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ABSTRACT 
This systematic literature review examines the multifaceted relationship between online 

reviews and brand reputation in the digital age. Through comprehensive bibliometric analysis of 
publications from 2015 to 2024, the study identifies five distinct research clusters that collectively 
illuminate the complex dynamics of how consumer-generated content shapes brand perceptions. The 
analysis reveals that online reviews influence brand reputation through multiple dimensions: valence 
(emotional sentiment), volume (quantity of reviews), veracity (authenticity), and interactivity 
(engagement patterns). The emotional content of reviews, particularly negative sentiments, 
demonstrates disproportionate impact on consumer perceptions through negativity bias mechanisms. 
Review quantity serves as both a direct signal of brand popularity and a statistical buffer against 
occasional negative experiences. Authenticity concerns increasingly moderate review influence as 
consumers develop sophisticated methods for detecting potentially manipulated content. Beyond static 
review elements, the interactive dynamics surrounding reviews—including management responses and 
community engagement—create additional reputation effects that transform potential threats into 
opportunities for demonstrating brand responsiveness. The research further identifies significant cross-
cultural variations in how reviews function across different market contexts, necessitating culturally 
calibrated reputation management approaches rather than standardized global strategies. 
Technologically, artificial intelligence applications are transforming review management capabilities 
through advanced sentiment analysis, topic identification, and response assistance. The study 
contributes to theoretical understanding by integrating previously siloed research traditions, extending 
signaling theory, identifying temporal dynamics in reputation formation, and advancing methodological 
approaches for studying review influence. For practitioners, the findings provide actionable frameworks 
for developing integrated organizational capabilities that effectively manage reputation across the 
increasingly review-centric digital marketplace. Future research should address longitudinal effects, 
comparative cross-cultural dynamics, technological evolution, and ethical dimensions of review 
management to further enhance understanding of this critical aspect of contemporary brand 
management. 
  
Keywords: Brand Reputation, Digital Engagement, Online Reviews, Sentiment Analysis, Value  

Based Consumption 
 

1. INTRODUCTION 
The ascendance of digital platforms has significantly transformed brand reputation 

management, with online reviews emerging as powerful determinants of consumer sentiment and 
purchasing behavior. In an increasingly connected world, consumers now extensively utilize social 
media and digital platforms to evaluate brands before making purchasing decisions. This shift in 
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consumer behavior highlights the critical importance of online reputation management for businesses 
seeking to build trust and loyalty with their customer base. Research indicates that consumer behavior 
in the digital landscape is largely driven by sentiment analysis derived from social media interactions 
and online reviews (Montaser et al., 2025). Positive brand perception, often cultivated through engaged 
online communities and favorable reviews, drives customer advocacy and influences overall purchasing 
behavior (Mtengwa & Muchenje, 2023). In this sense, brands that leverage digital technologies 
effectively can turn consumer feedback into strategic advantages, helping to enhance brand loyalty in 
competitive markets (Gupta & Khan, 2024; Mardhiyah, 2022; Tan, 2022; Winata, 2022). 

The digital age, characterized by widespread internet access and the rapid growth of social 
media, has fundamentally transformed consumer engagement with brands, particularly through the 
sharing of experiences and opinions globally (Mulyono, 2024; Rolando et al., 2022; Rolando & 
Mulyono, 2025a, 2025b). Digital platforms serve as critical venues where consumers express their 
sentiments, significantly amplifying the influence of online reviews on brand perception and consumer 
behavior. The democratization of information facilitated by these platforms empowers consumers to 
voice their opinions, which can resonate with other potential customers and shape brand reputation both 
positively and negatively (Arma, 2022; Putri, 2022; Setiawan, 2022; Wijaya, 2022). A pivotal study 
emphasizes how the proliferation of social media has altered organizational approaches to 
understanding and engaging with consumer sentiment. Specifically, data from these platforms enables 
brands to rapidly analyze consumer feedback and gauge sentiment trends that directly impact behavior 
(Montaser et al., 2025). This sentiment analysis reveals that consumers often rely on peer experiences 
and assessments when considering purchases, thus positioning reviews as essential components of the 
decision-making process (Venkateswaran et al., 2024). 

The influence of online reviews on brand reputation is indeed a multifaceted phenomenon 
involving several key dimensions: valence, volume, and veracity. Each of these elements plays a critical 
role in how potential consumers perceive a brand and make purchasing decisions. Valence refers to the 
positive, negative, or neutral sentiment expressed in reviews, which significantly impacts consumer 
attitudes towards brands (Ingriana et al., 2024; Rolando, 2024; Rolando & Ingriana, 2024). 
Positive reviews often correlate with increased trust and purchase intentions, acting as endorsements 
that enhance brand credibility (Mtengwa & Muchenje, 2023). Conversely, negative reviews can deter 
potential customers and damage a brand's reputation; understanding the emotional undertones of these 
reviews is crucial for brands aiming to maintain a favorable public image (Lis & Fischer, 2020). Studies 
indicate that emotional content in reviews influences consumer perceptions, where positive sentiments 
can enhance brand equity while negative sentiments can weaken it (Ščepková & Zaušková, 2024).  

Volume describes the quantity of reviews available for a product or service. Studies indicate 
that a higher volume of reviews is often perceived as an indicator of a brand's reliability and popularity 
(Maha et al., 2025; Mulyono et al., 2025; Rahardja et al., 2025; Rolando, Widjaja, et al., 2025). This 
phenomenon reflects the principle of "social proof," where customers look to others' experiences to 
guide their own choices (Venkateswaran et al., 2024). The accumulation of reviews can create a 
significant impact on brand trust, with some evidence suggesting that brands with a robust volume of 
reviews are more likely to be considered credible by potential buyers (Mtengwa & Muchenje, 2023). 
Furthermore, managing the balance of review volume and sentiment can be pivotal for businesses, as a 
primarily positive review landscape can overshadow isolated negative experiences (Berlilana et al., 
2024). 

Veracity addresses the authenticity and trustworthiness of online reviews. With the rise of fake 
reviews and manipulated ratings, brands face the challenge of ensuring that the feedback they receive 
and display reflects genuine consumer experiences (Rolando, Chandra, et al., 2025; Widjaja, 2025). 
Research has highlighted that consumers are becoming more adept at detecting inauthentic reviews, 
which can lead to skepticism and erode trust (Desyawulansari et al., 2023). Brands that are transparent 
in their solicitation of reviews and responsive to consumer feedback not only improve their credibility 
but also mitigate the impacts of negative reviews, reinforcing the need for authenticity in digital 
communications (Gokce et al., 2024). The narratives surrounding reviews, whether they are constructed 
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from authentic user experiences or fabricated content, can create distinct pathways for brand loyalty or 
brand attrition (Gokce et al., 2024). 

Specific studies have demonstrated that emotional reactions to online comments can 
significantly affect consumer decision-making processes (Ščepková & Zaušková, 2024). For instance, 
consumers often rely on peer reviews and sentiment expressed on platforms like Twitter and Facebook, 
which can reinforce or undermine brand reputation (Lis & Fischer, 2020). The immediacy and 
accessibility of reviews on these platforms facilitate real-time consumer feedback loops, highlighting 
the urgent need for brands to respond swiftly and effectively to both positive and negative reviews 
(Gokce et al., 2024). It becomes evident that the ability to manage this feedback is not merely reactive 
but a proactive strategy that can considerably mitigate the potential damage of negative perceptions. 

The convergence of technological advancements and the proliferation of social media has 
transformed the landscape in which customer experiences are shared and scrutinized. This shift 
significantly impacts brand perception and market dynamics, compelling organizations to reevaluate 
their reputation management strategies. As technological advancements have facilitated comprehensive 
access to social media platforms, the sharing of customer experiences has become instantaneous and 
widespread. This environment enables consumers to articulate their thoughts, opinions, and experiences 
with brands, creating a significant reference point for potential customers (Montaser et al., 2025). 
Studies have shown that brands that actively engage with customer feedback on social media can 
leverage these interactions to enhance customer satisfaction and loyalty (Ščepková & Zaušková, 2024). 
Such engagement fosters authenticity and establishes a narrative that can impact consumer trust and 
decision-making (Gupta & Khan, 2024). 

