quality and the likelihood of future repeat business.
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The remainder of this paper is structured as follows. Section 2 discusses the relevant

literature and develops the hypotheses. Sections 3 presents the empirical analyses, the

alternative explanation tests, and our findings. The paper concludes in section 4 with a

discussion on the theoretical and managerial implications of our conclusions.

Literature review and hypothesis development
Given the role of driving sales, numerous online sellers have taken actions to manage

online reviews by responding to consumer reviews (Chang et al. 2020; Ullrich and

Brunner 2015). Some researcers have investigated the effects of response to a negative

consumer review (Qing et al. 2018; Ullrich and Brunner 2015) or a positive consumer

review (Wang and Chaudhry 2018). Wang and Chaudhry (2018) contend that while re-

plying to negative comments by customers can be seen as complaint management (see

also Sparks and McColl-Kennedy 2001), responding to positive comments creates an

emotional interaction, which is an effective way of increasing customer satisfaction

(Tsai and Huang 2002). At the other end of the spectrum, Smith et al. (1999) and Wal-

ster et al. (1973) point out that psychological compensation, such as an apology, can

improve a customer’s perceptions of fairness, and thus, increase the chances of success-

fully resolving a complaint.

However, the underlying assumption that drives such conclusions is that the cus-

tomer considers the gratitude or apology to be sincere (Tang et al. 2010; Tu et al.

2009). We intuit that consumers see advertising as a largely self-interested action

(Olbrich and Schultz 2014). Although providing customers with information about pro-

motions is a common and often valued practice for consumers, including promotional

information in a response to an online review may undermine any benefits derived

from the thanks or apology. When a customer perceives a company’s affective delivery

or apology is disingenuous, his/her impression toward the company may be negatively

influenced (Groth et al. 2009). A response without promotion information may lead

consumers to perceive that the purpose of this response is just to delivery seller’s grati-

tude or apology. However, if a seller’s response to a online review, both positive review

and negative review, is followed by promotional information, consumers will perceive

that the purpose of the response is only to advertise itself and to sale products, rather

than expressing a feeling of gratitude/sincere apology or solving the problem. Based on

the above arguments, the following hypothesis is proposed:

Hypothesis 1: The type of response to online reviews, both a positive review and a

negative review, can affect customer perceived purpose of response.

Based on the norm of reciprocity, strengthening the emotional bond that a business

built with its customers can increase the possibility of more purchases in the future

(Gouldner 1960), and seeing that the seller appreciates the positive review given is one

such way to reinforce this bond (Palmatier et al. 2009). It follows then that customers

will be more likely to repurchase from that business. Conversely, attempts to address a

negative review with an invitation to “try purchasing again” through promotional infor-

mation are likely to undermine this bond, thus decreasing customers’ repurchase

intention. Therefore, the following hypotheses are proposed:
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Hypothesis 2: Customer perceived purpose of response weakens customer relationship

quality.

Hypothesis 3: Customer perceived purpose of response reduces repurchase intention.

The conceptual framework of the study is shown in Fig. 1.

Data collection and hypotheses testing
Controlling for the effects of customer satisfaction and online reviews type, we tested

our predictions over two separate studies. Study 1 examines the effects of responses to

online reviews on relationship quality and repurchase intention. Study 2 not only gen-

eralizes these findings to another scenario to extend validity but also adds a control

scenario where promotional information is provided on its own, i.e., not in response to

an online review. This is to rule out the influence of any general appeal or aversion to

advertising by the participants.

Study 1: effects on relationship quality and repurchase intention

Data collection

We commissioned Sojump, an online survey company, to help us collect the research

data for Study 1. Sojump provides access to data of a quality equivalent to traditional

sampling approaches (Berinsky et al. 2012). Respondents who completed the question-

naire were rewarded with Sojump points. During data collection, Sojump used “trap”

questions, for example, 3X + 4 = 13, X =? to rule out invalid questionnaires. Further, to

rule out the effects of online reviews itself, we took the type of online reviews as a con-

trol variable. Thus, in Study 1, 442 participants were randomly assigned to one of four

online review–response scenarios in a 2 × 2 between-subjects design: the seller’s re-

sponse with and without promotional information, and the seller’s response to positive

and negative reviews.

