Should manufacturers publish online reviews in their own online shops?

Katharina Kessing
University of Wuppertal
Ina Garnefeld
University of Wuppertal
Eva Bohm
TU Dortmund University

Cite as:
Kessing Katharina, Garnefeld Ina, Bohm Eva (2022), Should manufacturers publish online reviews in their
own online shops?. Proceedings of the European Marketing Academy, 51st, (107642)

Paper from the 51st Annual EMAC Conference, Budapest, May 24-27, 2022

EMAC

EUROPEEEMARKERNG ACADEAY



Should manufacturers publish online reviews in their own online shops?

Abstract

Online reviews are an increasingly important tool for online shops. However, the effectiveness of online
reviews for manufacturers remains unclear. Relying on attribution theory and two experimental studies, we
find two contrasting effects of online review publication in manufacturers’ online shops. First, online reviews
in manufacturers’ online shops tend to be perceived as manipulated as manufacturers solely sell their own
brands and thus have a commercial interest in endorsing their own products. Second, customers feel grateful
towards a manufacturer’s online shop for providing additional information in form of online reviews which
has a positive effect on customer purchase behavior. The negative effect of online reviews on perceived
manipulation is especially pronounced in case of extremely positive reviews and when a large amount of
reviews is presented. Our results suggest that manufacturers should carefully decide whether and how to
present online reviews in their online shops.
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