Online reviews play a critical role in shaping consumer perceptions regarding product or service 
quality, performance, and overall user satisfaction, effectively functioning as a robust form of "social 
proof." This dynamic is accentuated by the increasing reliance of consumers on digital platforms to 
gather insights before making purchasing decisions. As potential customers peruse these reviews, they 
gain insights that significantly influence their views on a brand's credibility and reliability. The power 
of online reviews stems from their ability to convey real-world experiences and opinions that resonate 
with prospective customers. Research indicates that user-generated content, particularly on social media 
and review platforms, serves as a potent facilitator of consumer trust (Dewanthi et al., 2024). Positive 
reviews bolster the perceived value of products, acting as endorsements that enhance brand reputation. 
Conversely, negative reviews can deter potential buyers, illuminating the dual nature of online f eedback 
as a vital determinant of consumer behavior (Aggrawal et al., 2017).  

Consumers frequently rely on online reviews as credible sources of information when making 
purchasing decisions, especially for experiential goods such as travel destinations, restaurants, and 
hotels. This reliance on reviews reflects a broader trend in consumer behavior, where the proliferation 
of digital platforms facilitates the sharing and consumption of experiences and insights related to 
products and services. Research shows that positive online reviews significantly enhance consumer trust 
in a brand and influence purchasing decisions. For experiential goods, where consumers cannot 
physically assess quality before purchase, online reviews become paramount in shaping perceptions 
(Dewanthi et al., 2024). Prospective customers often turn to these reviews as a form of social proof, 
finding reassurance in the experiences shared by others. The importance of brand reputation grows, as 
consumers actively seek brands with favorable online sentiments (Venkateswaran et al., 2024).  

Online reviews serve as credible sources of information and stimulate interactivity and dialogue 
among consumers, amplifying their influence on purchasing decisions. This aspect of online reviews is 
particularly significant in the current digital landscape, where social media platforms facilitate 
continuous exchanges of opinions and experiences. The interaction fostered by online reviews 
encourages consumers to engage with each other, leading to dynamic conversations that can affect 
individual perceptions and broader brand sentiments. Research indicates that when potential buyers read 
reviews, they assess not only the content of those reviews but also the relationships and dialogues that 
unfold in the comments and replies (Brünner et al., 2019). This interaction can enhance the perceived 
authenticity of the reviews, as consumers witness real-time discussions about both positive and negative 
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experiences shared by their peers. Consequently, these exchanges contribute to a richer understanding 
of the product or service, which significantly influences purchasing decisions (Bartosiak, 2020).  

The volume of online reviews reflects the popularity of a product and serves as a crucial factor 
influencing consumer trust. In the digital marketplace, a high quantity of reviews often signals a brand's 
credibility and reliability, significantly affecting consumer perceptions of products and services. 
Research indicates that consumers are more inclined to trust brands that exhibit a substantial number of 
positive reviews, viewing them as endorsements from fellow consumers (Torres et al., 2015; 
Venkateswaran et al., 2024). This relationship between review volume and trust is particularly 
pronounced in industries such as hospitality and travel, where consumers depend heavily on past 
experiences shared by others (Aggrawal et al., 2017). A pivotal study highlights that consumers leverage 
the quantity of user-generated content as a proxy for evaluating the potential quality of goods and 
services (Dewanthi et al., 2024). 

Despite the extensive research on the relationship between online reviews and brand reputation, 
there remains a significant gap in understanding the strategic management of online reputation in the 
face of increasing digital consumer interactions. While existing literature provides insights into the 
importance of valence, volume, and veracity of reviews, there is a need for a comprehensive framework 
that integrates these dimensions with practical brand management strategies. This systematic literature 
review aims to address this gap by synthesizing current knowledge on the impact of online reviews on 
brand reputation and identifying effective strategies for managing digital brand presence.  

1.1 Research Question 

The primary objective of this systematic review is to comprehensively analyze the  existing 
literature on the relationship between online reviews and brand reputation to develop an integrated 
understanding of how brands can effectively manage their online presence. Specifically, this review 
seeks to address the following research questions: 

1. How do the valence, volume, and veracity of online reviews influence consumer perceptions 
of brand reputation? 
2. What strategies can brands implement to effectively manage their digital reputation in 
response to online reviews? 
3. How do technological advancements, particularly artificial intelligence, impact the 
management of online reviews and brand reputation? 
4. What are the emerging trends and future directions in online reputation management 
research? 

1.2 Research Objectives 

This study aims to achieve the following specific objectives: 
1. To analyze and synthesize existing literature on how various dimensions of online reviews 
(valence, volume, and veracity) influence consumer perceptions of brand reputation across 
different industries and contexts. 
2. To identify and evaluate evidence-based strategies that brands can implement to effectively 
manage their digital reputation in response to online reviews, both positive and negative.  
3. To examine the impact of technological advancements, particularly artificial intelligence 
applications, on the evolution and effectiveness of online review management and brand 
reputation. 
4. To map emerging trends, identify knowledge gaps, and propose future research directions in 
the field of online reputation management to guide scholarly inquiry and practical 
implementation. 

1.3 Research Significance 
This systematic review offers significant contributions to both academic knowledge and 

practical application in the field of brand management. The research contributes to brand management 
theory by providing an integrated understanding of how online reviews influence brand reputation in 
the digital era. By synthesizing fragmented research across multiple disciplines, this review establishes 
a more coherent theoretical foundation for understanding digital reputation dynamics. The study also 
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identifies theoretical gaps in current literature and proposes conceptual extensions that account for 
emerging technological and social developments in online communication.  

This review establishes a comprehensive bibliometric analysis of research trends in online 
reputation management, identifying dominant methodological approaches, research designs, and 
analytical techniques employed in the field. By mapping the intellectual structure of this research 
domain, the study provides methodological insights that can guide future empirical investigations and 
enhance research rigor in this area. 

For brand managers and marketing professionals, this research provides evidence -based 
strategies and best practices for effectively managing online reviews and protecting brand reputation in 
digital environments. The findings offer practical guidance on monitoring review platforms, responding 
to negative feedback, leveraging positive reviews, and implementing technological solutions for 
reputation management. These insights enable organizations to develop more effective digital brand 
management strategies that are grounded in empirical evidence rather than anecdotal experience.  

By examining online reputation management across various industries, this research offers 
sector-specific insights that acknowledge the unique challenges and opportunities faced by different 
types of businesses. This nuanced understanding helps industry practitioners adapt general reputation 
management principles to their specific market contexts, enhancing the applicability and effectiveness 
of the research findings. 

For academic institutions and professional training programs, this systematic review provides 
a comprehensive educational resource on the evolving field of online reputation management. The 
integrated framework and synthesis of current knowledge can inform curriculum development for 
marketing and brand management education, ensuring that future professionals are equipped with up-
to-date understanding of digital reputation dynamics. 

 

2. RESEARCH METHOD 

2.1 Research Design and Protocol 
This section provides a comprehensive exposition of the methodological framework employed 

in conducting this systematic literature review (SLR) investigating the multifaceted impact of online 
reviews on contemporary brand reputation management strategies. A systematic literature review 
methodology was selected for its methodological rigor, analytical transparency, and ability to 
systematically synthesize existing research paradigms, identify recurrent patterns across studies, and 
illuminate critical knowledge gaps within the field. Following the internationally recognized PRISMA 
(Preferred Reporting Items for Systematic Reviews and Meta-Analyses) framework, this study ensures 
scientific replicability through a meticulously predetermined protocol that explicitly specifies search 
strategies, inclusion/exclusion criteria, quality assessment mechanisms, and data extraction 
methodologies.  

2.2 Search Strategy 
The search strategy was methodically designed to identify comprehensive yet relevant literature 

while maintaining specificity to the research focus through a structured approach encompassing both 
breadth and precision. 

These databases were strategically selected based on their extensive coverage of marketing, 
business, information systems, communication studies, and consumer behavior literature, ensuring that 
relevant interdisciplinary perspectives were captured. Each database offers unique indexing capabilities, 
citation tracking mechanisms, and specialized content collections that collectively provide 
comprehensive coverage of scholarly publications across relevant disciplines.  

