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Table 5 Distributions of Two Ratings from Customers Received Explanation and Refutation Management Response
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"Lk ifﬁf?;% = T -
sc<2 2<e<3 I<c<4 4<es<5 FFE 1 TiES
l=sc<2 52 32. 692 9. 615 15. 385 42,308 67.308
2=e<3 201 6. 965 19. 403 37. 811 35. 821 73.632
3sc<4 1303 0.921 4,221 45.127 49. 731 49. 731
4<es5 5992 0.334 0.701 8.378 90. 587 90. 587
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Table 6 Definition of Variables and Results for Descriptive Statistics
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Table 7 Correlation Coefficients
R, R, E UE L PF NF N S W M c
R, 0.606"" 1
E 003" -0.017"" 1
UE 0.058"" 0.048"""-0.315"" 1
L 0.031%°%  0.042**° 0.328°*" 0.459°*" 1
PF -0.041""" -0.043*" 0.042°"=0.020""" 0.021"*" 1
NF -0.227""" -0.152""" 0.036°"-0.035""" 0.006 -0.1517" 1
N =027 0,200 0.03377-0.0267"7 0.015°"" -0.156""-0.136""" 1
S 0.207"""  0.202°°" -0.047°"° 0.149""" 0.134""" -0.050"""-0.058""" 0.002 1
W 0.089™" 0.081""" 0.039°"" 0.062*"" 0.130""" -0.029"""-0.019""* -0.001 0.1%0"" 1
M -0.028"" -0.023°"" 0.003 0,037 0.034°" 0,009 0.00000 -0.00009 0.008° -0.125""" 1
¢ -0.006 -0.006 " 0.017°*" 0.133°"° 0.103°*" -0.013*"" 0.015"*" -0.004 0.019° 0.330°""-0.278""" 1
Pic  0.047*°"  0.047**°-0.006" -0.013°"" -0.001 -0.025°""-0.012**  0.027**°0.017""  0.016*** -0.024""" 0.018"""
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Table 8 Expansion Factor of Variables

ht R, E UE L PF NF

VIF 1.199 2.428 2.510 1.432 2.489 1.144

EITis N M w M C Pic

ViF  1.156 2.747 1.178 1.095 1.233 1.005
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Table 9 Results for Regression Models Test

Ry

o

(1)K (2) X 3R (4) =
R, 0.600*** 0.600"*" 0.594"** 0.594"**
E 0. 003 0.039"** 0.079*
UE -0.002 -0.003  0.012*
L 0. 00016 ***0. 00017 ***0. 00016 ***
PF - 0.037"* = 0.036"*"
NF -0.001 - 0.001
N -0.035""" - 0.035"""
E-PF -0.046 -0.030
E-NF 0.078"** 0.072"**
E-N -0.319"" - 0.323""
UE - PF -0.107  -0.069
UE-NF 0.008  0.004
UE-N 0.016  0.016
E-S -0.050""*
UE-S -0.018"*
S 0.066*** 0.066"" 0.064"*" 0.079"**
W 0.028*** 0.028*** 0.025"** 0.023"*
M -0.015* —0.015**-0.017"** - 0.018***
6 ~0.019"* = 0.019** = 0.020"** 0.020""
Pic 0.031*** 0.031*** 0.030*** 0.030"*"
WEOT 1,694 1. 696 1.719 1.722
R 0.3736  0.3738  0.3757  0.3759
W 99028 99028 99028 99 028
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Impact of Explanation and Refutation Management Response
Strategy on Customer Satisfaction
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Abstract ; With the development of the online to offline( 020) mode, online platform provides communication channels for cus-
tomers and businesses. Customers are accustomed to commenting online after offline consumption experience. Managers can re-
spond to complaints in customer reviews. Some scholars have found that management response has a significant impact on custom-
er satisfaction, but most studies focus on whether to use management response strategy, ignoring the impact of different manage-
ment response strategies on customer satisfaction, especially lack of studying the impact of explanation and refutation management
response on customer satisfaction.

Based on the analysis of relevant studies about online reviews and online management responses, this study constructs a
model of explanation and refutation strategy’s impact on customer satisfaction based on the service recovery theory and the equity
theory. According to contradictory attitude of customers’, the study further subdivided the emotions contained in customer reviews
into four types: positive, negative, partial positive and partial negative. Our study explores the moderating effect of different
types of reviews on explanation and refutation strategy. Meanwhile, our study also explores the different effects of explanation and
refutation strategy on customer satisfaction among different levels of star hotels. Using 99 028 data of hotels located in Beijing
from a travel website in China, this study classifies the consumer reviews and hotel response strategies by SVM. The multiple line-
ar regression method is used to verify the model of explanation and refutation strategy’s impact on customer satisfaction,

The results show that; (Dexplanation and refutation management response strategy can improve customer satisfaction; (2)dif-
ferent types of reviews have moderating effect on explanatory refutation strategy, in which, for partial negative reviews, the use of
explanation and refutation strategy can enhance the positive effects on satisfaction; for negative reviews, the use of explanation
and refutation strategy will weaken the positive effects on satisfaction; @)the levels of star hotels also play a moderating role in ex-
planation and refutation strategy. The higher the hotel star level, the lower the positive effect of explanation and refutation strate-
gy on customer satisfaction.

This study systematically expounds the impact of explanation and refutation management response strategy on customer satis-
faction under the moderating effect of different comment types and different levels of hotel stars. These conclusions and research
methods can better help enterprises formulate management strategies and use online platform to service recovery, in order to gain
more loyal customers, which has strategic significance for enterprise management.

Keywords ; explanation and refutation ; service recovery ; customer satisfaction ; contradictory attitude ; customer emotion
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