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Abstract

This article investigates the influence of online customer reviews on brand reputation within digital
marketplaces. The study employs a Systematic Literature Review informed by PRISMA 2020, synthesising
peer-reviewed publications from 2015 to 2025, indexed in Scopus, Web of Science, ScienceDirect, and Google
Scholar. The review shows that review valence, review volume, credibility, authenticity, helpfulness, reviewer
expertise, managerial responses, and platform governance have the biggest and most consistent effects on
brand reputation. Positive, detailed, and trustworthy reviews boost perceived quality, trust, and legitimacy.
On the other hand, negative, suspicious, or inconsistent reviews can quickly hurt a brand's reputation. The
results also show that quick and responsible responses from managers can protect a company's reputation,
while suspicions of fake reviews and poor platform moderation can hurt both review trust and brand trust. In
general, online reviews are no longer just a side note; they are now a key part of a company's reputation that
they need to manage carefully.

Keywords: online customer reviews; electronic word of mouth, brand reputation, brand trust; review
credibility

Abstrak

Artikel ini mengkaji bagaimana ulasan pelanggan online membentuk reputasi merek di pasar digital. Melalui
Systematic Literature Review yang mengikuti pedoman PRISMA 2020, penelitian ini mensintesis publikasi
ilmiah bereputasi tahun 2015-2025 yang dihimpun dari Scopus, Web of Science, ScienceDirect, dan Google
Scholar. Hasil kajian menunjukkan bahwa reputasi merek paling konsisten dipengaruhi oleh valensi ulasan,
volume ulasan, kredibilitas, autentisitas, helpfulness, keahlian pengulas, respons manajerial, dan tata kelola
platform. Ulasan yang positif, rinci, dan terpercaya memperkuat persepsi kualitas, kepercayaan, dan
legitimasi, sedangkan ulasan negatif, mencurigakan, atau tidak konsisten dapat merusak reputasi merek
dengan cepat. Temuan juga memperlihatkan bahwa respons manajerial yang cepat dan bertanggung jawab
dapat mengurangi kerusakan reputasi. Secara keseluruhan, ulasan online merupakan mekanisme reputasional
utama yang harus dikelola secara strategis oleh perusahaan.

Kata kunci: ulasan pelanggan online; electronic word of mouth; reputasi merek; kepercayaan merek;
kredibilitas ulasan
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INTRODUCTION

Digitalisation has changed how brands are
evaluated in public (Ardissa et al., 2025) . In
conventional mass communication
environments, companies controlled most
reputational messages through advertising ,
public relations , and direct customer contact
(Kim, 2022) . In platform-based markets,
however, brand reputation is formed in a
more distributed way because consumers
continuously  produce ratings, textual
reviews, photographs, complaint narratives,
and recommendations that remain visible,
searchable, and comparable over time. As a
result, online customer reviews shape not
only purchase decisions but also broader
perceptions of reliability, transparency, and
trustworthiness (Jamal et al., 2021).

The strategic relevance of online reviews
is visible across e-commerce, hospitality,
local services, food delivery, beauty
products, health platforms, and digital
marketplaces. Earlier work showed that
electronic word of mouth affects relative
sales, bookings, and product visibility, while
later studies demonstrated that these effects
vary according to product uncertainty,
platform design, and customer experience
(Hennig-thurau et al., 2004).Yet brand
reputation goes beyond immediate intention
to buy. It is a cumulative judgment
concerning whether a brand is dependable,
competent, and ethically credible over time,
and it influences willingness to pay, long-
term loyalty, forgiveness after service failure,
and resistance to switching (Kostritsa et al.,
2020).

Online customer reviews are especially
influential because they combine quantitative
and qualitative signals. Consumers often
encounter star ratings, review counts,
helpfulness votes, reviewer badges, narrative
detail, emotional tone, and visual proof at the
same time. This means that average scores
alone cannot explain reputational outcomes.
A highly rated brand may still look unreliable
if the written reviews appear repetitive,
manipulated, exaggerated, or inconsistent

with the rating, whereas a moderate amount
of Dbalanced criticism may sometimes
increase authenticity because the review
profile looks more realistic (Filieri, 2015b).