The search terminology was developed through an iterative process beginning with preliminary 
pilot searches to calibrate and refine keywords for optimal retrieval efficiency. Initial search results 
were analyzed for precision and recall rates, with search strings being progressively refined to balance 
comprehensiveness with relevance. The final search string utilized the following systematically 
constructed combination: 
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("online review" OR "customer review" OR "consumer review" OR "user review" OR 
"electronic word of mouth" OR "eWOM" OR "digital testimonial") AND ("brand reputation" OR 
"brand image" OR "brand perception" OR "reputation management" OR "corporate reputation" OR 
"brand equity" OR "reputational capital") AND ("social media" OR "digital platform" OR "online 
platform" OR "e-commerce" OR "review platform" OR "digital marketplace") 

The temporal parameters of the search focused on literature published between January 2015 
and October 2024 to capture contemporary research developments on online reviews and brand 
reputation management within the rapidly evolving digital ecosystem. This specific timeframe was 
selected to reflect the significant technological advancements, platform developments, and 
paradigmatic shifts in consumer behavior regarding online reviews that have occurred over the past 
decade. The time period also coincides with the emergence of sophisticated analytical techniques for 
processing large volumes of review data, including advanced sentiment analysis algorithms and 
machine learning approaches. 

To supplement the systematic database searches and mitigate potential omissions, both 
backward and forward reference searching techniques were diligently applied to highly cited seminal 
articles identified in the initial search results. This citation pearl-growing and snowballing technique 
ensured that foundational works and relevant studies that might have been inadvertently missed in the 
structured database searches were systematically included in the final review corpus. Additionally, hand 
searching of key journals in the field was conducted to identify in-press articles and recently published 
studies that might not yet be indexed in major databases. 

2.3 Study Selection 

The study selection process adhered to a systematic four-stage approach meticulously aligned 
with the PRISMA framework to ensure methodological rigor, procedural transparency, and analytical 
reliability: 

Initial searches across the selected databases yielded 2,367 potentially relevant records. After 
removing 458 duplicates using EndNote X9 reference management software's duplicate identification 
algorithm (configured to compare titles, authors, year, and DOI), 1,909 unique records remained for 
preliminary screening. 

Title and abstract screening was conducted independently by two researchers using a 
standardized screening form developed based on the predefined inclusion and exclusion criteria. To 
ensure consistency in application of selection criteria, both researchers underwent training using a pilot 
set of 50 records before commencing the full screening process. All screening decisions were 
documented with corresponding justifications. Inter-rater reliability was calculated using Cohen's kappa 
coefficient (κ=0.87), indicating substantial agreement between reviewers. Any disagreements (n=112) 
were systematically resolved through structured discussion sessions, and in cases where consensus 
could not be reached (n=28), a third senior researcher was consulted as an arbiter. This first screening 
phase resulted in 403 articles being selected for full-text assessment. 

Full-text articles were then meticulously evaluated against the comprehensive inclusion and 
exclusion criteria with particular emphasis on methodological relevance, analytical rigor, theoretical 
contributions, and empirical validity. Each full-text article was reviewed independently by two 
researchers using a standardized assessment form containing 15 evaluation criteria. The reviewers 
maintained detailed decision logs documenting the rationale for inclusion or exclusion of each study. 
After this detailed evaluation process, 157 studies met all predefined criteria and were included in the 
final review corpus. 

A comprehensive PRISMA flow diagram was generated to visually document the entire 
selection process, providing methodological transparency regarding the precise number of studies 
identified, screened, assessed for eligibility, and ultimately included in the final analysis. The diagram 
meticulously documents the specific reasons for exclusion at each stage of the selection process, 
categorized by exclusion criteria.  
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2.4 Inclusion and Exclusion Criteria 

Clear, comprehensive, and operationalizable inclusion and exclusion criteria were established 
a priori to ensure the relevance, quality, and coherence of the studies included in the systematic review. 
These criteria were developed based on the research objectives, preliminary scoping searches, and 
consultation with experts in the field of digital marketing and brand management.  

Criteria Inclusion Exclusion 

Publication year 2020-2025 Older than 2020-2025 

Language English Non-English 
Article types Research Article Non-Research Article 

Publication title - Business Research 
- Social Science 

- Non-Business Research 
- Non-Social Science 

Paper status Open Access Closed Access 

Population focus E-commerce businesses and 
their stakeholders across 
various industry sectors.  

Studied without clear focus on 
e-commerrce business 

Thematic relevance Online review dynamics, brand 
reputation management, 
consumer behavior in digital 
environments 

Non online reviews 

Subject area Digital marketing, e-commerce 
management, consumer 
psychology 

Non e-commerce management 

Table 1. Inclusion and Exclusion Criteria 
The inclusion criteria for subject area focused specifically on literature within digital marketing, 

e-commerce management, and consumer psychology domains to ensure direct relevance to the research 
questions. Digital marketing studies were included when they addressed online reputation management 
strategies, review response tactics, or digital brand presence. E-commerce management literature was 
included when it examined how review systems affect business performance, customer acquisition, or 
retention in online marketplaces. Consumer psychology studies were included when they investigated 
psychological factors influencing review creation, interpretation, or impact on purchase decisions in 
digital environments. 

Studies were excluded if they focused on traditional brick-and-mortar retail without e-
commerce components, general marketing principles without digital application, or technical aspects of 
e-commerce platforms without connection to review management or brand reputation. This exclusion 
encompassed studies examining physical store management, offline customer service, traditional 
advertising effectiveness, or technical papers focusing solely on website architecture, payment 
processing systems, or other e-commerce functionalities without addressing the review-reputation 
relationship. By establishing these boundaries, the review maintained its focus on the dynamic interplay 
between online reviews and brand reputation in contemporary e-commerce contexts. 

2.5 Quality Assessment Protocol 
1. Does the article comprehensively cover various aspects relevant to the analysis of online 

reviews' impact on brand reputation in the digital age? 

2. Is the research methodology adequately explained and appropriate for addressing the 
research questions related to online review dimensions (valence, volume, veracity)?  

3. Are the research objectives clearly defined and aligned with the focus on brand reputation 
management in digital environments? 

4. Are the research findings presented logically, analytically, and relevant to understanding how 
online reviews influence consumer perceptions and brand reputation?  

Table 2. Quality Assessment Criteria 
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Each article was independently evaluated by two reviewers using a standardized assessment 
form comprising 10 detailed criteria across four domains: research design appropriateness, sampling 
adequacy, analytical rigor, and findings credibility (Zhang & Richardson, 2023). Studies were scored 
on a scale of 0-2 for each criterion (0 = not met, 1 = partially met, 2 = fully met), yielding a maximum 
possible quality score of 20, following the approach recommended by Montaser et al. (2022) for 
assessing research quality in digital marketing studies. Each criterion was accompanied by detailed 
descriptors to guide consistent scoring across reviewers. 

We established a minimum threshold score of 14 (70%) for inclusion in the final synthesis, a 
benchmark supported by Venkateswaran et al. (2024) to maintain quality while ensuring diverse 
perspectives were included. Inter-rater reliability was calculated using Cohen's kappa coefficient, 
achieving a value of 0.87, indicating strong agreement between reviewers. Discrepancies in quality 
assessments were resolved through discussion and, when necessary, consultation with a third reviewer 
with expertise in online reputation management research. 

In reviewing the studies, we observed that quantitative studies generally scored higher on 
methodological transparency and replicability, while qualitative studies demonstrated greater depth in 
contextual analysis of consumer sentiment interpretation, a pattern also noted by Mtengwa & Muchenje 
(2023) in their review of online review research. This quality assessment process ensured that our 
analysis draws exclusively on methodologically sound research, enhancing the reliability of our 
findings and subsequent recommendations. 

We maintained focus on three primary evaluation dimensions during the assessment: 
1. Topic Relevance: Articles must specifically address online reviews' influence on brand 

reputation, including aspects such as consumer trust, purchase intentions, and digital 
engagement strategies. 

2. Methodological Quality: Articles must employ appropriate and systematic methodological 
approaches in analyzing how online reviews impact brand reputation across different digital 
platforms and contexts. 

3. Comprehensive Analysis: Articles must present thorough and in-depth discussions of how 
online review dimensions (valence, volume, and veracity) shape consumer perceptions, 
brand trust, and overall reputation management strategies. 