On the first page of the questionnaire, participants were asked to imagine themselves

in an online shopping situation. Some were given a satisfactory experience; others un-

satisfactory, as follows. The positive experience was described as: “Last month, you

bought a pair of jeans online at a price of 300 yuan. After receiving the jeans, you

found them to be well-made, well-rounded with a good fit, and very comfortable to

wear. Therefore, you want to post a positive comment about the pants on the website.

Please write down your comments.” The description of the negative experience was:

Fig. 1 Research model. Notes. Control variables: type of online reviews, satisfaction.
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“Last month, you bought a pair of jeans online at a price of 300 yuan. After receiving

the goods, you found they had rough workmanship, uneven lines, and an unsatisfactory

fit. They looked terrible and were uncomfortable to wear. Therefore, you want to post

a negative comment about the jeans on the website. Please write down your com-

ments.” The reason why participants were asked to write their own positive and nega-

tive reviews was to engage them more deeply in the scenario as a way to increase the

integrity and authenticity of their answers to the survey.

The seller’s response to the participant’s review was provided on the second page of

the questionnaire. The responses assigned to each of the four scenarios are given in

Additional file 1.

Variables and measurements

The survey design is shown in Table 1. Participants were asked to score their agree-

ment with various statements on a 7-point Likert scale (where 1 = strongly disagree,

7 = strongly agree). Relationship quality was measured against eight statements adapted

from De Wulf et al. (2001). Three more constructs—repurchase intention, perceived

purpose of response, and customer satisfaction—were each measured against one state-

ment. In addition to the constructs, there was also a dummy variable to indicate

whether the seller’s response included promotional information (= 1) or not (= 0). Fur-

ther, we conducted two independent analyses: one for those given a satisfactory experi-

ence (the positive review group), and another for those given an unsatisfactory

experience (the negative review group).

An initial list of sentiment statements for each of the constructs was discussed with

one professor and eight postgraduate students of marketing. Revisions and additions

were made to the list as a result. Then the entire item pool was tested in qualitative in-

terviews, followed by a pretest with 35 graduate students and a Ph.D. Candidate at a

university in Beijing, China. The final survey instrument was constructed by selecting

and modifying the statements according to feedback from the interviews and the pre-

test. Because the questionnaire was translated into Chinese from English, we imple-

mented back-translations to ensure accuracy (Brislin 1970).

Table 1 Constructs and measurements

Construct Measurement

Relationship quality (De Wulf
et al. 2001)

As a regular customer, I have a high-quality relationship with this store.
I am satisfied with the relationship I have with this store.
I have trust in this store.
This store gives me a feeling of trust.
This store gives me a trustworthy impression.
I am willing to remain a customer of this store with more time and energy.
I intend to keep a relationship with this store over the long term.
I feel loyal towards this store.

Repurchase intention (Tsai and
Huang 2007)

I would purchase at this store if I want a new pair of pants.

Perceived purpose of response The purpose of the seller’s response is to promote themselves rather than
sincerely deliver gratitude/an apology.

Satisfaction (Fornell et al. 1996) I am satisfied with this purchase experience.
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Hypothesis tests: study 1

We chose a PLS-SEM analysis for Study 1 because the sample size was relatively small,

and the variables do not follow particularly normal distributions. PLS is suitable for

small samples and does not rest on the assumption of normal distributions (Hair et al.

2011). Plus, when appropriately applied, PLS-SEM provides more robust estimations of

the structural model than covariance-based SEM (CB-SEM) (Reinartz et al. 2009).