The review environment has also become
more complex in recent years. Research now
pays greater attention to fake reviews , Al-
generated content, score-text inconsistency ,
platform moderation , and the public
visibility of managerial responses (Yusuf;
Ramayani; 2020). These developments
matter because consumers do not judge a
brand only from what reviewers say; they
also infer meaning from how platforms verify
reviews and how companies react to
criticism. In this context , review systems
function as public arenas where trust can be
built, contested, and repaired in real time (G.
Zhu, 2019) .

There is a lot of research on online reviews
, but it is still spread out across fields like
marketing, information systems, tourism ,
consumer behaviour, and e-commerce
(Rakhmanita et al., 2023) . A lot of research
looks at sales, bookings, or purchase
intention instead of reputation itself. Other
studies look at things like authenticity,
helpfulness, or response strategy, but they
don't put these things together into a clear
framework for reputation . So , we need a
systematic synthesis to make it clear which
review features have the biggest impact on
brand reputation, how these effects change
depending on the situation , and where the
current literature still needs more evidence
(Ramsaroop & Petersen, 2020) .

Based on that gap, this article aims to
identify the main review dimensions that
influence brand reputation, explain how
platform  conditions and  managerial
responses modify these effects, and
summarize the central research gaps that
remain in the field. The study uses only the
literature synthesized in the author's article
and reorganizes it into a concise journal-
ready structure.
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Three theoretical perspectives elucidate
the significance of online reviews for brand
reputation . First, signaling theory argues that
consumers rely on external cues when
information is incomplete In digital
marketplaces , reviews act as signals because
they communicate the experiences of
previous users and reduce uncertainty about
product quality, service reliability, and brand
credibility (Spence, 1973; Chevalier &
Mayzlin, 2006). Positive and detailed reviews
may signal quality consistency, whereas
suspicious or highly inconsistent reviews may
signal unreliability or even fraud (Kurniawan,
2021).

Second, social influence theory
explains why reviews that show what a group
of people thinks are more convincing (Filieri,
2015a). Reviews are often seen as social
proof, especially by people who don't know
much about a brand yet . A review profile can
seem more real and more socially acceptable
if it has a lot of reviews that are similar , votes
that show how helpful the review was, and
hints about who the reviewer is . Reputation
is shaped not only by individual reviews but
also by the fact that many other people have
come to the same conclusion (Yongjun Xu,
2021).

Third, trust transfer theory shows that
trust can move from the review system to the
brand. When people think the review
environment is open, verified, and well-run,
they are more likely to trust the content and
pass that trust on to the brand being reviewed
. Conversely , suspicion of manipulation may
damage both review credibility and brand
credibility. This makes platform governance
and verification systems part of modern
reputation formation, not just neutral
background conditions (Dellarocas, 2003).

The literature also demonstrates that
online reviews influence consumer behavior
through several mechanisms relevant to
reputation (Kottler, 2017) . Review valence
remains a core factor because positive
reviews usually strengthen quality perception
and brand trust, while negative reviews often

LITERATURE REVIEW

create stronger risk signals and receive more
diagnostic attention (Don, 2009). However,
valence alone is insufficient. The perceived
authenticity, helpfulness, and expertise of the
reviewer, as well as the volume and
specificity of the review, all play a role in how
consumers see the review profile as
meaningful and credible (Hanousek & Palda,
2004).

Authenticity has emerged as a notably
significant aspect . Recent studies show that
consumers check the authenticity of reviews
by looking at balanced language , consistent
reviewer histories, verified-purchase labels,
realistic posting patterns, and specific
narrative details. Even if the average star
ratings stay high, fake reviews , Al-generated
reviews, and over-the-top positivity can make
people less trusting . As a result, authenticity
operates as a strategic reputational resource in
digital markets (Suhan et al., 2022)

Another important factor is how
managers respond, because it shows how a
brand acts when it is being watched
Responses that are quick , understanding , and
focused on the problem may help protect your
reputation by showing that you are
responsible and service-oriented . On the
other hand , defensive or generic responses
can make criticism worse . The meaning of
negative reviews therefore depends partly on
how the brand reacts in public . Review
management is not only a customer-service
activity but also a form of reputational
communication (Chevalier, 2003)