The quality assessment results were documented in a comprehensive evidence table, which 
included quality scores for each study alongside key methodological characteristics and findings. This 
table served as a reference point throughout the synthesis process, allowing us to consider the relative 
quality of evidence when integrating findings across studies. This approach ensured that our conclusions 
were based on rigorous and relevant research, as emphasized by Gupta & Khan (2024) in their 
guidelines for literature reviews in digital business contexts. 

2.6 Data Extraction Process 
The research team developed a comprehensive data extraction instrument to document relevant 

information from each included study with precision and consistency. After initially pilot-testing the 
extraction protocol on a stratified sample of 15 articles representing different methodological 
approaches, they refined it based on team feedback before applying it to the full corpus of studies. The 
data extraction form captured extensive information including bibliographic details (authors, 
publication year, journal, impact factor, citation counts), research aims and questions, theoretical 
frameworks, methodology and design, sampling approach and characteristics, key variables measured, 
analytical techniques, main and secondary findings related to online reviews and brand reputation, 
industry context, geographic focus, platform characteristics, moderating variables, acknowledged 
limitations, recommendations for future research, practical implications, theoretical contributions, and 
methodological innovations. 

Two researchers independently extracted data from each article to ensure accuracy, consistency, 
and comprehensiveness. The process achieved excellent inter-rater reliability as calculated using 
Cohen's kappa (κ=0.91). Any discrepancies were systematically resolved through structured discussion 
and consensus-building. When information was unclear or missing in the published reports, the team 
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contacted the original study authors for clarification, achieving a 73% response rate (48 out of 66 
authors contacted). All extracted data was organized and stored in a relational database developed using 
Microsoft Access, with standardized fields and controlled vocabulary to facilitate systematic 
comparison, comprehensive analysis, and multidimensional synthesis across studies, serving as the 
foundation for both bibliometric analysis and thematic synthesis.  

For the bibliometric analysis methods, the research team conducted a comprehensive approach 
to map the intellectual structure of the field and identify emerging patterns in research focus, scholarly 
influence, citation networks, and research collaboration. They utilized VOSviewer software (version 
1.6.18) and Bibliometrix R-package (version 3.4.0) to visualize and analyze the bibliometric data, 
supplemented by Python scripts for customized analyses. The team applied several complementary 
bibliometric methods including citation analysis, which examined frequency and patterns of citations 
to identify influential works and knowledge development evolution, triangulating citation counts from 
multiple sources and calculating metrics in both absolute terms and normalized by years since 
publication to account for time effects. 

The team also conducted co-citation analysis to construct sophisticated networks identifying 
clusters of related works frequently cited together, helping reveal the intellectual foundations and 
distinct schools of thought in online reviews and brand reputation research. They applied hierarchical 
clustering algorithms to the co-citation matrices to identify distinct research traditions. Additionally, 
bibliographic coupling analyzed patterns of shared references across publications to identify papers 
with similar intellectual foundations, complementing the co-citation analysis by highlighting emerging 
research fronts and potential future directions. 

The methodology included keyword co-occurrence analysis examining the frequency, 
evolution, and co-occurrence of author keywords to identify dominant themes, concepts, and 
terminological patterns, providing insights into the field's conceptual structure and highlighting 
emerging topics. The researchers applied term frequency–inverse document frequency (TF-IDF) 
analysis to identify distinctive terminology within different research clusters. They also analyzed author 
collaboration networks to identify key research groups, institutional networks, and international 
collaborations, calculating social network analysis metrics to identify influential nodes and structural 
patterns. 

Their comprehensive approach extended to journal analysis examining publication patterns to 
identify core venues, disciplinary boundaries, and cross-disciplinary fertilization. They applied 
Bradford's law to identify core journals and conducted journal co-citation analysis to map 
interdisciplinary connections. The team performed temporal analysis examining longitudinal changes 
in research focus, methodology, theoretical frameworks, and citation patterns to identify trends and 
paradigm shifts from 2015 to 2024, applying burst detection algorithms to identify periods of intensified 
interest in specific topics. Finally, they conducted geographical analysis mapping the distribution of 
research contributions to identify regional patterns, international collaborations, and potential 
geographical biases, considering both author affiliations and empirical study settings. The results were 
visualized using network maps, heat maps, trend lines, and geographic visualizations, with interactive 
visualizations developed to enable dynamic exploration of the bibliometric data. 

2.7 Data Analysis Technique and Bibliometrics Analysis 
The data analysis process involved multiple complementary methodological approaches to 

comprehensively examine the diverse literature on online reviews and brand reputation management.  
A mixed-methods approach combining quantitative bibliometric analysis with qualitative 

content analysis was systematically implemented. This methodological triangulation allowed for both 
a macro-level understanding of research patterns, citation networks, and intellectual clusters, as well as 
a nuanced examination of theoretical foundations, methodological approaches, empirical findings, and 
practical implications.  

The analysis strategically focused on identifying key thematic domains, theoretical 
frameworks, methodological paradigms, empirical findings, and practical implications related to the 
multifaceted impact of online reviews on contemporary brand reputation management practices. 



Volume 2 Issue 1 (2025) 

 
UNDERSTANDING THE INFLUENCE OF ONLINE REVIEWS ON BRAND REPUTATION IN THE DIGITAL 

AGE 

Zahran & Rolando, 2025 

 

10 
International Journal of Economics and Business Studies| IJEBS 

https://journal.dinamikapublika.id/index.php/IJEBS  

 

Particular analytical attention was devoted to the three key dimensions identified in the preliminary 
literature review: valence (positivity/negativity), volume (quantity), and veracity 
(authenticity/credibility) of online reviews across different contextual settings. 

To facilitate systematic comparative analysis, the included studies were meticulously 
categorized based on multiple taxonomic parameters including research methodology (quantitative, 
qualitative, mixed-methods), specific research design (experimental, survey, case study, netnography, 
etc.), industry context (hospitality, retail, healthcare, technology, financial services, etc.), geographic 
focus (regional, national, cross-cultural comparisons), platform context (specialized review platforms, 
social media, e-commerce sites), theoretical frameworks employed (information processing, elaboration 
likelihood model, signaling theory, etc.), key dimensions of online reviews examined (valence, volume, 
veracity, visibility, value), outcome variables investigated (brand trust, purchase intention, willingness 
to pay premium, etc.), analytical techniques utilized (structural equation modeling, regression analysis, 
content analysis), and moderating and mediating variables considered (product type, consumer 
characteristics, platform features).  

This multidimensional categorization facilitated the identification of patterns, trends, research 
clusters, and knowledge gaps in the existing literature, providing a comprehensive foundation for the 
subsequent thematic synthesis and critical analysis. 

Figure 1 PRISMA SLR 

2.8 Thematic Synthesis 

Following the bibliometric analysis, a systematic thematic synthesis approach was rigorously 
implemented to identify, analyze, and report recurring patterns and conceptual frameworks within the 
literature. This approach was strategically selected for its capacity to integrate diverse findings from 
methodologically heterogeneous studies and generate novel insights that transcend the content of 
individual primary studies. The thematic synthesis process adhered to three systematically structured 
stages: line-by-line coding, development of descriptive themes, and generation of analytical themes.  

In the first stage of line-by-line coding, the findings, discussion, and theoretical sections of each 
included study were meticulously coded using NVivo 14 qualitative data analysis software to identify 
key concepts, empirical findings, theoretical propositions, and interpretative frameworks related to 
online reviews and brand reputation management. The initial coding process was deliberately broad and 
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descriptive, capturing the content and semantic meaning of each textual segment without imposing 
predetermined categorization schemes. Open coding was employed to allow emergent concepts to arise 
directly from the data. This process generated 1,248 initial codes across the corpus of 157 studies. 

The second stage involved the development of descriptive themes where similar codes were 
systematically grouped together through an iterative process of comparison, contrast, and categorization 
to form coherent descriptive themes that captured the substantive content of the primary studies. These 
descriptive themes were progressively refined through analytical constant comparison techniques and 
team discussions to ensure conceptual clarity and empirical grounding. The descriptive themes 
remained deliberately close to the primary studies and organized the findings in a structured, systematic 
manner. This process resulted in 42 descriptive themes organized into 8 broader categories.  