Using SmartPLS 3.0 software, we analyzed the research data, following the instructions

of Hair et al. (2011), who recommend calculating the significance of the model esti-

mates through a bootstrapping procedure with 5000 samples.

Measurement model The descriptive statistics and correlation coefficients for the

positive and negative review groups are shown in Tables 2 and 3, respectively.

Looking at the positive review group first, the Cronbach’s alpha for relationship qual-

ity was 0.874, exceeding the benchmark of 0.7, which confirms good internal

consistency for all measurement items. All factor loadings were significant at over 0.7

(p < 0.001). We assessed convergent validity using average variance extracted (AVE)

and composite reliability (CR), and discriminant validity was assessed following Fornell

and Larcker’s (1981) test, which states that the AVE of each construct should exceed

its squared correlation to any other construct. An AVE of 0.52 and a CR of 0.90 verify

both construct and discriminant validity. Further, with a maximum of 1.17 variance in-

flation factor (VIF) among all constructs, much lower than the recommended value of

5, multicollinearity is not a threat in this research. The standardized root mean square

residual (SMSR) was 0.058, which is slightly higher than the standard 0.05.

In terms of the negative review group, the Cronbach’s alpha for relationship quality

was 0.955, which exceeds the benchmark of 0.7, confirming good internal consistency

for all items. All factor loadings were significant at over 0.7 (p < 0.001). Both convergent

and discriminant validity were assured with an AVE of 0.76 and a CR of 0.96. The max-

imum VIF was 1.06, again dismissing multicollinearity as a threat. Last, the SMSR was

0.034, lower than the standard 0.05, illustrating a satisfactory model fit.

Structural model The primary evaluation criteria for the structural model were R2

measures, plus the level of significance and path coefficients (Hair et al. 2011). Hair

et al. (2011) propose that 0.20 is a very high R2 in customer behavior research. As can

be seen from Table 4, an R2 of 0.15 for relationship quality and 0.11 for repurchase

intention with the positive review group, and 0.20 and 0.30 respectively for the negative

review group (see Table 5), both reach an acceptable level of R2. Thus, H1 is supported

(βresponse to positive review = 0.276, p < 0.001; βresponse to negative review = 0.169, p < 0.05).

Table 2 Study 1 statistics and correlation coefficients—positive reviews

Variable Mean SD Perceived purpose of
response

Relationship
quality

Repurchase
intention

Satisfaction

Perceived purpose of
response

4.46 1.49 –

Relationship quality 5.27 0.81 −0.28 –

Repurchase intention 5.87 0.90 − 0.19 0.58 –

Satisfaction 6.00 1.28 −0.04 0.21 0.27 –
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When a store’s responses to online reviews contain promotional information, con-

sumers perceive that the intention is to promote the store rather than sincerely express

gratitude or apologize to their customers. H2 and H3 are also supported; with H2 (rela-

tionship quality) at βresponse to positive review = − 0.289, p < 0.001; βresponse to negative review =

− 0.272, p < 0.001 and H3 (repurchase intention) at βresponse to positive review = − 0.182,

p < 0.01; βresponse to negative review = − 0.255, p < 0.001. These results indicate that if con-

sumers perceive the motivation behind a seller’s response to be out of self-interest, rela-

tionship quality degrades, and customers feel less likely to purchase from that business

again (Table 5).

Study 2: alternative explanation tests

Study 2 was designed to replicate Study 1 with another scenario to extend external val-

idity and isolate the effects of promotional information not given in response to an on-

line review. Our main purpose was to rule out any general aversion to advertising as an

influence over the participants’ views.

Data collection

The data collection procedure for Study 2 was similar to Study 1. Three hundred

ninety-two Chinese residents were recruited from Sojump and compensated for their

time with Sojump points. The participants were randomly assigned to one of four sce-

narios in the same 2 × 2 between-subjects design as Study 1 (i.e., with and without pro-

motional information for positive and negative reviews), as well as two promotion-only

scenarios as a control to rule out the argument that promotional information on its

own creates consumer aversion that impacts decision-making.