Reviews have the biggest effect on
businesses where customers aren't sure what
to buy, like hotels, restaurants, healthcare,
cosmetics, online-only stores, and local
services (Khandeparkar, 2025). The kind of
platform is also important . Reviews on
Amazon or marketplace product pages
directly affect how many people buy
something, while Google and Yelp reviews
make it easier for people to find you in your
area . Creator-led platforms combine
consumer reviews with social and influencer
communication . This shows that brand
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reputation should be seen as a part of an
ecosystem instead of just one channel's effect

(F. Zhu, 2010) .

Table 1 :Main Literature Summary on Online Customer Reviews and Brand Reputation

Author Context Focus Finding
Chevalier & Online books | Review valence and | Positivity and volume of
Mayzlin (2006) sales reviews influence market

outcomes and signal quality.
Filieri (2015) General e- Helpfulness and Review relevance, clarity,
commerce credibility and credibility explain why

some reviews are more
persuasive.

Luca & Zervas Yelp
(2016)

Fake reviews

Suspicious review activity
distorts trust and can harm
reputation systems.

Hung et al. (2024) | Review- Managerial Public responses affect later
response responses review dynamics and signal
settings accountability.

Qiu et al. (2024) Meta-analytic

Review effects on
intention

Online reviews significantly
influence consumer
judgments across contexts.

Pocchiari et al.
(2025) review
literature

Cross-platform | Review research
synthesis

Authenticity, governance,
and platform variation are
central future issues.

Source : Author, 2026

METHODS

Because the subject covers many fields
and types of research , this study uses a
Systematic Literature Review (SLR) . An
SLR is a clearer and more repeatable way to
find, screen , evaluate, and combine relevant
evidence than a narrative review . The review
is based on the PRISMA 2020 framework,
which was chosen because it gives a clear way
to find, screen, assess eligibility , and finally
include studies (LEAVY, 2019) .

The literature search was conducted in
Scopus, Web of Science, ScienceDirect, and
Google Scholar . Search strings combined
important words like "electronic word of
mouth," "brand reputation," "brand trust,"
"review credibility," "review helpfulness,"
"fake reviews," and "managerial responses ."
The search window focused on studies

published between 2015 and 2025 , while
several older foundational works were
retained to support the theoretical background
because they remain heavily cited in the field

Inclusion criteria required that the study
be written in English, published in a peer-
reviewed journal or refereed conference
proceeding, and explicitly address online
reviews or closely related constructs in
connection with brand reputation, trust, brand
attitude, perceived quality, or loyalty.
Exclusion criteria removed non-peer-
reviewed material, inaccessible full texts,
duplicates, purely technical sentiment-
classification studies, and publications that
discussed digital marketing without a direct
link to review systems.
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After screening, the final qualitative
synthesis included 44 studies. A standardized
extraction process recorded the author, year,
context, theoretical lens, research design,
focal review variables, and major findings
from each study. The synthesis then grouped
the evidence into recurring themes such as
valence, volume, authenticity, reviewer
expertise, managerial responses, and platform
governance. This thematic approach made it
possible to compare evidence from different
sectors while preserving the conceptual
structure of the user's original article (Braun
& Clarke, 2000).

A quality appraisal was also conducted
to ensure that the synthesis rested on
methodologically credible work . Each study
was assessed for clarity of objectives , design
fit, transparency of data collection, analytical
rigor , validity of conclusions , and relevance
to the focal constructs . The review is
systematic , but there are still some problems.
The evidence base may not be complete
because of bias against English-language
studies, bias in publication , and the fact that
Al-related manipulation research is moving
quickly .