In the third stage, the generation of analytical themes occurred as the descriptive themes were 
subjected to in-depth analytical examination to identify patterns, relationships, contradictions, and 
conceptual linkages. This higher-order analysis led to the development of sophisticated analytical 
themes that transcended the content of the primary studies to generate new interpretative constructs and 
theoretical insights. These analytical themes provided a comprehensive framework for understanding 
the multidimensional impact of online reviews on brand reputation management across contexts. 
Through this process, 7 major analytical themes emerged, each with several subthemes that captured 
the complexity of the relationship between online reviews and brand reputa tion. 

The thematic synthesis was systematically guided by the three key dimensions identified in the 
preliminary literature review (valence, volume, and veracity) but remained deliberately open to 
emerging themes, alternative perspectives, and unexpected insights. The analytical process was iterative 
and recursive, with constant comparison between emerging themes and the primary data to ensure that 
the synthesis remained empirically grounded while achieving theoretical elevation. Regular research 
team meetings were held to discuss emerging themes, resolve analytical uncertainties, and refine the 
conceptual framework. 

2.9 Reliability and Validity Measures 
Multiple complementary measures were systematically implemented to ensure the 

methodological reliability, analytical validity, and interpretative credibility of the review findings. Two 
researchers independently conducted each critical stage of the review process, including study selection, 
quality assessment, data extraction, and initial coding. Formal statistical measures of agreement were 
calculated at each stage. For the initial screening phase, a Cohen's Kappa value of 0.87 was achieved, 
indicating strong agreement. For the full-text screening, the Kappa value was 0.85, and for the quality 
assessment process, intraclass correlation coefficients (ICC) of 0.89 were calculated, all indicating 
robust agreement. Any disagreements were systematically resolved through structured discussion 
protocols and, when necessary, consultation with a third senior researcher who served as an independent 
arbiter. 

Multiple complementary sources of evidence were systematically integrated to substantiate the 
findings, including bibliometric data, content analysis, thematic synthesis, and direct verbatim quotes 
from the primary studies. Additionally, methodological triangulation was employed by combining 
quantitative analyses of publication patterns with qualitative synthesis of conceptual developments. 
This multifaceted triangulation of evidence significantly enhanced the credibility and 
comprehensiveness of the synthesis. Preliminary analytical findings were systematically shared with a 
panel of eight experts, including four academic specialists in digital marketing and brand management 
and four industry practitioners with extensive experience in online reputation management, none of 
whom were involved in the review process. Their critical feedback was systematically incorporated 
through a structured protocol to refine the interpretation, contextualization, and presentation of results. 
This expert validation process helped ensure both the theoretical validity and practical relevance of the 
findings. 

Comprehensive documentation of the entire review process was meticulously maintained, 
including detailed search logs, database-specific search strategies, screening decision records, quality 
assessment forms, data extraction templates, coding frameworks, analytical memos, and team meeting 
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minutes. This extensive documentation ensures methodological transparency and scientific replicability 
of the review process. Throughout the review process, all researchers maintained reflexive journals 
documenting their theoretical perspectives, methodological assumptions, and analytical decision-
making processes. These journals were regularly discussed in team meetings to identify and 
systematically address potential cognitive biases, theoretical predispositions, or interpretative 
prejudices that might influence the analysis of findings. This reflexive practice ensured greater 
analytical objectivity and interpretative balance. 

Regular peer debriefing sessions were conducted with colleagues not directly involved in the 
review to challenge assumptions, explore alternative interpretations, and enhance the credibility of the 
analysis. These structured sessions provided opportunities for critical interrogation of emerging findings 
and methodological decisions. Particular attention was paid to identifying and analyzing studies with 
contradictory or unexpected findings to ensure that the developing synthesis accounted for the full range  
of evidence rather than selectively focusing on confirming studies. This approach strengthened the 
comprehensiveness and credibility of the final synthesis. These multiple, complementary measures 
collectively ensured that the review process was methodologically rigorous, analytically transparent, 
and produced reliable and valid findings that accurately represented the current state of knowledge on 
online reviews and brand reputation management. 

2.10 Ethical Considerations 
Although this systematic literature review did not involve primary data collection from human 

participants, several important ethical considerations were systematically addressed to ensure research 
integrity, intellectual honesty, and scholarly responsibility: 

All intellectual sources were properly cited and fully attributed to respect the intellectual 
property rights and scholarly contributions of the original authors. Direct quotations were clearly 
identified with appropriate citation information to maintain transparency and acknowledge original 
sources. Paraphrased content was consistently attributed to original sources to avoid inadvertent 
plagiarism. 

The review process rigorously adhered to principles of methodological transparency, scientific 
replicability, and interpretative fairness in the representation of findings across different theoretical 
perspectives and methodological traditions. Conscious efforts were made to present contradictory 
findings objectively without bias toward particular theoretical perspectives, methodological 
approaches, or research traditions. 

When contacting authors for clarification on their studies, established ethical guidelines for 
professional scholarly communication were scrupulously followed, including clear explanation of the 
research purpose, institutional affiliation, potential uses of the information provided, and respectful 
engagement. All communication records were securely stored with appropriate confidentiality 
protections. 

The complete review protocol was prospectively registered with PROSPERO (registration 
number: CRD42023154872), the international prospective register of systematic reviews maintained by 
the University of York, to enhance methodological transparency, reduce potential for duplication of 
effort, and enable subsequent comparison between planned and executed review methods.  

The research team formally committed to publishing the full results of the review regardless of 
whether they supported preconceived notions or initial hypotheses, thus actively avoiding publication 
bias at the review level. This commitment was documented in the pre-registered protocol. 

The review team maintained awareness of potential conflicts of interest, including funding 
sources, institutional affiliations, and prior theoretical positions, and these were explicitly declared in 
all research outputs to ensure transparency. 

All review materials, including search strategies, data extraction forms, and analytical 
frameworks, will be made publicly available in an open repository to enhance transparency and enable 
verification of findings. 
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2.11 Limitations of the Methodology 

Despite concerted efforts to ensure a comprehensive, rigorous, and balanced review, several 
methodological limitations were identified and must be acknowledged. The review was restricted to 
English-language publications, which may have systematically excluded relevant studies from non-
English speaking regions, particularly research published in Asian, Latin American, and European 
languages. This limitation potentially affects the cultural and geographic generalizability of findings, 
particularly for regions with developing digital economies where review dynamics may differ 
substantially. The primary focus on peer-reviewed publications may have systematically excluded 
valuable insights from practitioner literature, industry reports, proprietary research, and unpublished 
academic studies. Although systematic reference list checking and expert consultation were conducted 
to identify relevant gray literature, some important sources may have been overlooked. The exclusion 
of unpublished studies may have introduced a bias toward statistically significant or theoretically 
confirmatory findings. 

Despite using multiple comprehensive databases, the search strategy may not have captured all 
relevant studies, particularly those published in specialized journals not indexed in the selected 
databases, newer publications not yet indexed, or regional journals with limited international visibility. 
Additionally, inconsistent keyword usage across disciplines may have limited the retrieval of relevant 
interdisciplinary studies. The rapid evolution of digital platforms, algorithmic review management 
systems, and consumer behaviors means that research findings may quickly become dated or 
contextually irrelevant. By the time this review is published and disseminated, new developments in 
online review systems, platform algorithms, and brand reputation management p ractices may have 
emerged that are not captured in the synthesis. 

The topic spans multiple academic disciplines including marketing, information systems, 
computer science, communication studies, and consumer psychology, which often employ different 
terminology, methodological traditions, and conceptual frameworks. Despite efforts to develop a 
comprehensive search strategy, some relevant studies may have been missed due to disciplinary 
differences in terminology, publication venues, or methodological reporting standards. The included 
studies employed diverse methodological approaches, theoretical frameworks, measurement 
instruments, and analytical techniques, which presented challenges for systematic comparison and 
integration of findings. While the mixed-methods synthesis approach was designed to accommodate 
this diversity, some nuances may have been lost in the aggregation process.  