Table 3 Study 1 statistics and correlation coefficients—negative reviews

Variable Mean SD Perceived purpose of
response

Relationship
quality

Repurchase
intention

Satisfaction

Perceived purpose of
response

4.46 1.69 –

Relationship quality 2.37 1.29 −0.32 –

Repurchase intention 2.08 1.38 −0.28 0.73 –

Satisfaction 1.89 1.34 −0.08 0.45 0.34 –

Table 4 Study 1 hypothesis test results—positive reviews

Hypothesis Parameter
estimate

T statistics
(|O/STDEV|)

p Result

H1 Type of response to online reviews →Perceived purpose of
response

0.276*** 4.53 0.000 Support

H2 Perceived purpose of response→ Relationship quality − 0.289*** 4.151 0.000 Support

H3 Perceived purpose of response→ Repurchase intention − 0.182** 3.026 0.002 Support

Satisfaction→ Relationship quality 0.215* 2.291 0.022

Satisfaction→ Repurchase intention 0.255** 2.625 0.009

R2 for relationship quality 0.15 △R2 for relationship quality 0.13

R2 for repurchase intention 0.11 △R2 for repurchase intention 0.10
*p < 0.05, **p < 0.01, ***p < 0.001
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In this scenario, participants were asked to imagine that they purchased neck mas-

sager at a cost of 500 yuan because of neck discomfort. They were also given either a

positive or a negative review about the neck massager. In the high satisfaction group,

the review is positive: “This neck massager is exquisitely made, comfortable to wear

and has a heating function. The massage force is moderate and provides a very com-

fortable neck massage.” The review for the low satisfaction group is negative: “This

neck massager is roughly made, uncomfortable to wear and has no heating function.

The massage force is too weak and does not provide a comfortable neck massage at

all.” The seller’s response to the review appears on the second page of the question-

naire. Additional file 2 shows the response allocated to each scenario, plus the

promotion-only text. The variables and measurements were the same as for Study 1.

Hypothesis tests: study 2

Measurement model To evaluate the psychometric adequacy of the constructs, we

conducted a confirmatory factor analysis. The results, shown in Tables 6 and 7, illus-

trate that all factor loadings were significant (p < 0.001), ranging from 0.71 to 0.90. The

Cronbach’s alphas for relationship quality for the positive and negative review groups

were 0.91 and 0.96, respectively. The CRs were 0.92 and 0.96, which exceeds the bench-

mark of 0.70, suggesting that the measures are reliable. Relationship quality had an

AVE well above the recommended value of 0.50, ranging from 0.58 to 0.75, and, ac-

cording to the Fornell and Larcker’s (1981) test, all the constructs have discriminant

validity. The VIFs were lower than the recommended value of 5 (the maximum was

1.03), verifying that multicollinearity is not a threat.

Table 5 Study 1 hypothesis test results—negative reviews

Hypothesis Parameter
estimate

T statistics
(|O/STDEV|)

p Result

H1 Type of response to online reviews →Perceived purpose of
response

0.169* 2.558 0.011 Support

H2 Perceived purpose of response→ Relationship quality − 0.272*** 4.417 0.000 Support

H3 Perceived purpose of response→ Repurchase intention − 0.255*** 3.749 0.000 Support

Satisfaction→ Relationship quality 0.416*** 5.167 0.000

Satisfaction→ Repurchase intention 0.311*** 3.786 0.000

R2 for relationship quality 0.20 △R2 for relationship quality 0.18

R2 for repurchase intention 0.30 △R2 for repurchase intention 0.28
*p < 0.05, ***p < 0.001

Table 6 Study 2 statistics and correlation coefficients—positive reviews

Variable Mean SD Perceived purpose of
response

Relationship
quality

Repurchase
intention

Satisfaction

Perceived purpose of
response

4.47 1.49 –

Relationship quality 5.30 0.91 −0.21 –

Repurchase intention 5.74 1.02 −0.13 0.60 –

Satisfaction 6.24 0.81 −0.04 0.35 0.38 –
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Structural model The results of the hypothesis tests are consistent with the findings of