Table 2. Inclusion and Exclusion Criteria

Inclusion Criteria

Exclusion Criteria

Written in English

Studies outside the main period or not
relevant to the topic

Published in peer-reviewed
journals/proceedings

Grey literature, opini, blog, editorial, dan
sumber non-peer-reviewed

Discusses online reviews, eWOM, fake
reviews, or management responses

Digital marketing studies without direct
relevance to review systems

Examines outcomes related to brand
reputation, trust, attitude, or loyalty

Technical sentiment classification studies
without consumer/managerial implications

analysis, or structured reviews

Presents empirical findings, theory, meta-

Duplicates, unavailable full text, theses, and
dissertations

Source : Author, 2026

Table 3. PRISMA 2020 Study Selection Summary

Stage Description Number
Identification Records identified through database searching n =428
Identification Additional records identified through reference lists | n =22

and citation chaining
Screening Records after duplicates removed n=389
Screening Records excluded after title and abstract review n =287
Eligibility Full-text articles assessed for eligibility n=102
Eligibility Full-text articles excluded n=>58
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Included Studies included in final qualitative synthesis n=44

Source : Author, 2026

RESULT AND DISCUSSION

The synthesis demonstrates that online
customer reviews exert a significant and
multifaceted impact on brand reputation .
Across the reviewed studies , review valence
remains the most visible signal because
positive reviews strengthen perceived quality
and trust , while negative reviews increase
perceived risk and reduce confidence
However , the literature consistently shows
that reputational outcomes are not determined
by positivity alone . People decide if they trust
and believe a review profile based on its
volume, credibility, authenticity, helpfulness,
and the reviewer's expertise .

One thing that keeps coming up is that
detailed and balanced reviews are more useful
than vague and extreme ones . Reviews that
describe  specific product or service
experiences, include concrete examples, and
show moderate emotionality are more likely
to be considered helpful and trustworthy .
These qualities increase the review's
influence on overall brand evaluation. By
contrast, repetitive praise, unsupported
claims, or inconsistent score-text
combinations often trigger suspicion and
reduce the perceived legitimacy of the brand
as well as the review source (Crant et al.,
2011; Shi et al., 2020).

Authenticity is also a big part of
building a brand's reputation . People are
paying more attention to whether online
reviews are real , whether the purchases
behind them were real , and whether
platforms do enough to find and get rid of
suspicious activity . Brands can hurt their
reputation not only by having unhappy
customers , but also by giving the impression
that their review systems are being tampered
with.  Authenticity is no longer just a
technical issue in today's digital marketplace,
which is very open . It is a very important part
of a brand's reputation

Managerial responses significantly alter
the reputational meaning of reviews. Several

studies indicate that timely , respectful , and
problem-solving responses can reduce
damage after negative feedback because they
demonstrate accountability , empathy , and
willingness to correct failures . Defensive ,
delayed , or overly scripted responses , on the
other hand , can deepen dissatisfaction and
make the brand appear indifferent . This
shows that potential customers see how a
brand responds to the public as a sign of its
character , not just as a way to follow up on
operations (Stella et al., 2025).

Platform context also matters. Reviews
on marketplace product pages affect
conversion and sales visibility, reviews on
local search platforms influence
discoverability and service reputation, and
review-like communication on creator or
social platforms blurs the boundary between
peer testimony and promotional advocacy.
Thus, the same brand may have different
reputational  signals  across  different
platforms, and firms need to monitor these
spaces as an interconnected review ecosystem
rather than as isolated channels (Yusuf et al.,
2020).

Another important result is that the
impact of online reviews is especially strong
in experience-based and high-risk categories
such as hospitality, healthcare, cosmetics,
travel, and online-only retail. In such sectors,
consumers cannot fully verify quality before
purchase, so they depend more heavily on
other consumers' experiences. Under these
conditions, reviews become a public
substitute for direct trial and a key input into
brand reputation formation. This also
explains why managerial response quality and
platform  verification are particularly
important where consumer uncertainty is
high.

The literature also talks about how
helpful reviews are and how knowledgeable
the reviewers are . Reviews from experienced
users, top contributors, or verified buyers are
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often more helpful for diagnosis because they
provide more evidence and seem more
trustworthy . When helpful votes support this
kind of content , the review has an even bigger
impact on how people think about the brand
as a whole . This indicates that reputation is
affected not only by what is said, but also by
which reviews become most visible and most
socially validated on the platform (Forman et
al., 2008; Lu et al., 2018; Ganguly et al.,
2024).