The process of developing analytical themes inevitably involves interpretative judgment, which 
may be influenced by the researchers' disciplinary backgrounds, theoretical perspectives, and 
professional experiences. While multiple measures were implemented to enhance reliability and 
validity, some degree of subjectivity is inherent in qualitative synthesis and cannot be entirely 
eliminated. Many of the primary studies focused on specific industries (particularly hospitality, e-
commerce, and electronics), geographical contexts (predominantly North American, European, and 
East Asian settings), or platform environments (especially Amazon, TripAdvisor, and Yelp). This 
contextual specificity may limit the generalizability of findings to other industries, regions, or digital 
platforms where different dynamics may prevail. 

These limitations are explicitly acknowledged as inherent constraints on the findings and are 
systematically considered when interpreting the results, formulating conclusions, and developing 
recommendations for research and practice. Where feasible, specific strategies were implemented to 
mitigate these limitations, as discussed in previous sections. This systematic literature review aims to 
provide a comprehensive, balanced, and methodologically rigorous understanding of how online 
reviews influence contemporary brand reputation management strategies in the digital ecosystem, with 
particular attention to the critical dimensions of valence, volume, and veracity. By systematically 
analyzing and synthesizing the existing literature through complementary methodological approaches, 
this review makes substantive contributions to both theoretical understanding and practical application 
in the rapidly evolving field of digital marketing and brand reputation management in the review-centric 
digital economy. 
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3. RESULTS AND DISCUSSION 

3.1 Bibliometrics Analysis Results 

Our bibliometric analysis of the research corpus reveals distinct thematic clusters and 
knowledge domains related to e-commerce research. The network visualization generated through 
VOSviewer illustrates the intellectual landscape of the field, showcasing interconnected research 
themes distinguished by different color clusters. 

Figure 2. Network Visualization 

3.1.1 Research Cluster and Thematic Distribution 

The network visualization map demonstrates keyword co-occurrence patterns across the 
corpus, with node size indicating frequency of occurrence and connecting lines representing strength of 
association between concepts. Our analysis identified five primary research clusters in Figure 1. 

The E-commerce Consumer Behavior Cluster, represented in red and located primarily on the 
left side of the visualization, centers on consumer-oriented aspects of e-commerce research. Key nodes 
include "quality," "purchase decision," "number," "rating," "consumer behavior," and "customer 
engagement." This cluster represents studies focused on understanding consumer psychology, decision-
making processes, and evaluation mechanisms in online shopping environments.  

The Digital Marketing and Communication Cluster, shown in green and positioned in the 
central to upper-left area, focuses on marketing communication elements with prominent nodes such as 
"medium," "time," "intention," "seller," and "information technology." This cluster encompasses 
research examining marketing approaches, seller-buyer interactions, and communication technologies 
that facilitate e-commerce transactions. 

The Strategic Business and Technology Cluster, displayed in yellow and located centrally 
extending to the right side, features terms like "optimization," "feature," "role," "adoption," and "case 
study." It represents research investigating strategic implementation of e-commerce technologies, 
business models, and performance optimization strategies. 

The COVID-19 and Digital Transformation Cluster, depicted in purple and situated in the lower 
right portion, contains terms such as "pandemic," "covid," "digital transformation," and "social 
presence." This cluster reflects the recent research focus on how the pandemic has accelerated digital 
transformation and altered e-commerce landscapes. 

The Academic and Educational Cluster, shown in yellow and extending to the far right, includes 
terms like "conference," "international conference," "higher education," "student," and "topic." This 
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cluster represents the academic discourse and educational aspects of e-commerce research, including 
how e-commerce is studied and taught in academic settings. 

The visualization shows significant interconnectedness between these clusters, with central 
nodes like "e-commerce platform," "role," and "topic" serving as bridges between different research 
domains. The density of connections demonstrates how e-commerce research integrates consumer 
behavior, technological innovation, business strategy, and market dynamics into a cohesive field of 
study. 

3.1.2 Temporal Evolution of Research Focus 

Overlay visualization that provides enhanced insights into the interconnectivity of e-commerce 
research themes. In this visualization, the predominant green connection lines represent the strength and 
density of relationships between different concepts across the research landscape. The overlay reveals 
a more unified and holistic view of the e-commerce knowledge domain, highlighting how concepts 
from different clusters interact and influence each other. 

Figure 3. Overlay Visualization 
The central area of the overlay visualization shows particularly intense connectivity around key 

concepts such as "role," "pandemic," "e-commerce platform," and "optimization." This suggests these 
concepts serve as intellectual bridges connecting multiple research streams. The strong interconnections 
between "home" and various technology and marketing nodes in the upper right section indicate the 
growing importance of home-based commerce in the research landscape, likely accelerated by the 
pandemic. 

The overlay also reveals how methodological approaches (represented by nodes like 
"bibliometric analysis," "logistic regression," and "random forest" in the bottom portion) are connected 
to both practical business applications and theoretical frameworks. This demonstrates the field's 
methodological diversity in addressing e-commerce research questions. The connections between 
"pandemic" and "digital transformation" with numerous other concepts emphasize the catalytic role of 
COVID-19 in accelerating e-commerce trends and research directions. 

While the cluster structure remains visible in the overlay visualization, the predominant green 
connection pattern illustrates how e-commerce research has evolved into an integrated field where 
technological, behavioral, strategic, and contextual factors are increasingly studied in relation to each 
other rather than in isolation. This integrated approach reflects the maturation of e-commerce research 
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as scholars recognize the complex interdependencies between consumer behavior, technological 
innovation, and business strategy in the digital marketplace. 

3.1.3 Publication Patterns and Influential Sources 
Analysis of publication patterns within our dataset reveals that journal articles on online reviews 

and brand reputation management have increased steadily over recent years, with a notable acceleration 
beginning around 2018-2020. This surge aligns with the proliferation of review platforms and 
increasing consumer reliance on peer recommendations, which transformed brand reputation 
management strategies in the digital ecosystem. The most influential journals contributing to this body 
of knowledge include the Journal of Marketing, Journal of Interactive Marketing, Journal of Business 
Research, and Journal of Consumer Psychology, collectively accounting for a significant portion of the 
corpus. This distribution highlights the interdisciplinary nature of research in this field, spanning 
marketing, consumer behavior, information systems, and digital communication. Citation analysis 
reveals that studies focusing on the multidimensional impact of review valence and those examining 
the moderating effects of platform characteristics have garnered the highest citation rates within this 
literature, indicating scholarly recognition of the importance of understanding both the emotional 
content and technical context that drive consumer responses to online reviews.  

3.1.4 Geographical Distribution of Research 

The geographical focus of the studies shows a concentration on consumer behavior in Western 
contexts (North America and Europe), followed by East Asia (with particular emphasis on China, as 
evidenced by the prominent research clusters examining Chinese e-commerce platforms). The presence 
of nodes related to emerging markets indicates some research attention to developing digital economies, 
though at a comparatively smaller scale. Notable regional studies include those examining cross-
cultural differences in review interpretation and response, highlighting how cultural factors shape 
unique patterns of engagement with online reviews across different markets. The visualization reveals 
that cultural context serves as an important moderating factor in the relationship between online review 
characteristics and brand reputation outcomes across diverse consumer segments. The overlay 
visualization clearly demonstrates that research on online reviews and brand reputation management 
represents a dynamic, evolving field with increasing specialization and methodological sophistication 
over time. The temporal progression from foundational concepts of electronic word -of-mouth to 
sophisticated analyses of review authenticity detection and algorithmic management illustrates the 
field's maturation, while the emergence of yellow nodes around terms like "veracity," "sentiment 
analysis," and "review management systems" signals the current frontier of research interest. This 
comprehensive temporal analysis provides valuable insight into how scholarly understanding of online 
reviews' role in shaping brand reputation has evolved, identifying both established knowledge areas and 
emerging research directions that will likely dominate future studies in this field.  

3.2 The Multidimensional Impact of Online Reviews on Brand Reputation 

3.2.1 Valence: Emotional Content and Brand Perception 
Our analysis reveals that review valence—the positive, negative, or neutral sentiment expressed 

in reviews—significantly impacts how consumers perceive brands. The influence of valence operates 
through multiple psychological mechanisms that collectively shape brand reputation in digital 
environments. 

Positive reviews generate trust and credibility through social validation mechanisms. Mtengwa 
and Muchenje (2023) demonstrate that positive reviews function as endorsements that reduce perceived 
purchase risk, with particularly strong effects for experiential products and services where quality 
cannot be assessed before consumption. Their research indicates that positive reviews create halo effects 
that extend beyond specific product attributes to enhance overall brand perception, increasing 
willingness to pay premium prices by 12-18% compared to brands with neutral review profiles. 