Study 1(see Tables 8 and 9). H1 is again supported (βresponse to positive review = 0.205, p < 0.01;

βresponse to negative review = 0.344, p < 0.001), from which we conclude that including promo-

tional information in response to an online review adversely affects customer perceived pur-

pose of response. Further, these perceptions significantly weaken relationship quality, in

support of H2 (βresponse to positive review =− 0.200, p < 0.01; βresponse to negative review = − 0.248,

p < 0.01). However, the effect of customer perceptions on repurchase intention in the posi-

tive review group was not strongly significant (β = − 0.115, p < 0.1) and yet extremely signifi-

cant with the negative review group (β = − 0.206, p < 0.05). Therefore, we only find partial

support for H3.

In the case of the seller responses to positive reviews, the model explains 16% of the

variance in relationship quality (Adjusted R2 = 0.14) and 16% of the variance in repur-

chase intention (Adjusted R2 = 0.14). The fit of the model was good, with an SRMR of

0.05. With the negative reviews, the model explains 42% of the variance in consumer

expectation (Adjusted R2 = 0.42) and 37% of the variance in product return (Adjusted

R2 = 0.37). The SRMR was 0.036, which indicates the fit of the model was good.

Among the control variables, we found that satisfaction had a positive and significant

coefficient, signaling that consumer satisfaction increases the strength of customer rela-

tionship and repurchase intention. The analysis of variance with the control scenario

revealed a significant difference in perceptions between promotional information on its

own and when combined into a response to an online review. For relationship quality,

the impact was Myes = 3.96, Mno = 4.35; F(1, 431) = 4.42 (p < 0.05). On repurchase

intention, the impact was Myes = 3.99, Mno = 4.47; F(1, 431) = 7.28 (p < 0.01). Both indi-

cate a substantial reduction in favor when promotional information is included in a re-

sponse to an online review (Tables 8 and 9).

Conclusion
In this study, we explored whether including promotional content in responses to on-

line reviews affects customer relationship and repurchase intention. From a survey of

almost 1000 participants across two hypothetical online shopping scenarios, our results

show that customers perceive responses that include promotional information to be

self-serving and disingenuous to the detriment of both the customer relationship and

the potential for repeat business. These findings provide interesting implications for ac-

ademics, business owners, and managers, as discussed next.

Table 7 Study 2 statistics and correlation coefficients—negative reviews

Variable Mean SD Perceived purpose of
response

Relationship
quality

Repurchase
intention

Satisfaction

Perceived purpose of
response

5.10 1.46 –

Relationship quality 2.90 1.43 −0.34 –

Repurchase intention 2.53 1.65 −0.29 0.80 –

Satisfaction 1.82 1.28 −0.17 0.60 0.58 –

Li et al. Frontiers of Business Research in China           (2020) 14:18 Page 9 of 13



Theoretical contributions

Although many scholars have studied the role of online reviews in e-commerce market-

ing (e.g., Chevalier and Mayzlin 2006; Yin et al. 2014; Zhu and Zhang 2010); explored

the effects of sellers’ response to negative consumer reviews (e.g., Gu and Ye 2014;

Wang and Chaudhry 2018); and the effectiveness of responses (e.g., Sparks and Bradley

2017), limited research has focused on how the types of responses affect consumer be-

havior, and particularly relationship management, as well as repurchase intention. Our

findings highlight that responding to online reviews appropriately can be a key aspect

of customer relationship management strategies. When used correctly, these responses

can be a powerful promoter of beneficial customer behaviors.

This research enriches and deepens the existing theories in two ways. First, it draws

attention to the importance of what a seller says in response to a review. What is most

widely recognized at present is that responding to a review promptly is the critical fac-

tor, especially to complaints. Our findings enrich and expand the existing research to

include the types of responses and the impact of responses to positive reviews as well

as negative reviews.