Another thing that brings things
together is  reputational resilience
Companies that have a long history of getting
honest reviews may be better at dealing with
the odd bad review that comes up . Customers
see occasional complaints as part of a larger
pattern of good service . But brands with bad
or suspicious reviews are more likely to hurt

reputation in digital markets grows over time
and is based on what has happened in the past
. How reviews are written , how many there
are , and how they are managed all affect how
people understand new information.

The review also found some things that
need more study . A lot of research still looks
at trust or the desire to buy instead of
reputation directly . Second , there aren't
many comparisons between platforms yet,
even though search engines , marketplaces ,
and social media all work with reputations in
different ways . Third , we need to deal with
new problems like fake reviews made by Al ,
algorithms for moderating reviews , and
score-text inconsistency more directly
Longitudinal studies are still not very
common, so it's hard to tell the difference
between short-term changes in reputation and

their own reputations .

This means that

long-term changes .

Table 4. Review Factors that Most Influence Brand Reputation

Theme Frequency Finding Implication
Review valence | High Positive reviews strengthen Brands must respond
perceived quality; negative quickly to patterns of
reviews increase perceived risk. | negative complaints.
Review volume | High A large number of reviews Growth in review
increases legitimacy, especially | volume must be
if they appear organic authentic and not
manipulated
Credibility & Very high | Detailed, balanced, and verified | Verification and
authenticity reviews are more trusted. transparency should
be part of reputation
strategy.
Managerial High Fast and specific responses can | The quality of public
response reduce reputational damage. responses signals
brand character.
Platform Medium Moderation and verification Brand reputation also
governance labels influence trust in the depends on platform
review system. credibility.

Source : Author, 2026
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Table 5. Research Agenda and Practical Implications

Area Gap Implication
Reputation It is necessary to distinguish reputation | More specific reputation
measurement from trust, attitude, and purchase measurement instruments

intention will improve the accuracy
of findings.
Platform There are still limited cross-platform Brands need to manage the
comparison studies across Amazon, Google, Yelp, review ecosystem in an
and social platforms integrated manner
Authenticity Fake reviews and Al-generated reviews | Companies must invest in
threats are still rapidly increasing verification and fraud
prevention
Longitudinal Long-term evidence remains limited. Longitudinal studies are
design needed to observe changes
in reputation over time

Source : Author, 2026

Overall, the evidence indicates that
online reviews are now a core reputational
mechanism in digital markets. They shape
what consumers believe about a brand, how
much risk they associate with it , and whether
they interpret the brand as reliable, responsive,
and legitimate . For that reason , firms that
want durable brand reputation must manage
review environments ethically and
strategically rather than treating reviews as
passive feedback archives .

CONCLUSION

This study demonstrates that online
customer reviews significantly and enduringly
influence brand perception . The effect can
happen in many ways , such as the review's
valence, volume, credibility, authenticity ,
helpfulness , the reviewer's expertise , the
manager's responses , and the platform's
governance . People trust a product and think
it's good when they read good, believable
reviews. But if a business doesn't respond well
to bad reviews or if they seem suspicious, they
can quickly hurt the business's reputation. The
results show that a brand's online reputation is
affected by more than just what it says about

itself. It is also influenced by public reviews
and the review system itself.

The research indicates that overseeing
reviews ought to be regarded as an essential
aspect of brand management Firms should
encourage verified and experience-based
reviews, respond promptly and transparently
to complaints , monitor suspicious patterns,
and work with platforms that support review
authenticity . These actions help protect both
review trust and brand trust. In fields with a lot
of uncertainty, like hospitality , online retail,
healthcare, and local services , these kinds of
strategies are even more important because
customers rely on reviews from other people
before making a purchase .

For future research , more direct
measurement of brand reputation is needed,
along with cross-platform comparison and
longitudinal analysis. Researchers should also
examine the consequences of Al-generated
reviews, algorithmic moderation, and score-
text inconsistency more closely. Practically,
companies should move beyond the goal of
collecting more reviews and instead focus on
cultivating a credible review ecosystem.
Sustainable brand reputation depends on
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authentic customer experience, ethical review
governance, and consistent organizational
accountability .
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