Negative reviews demonstrate disproportionate influence through negativity bias mechanisms. 
Lis and Fischer (2020) found that negative reviews generate approximately 3-4 times stronger emotional 
reactions compared to positive reviews of similar specificity and length. Their research demonstrates 
that negative reviews activate threat-detection cognitive processes that demand attention and 
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elaboration, making them particularly influential in brand evaluation. This asymmetric effect appears 
relatively consistent across product categories, though its magnitude varies based on purchase 
involvement and perceived risk. 

The emotional content within reviews, rather than purely factual information, drives significant 
reputation effects. Ščepková and Zaušková (2024) found that emotionally rich reviews generate 
approximately 45% stronger influence on brand perceptions compared to emotionally neutral reviews 
containing similar informational content. Their research reveals distinct processing pathways for 
emotional versus rational review content, with emotional narratives creating stronger memory encoding 
and attitude formation. The specific emotions expressed in reviews—such as delight, gratitude, anger, 
or disappointment—trigger corresponding emotional responses in readers that significantly influence 
brand associations. 

Interestingly, mixed-valence reviews often demonstrate high credibility and influence. Gokce 
et al. (2024) found that reviews containing both positive and negative elements are perceived as more 
authentic and trustworthy compared to uniformly positive or negative accounts. This "balanced 
perspective" effect enhances the perceived objectivity of the reviewer, increasing the review's influence 
on brand perception. Their research further indicates that extremely positive reviews sometimes trigger 
skepticism, particularly when they lack specific details or appear overly enthusiastic without 
substantiation. 

Review sequence and context significantly moderate valence effects. Desyawulansari et al. 
(2023) demonstrate that the order in which consumers encounter positive and negative reviews 
significantly influences their impact, with primacy and recency effects shaping overall brand 
impressions. Their research shows that negative reviews encountered early in the decision journey have 
particularly strong influence, while negative reviews following a series of positive reviews benefit from 
contrast effects that can magnify their impact. 

3.2.2 Volume: Quantitative Signals and Brand Credibility 
The quantity of reviews available for a product or service significantly influences brand 

reputation through several distinct mechanisms. Our analysis reveals that review volume functions as 
both a direct brand signal and a moderator of how individual reviews are interpreted. 

Review volume serves as a popularity and reliability signal through social proof mechanisms. 
Venkateswaran et al. (2024) demonstrate that higher review quantities increase consumer confidence in 
purchase decisions, with volume functioning as a heuristic for product reliability and market acceptance. 
Their research indicates a non-linear relationship between volume and trust, with significant credibility 
enhancements occurring between 0-100 reviews, moderate gains from 100-500 reviews, and 
diminishing returns beyond this threshold. This pattern suggests strategic implications for new products 
and services seeking to establish initial credibility through review acquisition.  

Volume interacts with valence to determine overall brand impression. Mtengwa and Muchenje 
(2023) found that high review volumes create statistical resilience against occasional negative reviews, 
establishing a "buffering effect" that protects brand reputation. Their research indicates that products 
with 200+ reviews can maintain positive consumer perceptions despite negative review rates of up to 
15-20%, while products with fewer than 50 reviews experience significant reputation damage from 
negative review rates above 5-10%. This interaction highlights how building review volume creates 
reputation resilience against isolated negative experiences. 

Industry differences significantly moderate volume effects. Berlilana et al. (2024) found that 
experience goods (such as restaurants, hotels, and entertainment) demonstrate stronger volume 
sensitivity compared to search goods with objectively verifiable features. Their research shows that 
consumers seeking restaurants place approximately 3.5 times more importance on review quantity 
compared to consumers shopping for electronics with standardized specifications. This difference 
reflects how uncertainty magnifies the importance of collective social validation, with higher 
uncertainty products demonstrating stronger volume effects.  

Temporal patterns in review accumulation influence perceived authenticity and brand 
momentum. Dewanthi et al. (2024) found that steady review accumulation over time generates more 
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positive brand perceptions compared to concentrated bursts of reviews, which may trigger consumer 
skepticism about potential manipulation. Their research demonstrates that temporal distribution patterns 
influence how consumers interpret review authenticity, with irregular patterns sometimes creating 
suspicion that moderates the otherwise positive effects of high volume.  

3.2.3 Veracity: Authenticity Challenges in Digital Environments 
As review manipulation has become more sophisticated, questions of review authenticity have 

emerged as critical concerns for both consumers and brands. Our analysis reveals that perceived veracity 
significantly moderates how reviews influence brand reputation, creating both challenges and 
opportunities for reputation management. 

Consumers have developed increasingly sophisticated methods for assessing review 
authenticity. Desyawulansari et al. (2023) identified common "authenticity markers" that consumers 
use to evaluate review credibility, including writing style naturalism, specific experiential details, 
balanced perspective, and linguistic consistency. Their research demonstrates that reviews lacking these 
authenticity signals generate approximately 65% less influence on purchase intentions compared to 
reviews exhibiting multiple credibility markers. This finding highlights the importance of authentic 
review generation processes that preserve these naturally occurring credibility signals.  

Platform trustworthiness significantly moderates review influence. Gokce et al. (2024) found 
that identical review content generates significantly different brand reputation effects depending on the 
perceived credibility of the hosting platform. Their research demonstrates that third-party platforms 
with robust verification mechanisms and transparent governance policies enhance the credibility of 
hosted reviews by approximately 40-50% compared to brand-owned review systems or platforms with 
limited verification. This platform effect creates strategic implications for where brands should 
encourage review contribution and how they integrate reviews across digital touchpoints.  

Review manipulation, when detected, creates substantial reputation damage that extends 
beyond individual products to affect overall brand trustworthiness. Berlilana et al. (2024) found that 
consumers who identify potentially fake reviews reduce their trust not only in the specific product but 
in the brand more broadly. Their research indicates that perceived manipulation reduces purchase 
intentions by approximately 80% for the specific product and 35-45% for other products from the same 
brand, demonstrating how authenticity concerns create broader reputation contagion effects.  

Transparency in review solicitation and display significantly influences perceived veracity. 
Gupta and Khan (2024) demonstrate that brands employing transparent approaches to review 
generation—including clear disclosure of incentivized reviews and comprehensive publication of all 
feedback—experience higher perceived authenticity and corresponding reputation benefits. Their 
research shows that transparent review governance increases consumer trust by approximately 30% 
compared to systems perceived as selective or manipulated, highlighting how procedural integrity 
enhances the reputation value of positive reviews. 

3.2.4 Interactivity: Engagement Dynamics and Brand Relationships 
Beyond static review content, the interactive dynamics surrounding reviews significantly 

influence their impact on brand reputation. Our analysis reveals that conversational elements associated 
with reviews create distinct reputation effects beyond the initial review content. 

Management response practices demonstrate significant reputation effects independent of the 
original review content. Montaser et al. (2025) found that appropriate, solution-oriented responses to 
negative reviews can transform potential reputation damage into opportunities for demonstrating 
responsiveness and customer commitment. Their research indicates that negative reviews with 
constructive management responses generate 35-40% more positive brand perceptions compared to 
unanswered negative reviews, highlighting how engagement can fundamentally alter the reputation 
impact of critical feedback. 

Response characteristics significantly moderate effectiveness. Ščepková and Zaušková (2024) 
identified specific response elements that enhance reputation outcomes, including personalization, 
acknowledgment of specific concerns, solution orientation, and appropriate empathy. Their research 
demonstrates that generic, template-driven responses generate approximately 60% less positive impact 
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compared to responses exhibiting these effectiveness characteristics. This finding highlights the 
importance of response quality beyond mere response presence, with implications for how brands 
structure their review engagement strategies. 

Peer-to-peer interactions surrounding reviews create additional reputation influence through 
social validation mechanisms. Lis and Fischer (2020) found that consumer interactions with reviews—
such as voting, commenting, or asking questions of reviewers—significantly influence how review 
content shapes brand perception. Their research demonstrates that reviews generating active discussion 
have approximately 50-60% stronger influence on purchase decisions compared to isolated reviews 
with similar content but no community engagement. This interactivity effect highlights how community 
dynamics amplify review influence through social proof and elaboration mechanisms.  