Second, we provide evidence to support the assumptions made by Wang and

Chaudhry (2018), Sparks and McColl-Kennedy (2001), Tsai and Huang (2002) and

others that sincerity is key to the success of a customer relationship management strat-

egy. Our respondents were neutral to promotional information presented on its own.

However, when included in a response to an online review—positive or negative—their

Table 8 Study 2 hypothesis test results—positive reviews

Hypothesis Parameter
estimate

T statistics
(|O/STDEV|)

p Result

H1 Type of response to online reviews→ Perceived purpose of
response

0.205** 3.00 0.003 Support

H2 Perceived purpose of response → Relationship quality −0.200** 2.986 0.003 Support

H3 Perceived purpose of response → Repurchase intention −0.115 1.726 0.084 Partly
support

Satisfaction→ Relationship quality 0.340*** 5.940 0.000

Satisfaction→ Repurchase intention 0.376*** 6.277 0.000

R2 for relationship quality 0.16 △R2 for relationship quality 0.14

R2 for repurchase intention 0.16 △R2 for repurchase intention 0.14
**p < 0.01, ***p < 0.001

Table 9 Study 2 hypothesis test results—negative reviews

Hypothesis Parameter
estimate

T statistics
(|O/STDEV|)

p Result

H1 Type of response to online reviews →Perceived purpose of
response

0.344*** 5.371 0.000 Support

H2 Perceived purpose of response→ Relationship quality −0.248** 3.391 0.001 Support

H3 Perceived purpose of response→ Repurchase intention −0.206* 2.593 0.010 Support

Satisfaction→ Relationship quality 0.561*** 9.548 0.000

Satisfaction→ Repurchase intention 0.541*** 8.830 0.000

R2for relationship quality 0.42 △R2 for relationship quality 0.42

R2for repurchase intention 0.37 △R2for repurchase intention 0.37
*p < 0.05, **p < 0.01, ***p < 0.001
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perceptions changed to ones of self-interest and seller-oriented sentiments, negating

any benefits to expressing gratitude or providing an apology.

Managerial implications

Our findings yield insights for marketing practitioners as well. First, we can confirm the

long-held view in marketing practice that responding to online reviews can be a very

powerful part of a customer relationship management strategy. Properly responding to

online reviews can not only delivery gratitude/apology to consumers, but also help sellers

to cultivate good customer relationship and to induce consumer repurchase behavior.

Second, our analyses reveal very specific and operable suggestions for how to respond

to a review, or to be more specific, not to respond to an online review. The results

clearly indicate that promoting oneself in response to either a good review or a cus-

tomer complain is not a good idea. Contrary to the expectation that satisfied customers

will appreciate information about future opportunities to shop, save, experience new

products, and so on. or that the misgivings of unsatisfied customers might be resolved

through “a second and better” experience with the store, advertising promotions in this

setting backfires. It sends a message of self-interest and insincerity, damages customer

relations, and decreases repurchase intention. Therefore, we recommend that promo-

tional information and customer feedback/response mechanisms be separated into dis-

tinctly separate communication channels.

Limitations and suggestions for further research

As with all studies, this research has several limitations that may be addressed by future

research. First, due to the difficulty of assembling a sample, we developed hypothetical

scenarios and collected data through a virtual survey provider. Future research might

capture real online reviews and responses with follow-ups to the posters and sellers to

test the conclusions of this study. Second, in current online shopping environments, a

seller’s responses can be seen by other consumers as well. It is a natural conclusion that

the content and form of those responses will also affect the behavior of other con-

sumers. This avenue of investigation holds a wealth of possible studies on customer re-

lationship management. Finally, some sellers respond to reviews with one or a few

template answers. This and other kinds of behaviors may also be perceived as insincere,

which would be worthy of deeper study.
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