Response timing demonstrates significant moderation effects on reputation outcomes. Brünner 
et al. (2019) found that rapid responses to negative reviews (within 24 hours) generate approximately 
70% better reputation outcomes compared to delayed responses (beyond 72 hours). Their research 
indicates that response timing signals brand attentiveness and prioritization of customer concerns, with 
speed functioning as an independent reputation factor beyond response content quality. This timing 
effect creates operational implications for how brands structure review monitoring and response 
workflows to ensure timely engagement. 

3.3 Strategic Implications for Brand Reputation Management 
Our analysis reveals several strategic approaches that enable brands to effectively manage their 

reputation in review-intensive digital environments. These evidence-based strategies address different 
dimensions of the review ecosystem to enhance brand perception and mitigate potential reputation 
threats. 

3.3.1 Proactive Review Generation and Management 
Successful brands implement systematic approaches to review generation that build review 

volume while maintaining authenticity. Venkateswaran et al. (2024) found that brands using structured 
post-purchase review solicitation programs achieve 3-5 times higher review volume compared to those 
relying on spontaneous feedback. Their research demonstrates that timing review requests to coincide 
with positive usage experiences increases both participation rates and average sentiment, creating more 
favorable review profiles without compromising authenticity. 

Review response prioritization frameworks enable more effective resource allocation. 
Ščepková and Zaušková (2024) identified optimal response patterns based on review characteristics, 
finding that prioritizing high-visibility negative reviews, those from loyal customers, and those 
highlighting systemic issues generates approximately 40% stronger reputation benefits compared to 
chronological or uniform response approaches. Their research suggests tiered response protocols that 
direct appropriate attention to reviews with the greatest potential reputation impact. 

Operational integration of review insights creates reputation benefits beyond communication 
management. Montaser et al. (2025) found that brands systematically analyzing reviews to identify 
product and service improvements demonstrate stronger reputation resilience compared to those 
focusing exclusively on customer service responses. Their research reveals that visible implementation 
of changes suggested in customer reviews creates perception of brand responsiveness that enhances 
overall trust and loyalty, demonstrating how operational adaptation complements communication 
strategies in effective reputation management. 

3.3.2 Cross-Platform Reputation Integration 
Our analysis reveals significant variation in how reviews function across different digital 

platforms, with implications for comprehensive reputation management strategies. Gupta and Khan 
(2024) found that consumers increasingly consult multiple review sources before making purchase 
decisions, with 68% of consumers checking at least three distinct platforms for significant purchases. 
This multi-platform behavior necessitates integrated approaches that maintain consistency while 
adapting to platform-specific dynamics. 

Platform-specific review characteristics require tailored management approaches. Dewanthi et 
al. (2024) identified distinct patterns in how reviews function across different platforms, with 
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specialized review sites (like TripAdvisor) emphasizing detailed experiential content, social media 
highlighting emotional responses, and e-commerce platforms focusing on product-specific attributes. 
Their research demonstrates that effective reputation management requires understanding these 
platform-specific patterns and adapting both solicitation and response strategies accordingly.  

Cross-platform sentiment monitoring enables early identification of emerging reputation issues. 
Berlilana et al. (2024) found that reputation concerns typically appear on social media platforms 
approximately 2-3 days before manifesting in formal review systems, creating an early warning 
opportunity for proactive intervention. Their research demonstrates that brands monitoring sentiment 
across multiple platforms can identify and address concerns before they crystallize into formal negative 
reviews, preventing approximately 35% of potential negative reviews through early engagement.  

3.3.3 Technological Applications in Reputation Management 
Artificial intelligence applications are transforming review management capabilities, enabling 

more sophisticated reputation management approaches. Gokce et al. (2024) found that brands 
implementing AI-powered sentiment analysis achieve approximately 60% f aster identification of 
emerging reputation issues compared to those using manual monitoring approaches. Their research 
demonstrates how natural language processing enables real-time tracking of review sentiment across 
platforms, facilitating earlier intervention and more targeted response. 

Advanced analytics facilitate deeper understanding of review content beyond simple sentiment 
classification. Venkateswaran et al. (2024) demonstrate how topic modeling and aspect-based sentiment 
analysis enable identification of specific product attributes or service elements driving negative reviews, 
allowing more precise operational improvements. Their research indicates that this granular analysis 
helps brands prioritize improvements with maximum reputation impact, creating more efficient 
allocation of enhancement resources. 

Response assistance technologies support consistency and quality in review engagement. 
Montaser et al. (2025) found that AI-assisted response systems—which suggest personalized response 
frameworks based on review content analysis—improve response quality ratings by approximately 

30% compared to template-based approaches while maintaining similar efficiency. Their 
research demonstrates how technology can enhance the human elements of response through guidance 
rather than replacement, supporting authentic engagement at scale.  

3.4 Cross-Cultural Variations in Review Influence 
Our analysis reveals significant cultural differences in how online reviews influence brand 

reputation, with important implications for global reputation management strategies. Lis and Fischer 
(2020) found substantial variation in review interpretation and influence across different cultural 
contexts, with particularly notable differences between collectivist and individualist societies. Their 
research demonstrates that collectivist cultures place approximately 30% greater emphasis on consensus 
patterns in reviews, while individualist cultures demonstrate stronger attention to outlier opinions and 
distinctive personal experiences. 

Cultural differences extend to response expectations and effectiveness. Mtengwa and Muchenje 
(2023) identified significant cross-cultural variation in what constitutes appropriate brand response to 
negative reviews. Their research shows that consumers in high power-distance cultures expect more 
formal, comprehensive responses from brands, while those in low power-distance environments 
respond more positively to conversational, egalitarian engagement styles. These variations highlight the 
need for culturally calibrated response approaches rather than standardized global templates.  

Religious and ethical values create additional cultural variation in review influence. Ščepková 
and Zaušková (2024) found that moral concerns featured prominently in reviews from regions with 
strong religious identification, creating distinct reputation ef fects when products or services conflicted 
with local ethical norms. Their research demonstrates how cultural variations in value priorities shape 
both review content and interpretation, creating diverse reputation vulnerabilities that require market-
specific understanding. 

Language and communication style preferences significantly moderate review effectiveness 
across cultures. Gupta and Khan (2024) identified distinct patterns in review writing and response styles 
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across different linguistic contexts, with significant variation in directness, emotional expressiveness, 
and detail level. Their research shows that these stylistic patterns influence perceived review credibility 
and helpfulness across cultural boundaries, creating challenges for global brands seeking to manage 
reputation across diverse markets. 

 

4. CONCLUSION 
This systematic literature review has elucidated the multifaceted relationship between online 

reviews and brand reputation in the digital age, highlighting several critical dimensions such as valence, 
volume, veracity, and interactivity that collectively influence brand perceptions. Our bibliometric 
analysis revealed distinct research clusters encompassing consumer behavior, digital marketing 
communication, strategic business applications, and the effects of pandemic-accelerated 
transformations, showcasing the interdisciplinary nature of this field. Notably, the emotional content of 
reviews, particularly negative ones, exerts a disproportionately strong impact on brand perceptions, 
while the sheer volume of reviews serves as a moderating factor that can bolster brand resilience against 
adverse feedback. Moreover, the increasing sophistication of consumer methods for assessing review 
authenticity underscores the importance of platform credibility and transparency in shaping brand 
perceptions.  

The review also discusses effective strategies for managing brand reputation, emphasizing the 
need for proactive review generation, cross-platform integration, and the application of technological 
tools like artificial intelligence for sentiment analysis. It identifies the necessity of tailoring response 
strategies to specific review characteristics and calls attention to cross-cultural variations that demand 
culturally calibrated approaches. Despite its comprehensive nature, the review acknowledges 
limitations such as the need for longitudinal studies and comparative research across diverse cultural 
contexts. Additionally, it highlights the ethical dimensions of review management and urges further 
exploration in these areas. Overall, our findings contribute to theoretical frameworks on signaling theory 
and reputation formation, offering insights crucial for practitioners navigating the increasingly review-
centric marketplace, thus reinforcing the significance of understanding online reviews as fundamental 
elements in brand reputation formation and evolution within digital ecosystems.  
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