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Abstract

In this era of rapid network technology development, more and more people are sharing or receiving complaints
about products or companies via online platforms. Related research finds that negative electronic word of mouth
is perceived as credible and will have an adverse impact on companies. The purpose of this study is to explore
how company response strategies to negative reviews affect corporate image and purchase intention. We aim to
provide appropriate processing mechanisms to help companies reduce the damage of negative word-of-mouth.
This study used an experimental design method, manipulating the experimental situation so that the subjects had
a simulated personal experience with a company. A questionnaire was provided to collect subjects’ opinions.
There were 180 valid subjects. We utilized variance analysis to verify the hypotheses. This study had three
primary findings: (1) Different response strategies to negative reviews will have different effects on corporate
image and purchase intention. Among them, the accommaodative strategy is significantly better than the other
strategies — defensiveness and no action — for enhancing corporate image and purchase intention. (2) The impact
of the response strategy on purchase intention will be moderated by the strength of the reviews’ arguments,
especially for accommodative strategies; however, this moderating effect does not occurred with respect to the
impact of response strategies on corporate image. (3) Corporate image has a positive impact on purchase
intention. Managerial implications for marketing managers are also discussed.

Keywords: response strategy, corporate image, negative eWOM, argument strength, accommodative strategy
1. Introduction

Previous research has observed that consumers believe that electronic word-of-mouth (eWOM) is more reliable
than commercial information provided by companies, so they are more willing to actively search for and accept
eWOM (Briggs & Nigel, 1997; Tsao & Hsieh, 2015). Due to the rapid development of network technology,
consumers can more easily use various types of online media to share relevant information and their experiences
with products or services (Hayes et al., 2018; Kim et al., 2018; Chu et al., 2019). Matute and Utrillas (2016)
pointed out that 72% of consumers have great trust in online reviews. As a result, eWOM is important to online
marketing management, and this topic has been deeply appreciated and explored by scholars for many years.

The banking and financial industry must rely on a large number of people to provide various services. Service
failures are inevitable in such an industry, especially one with high personal contact (Tsao & Jhang, 2019). If
friction between service personnel and consumers results in negative word-of-mouth (WOM), it will inevitably
cause consumers to have a negative perception of the company and affect their purchase decisions. This indicates
how important eWOM is to the banking industry (Jan et al. 2018). In practice, the banking industry cannot
completely avoid customer complaints caused by bad service; however, if the response to complaints is
appropriate, it may be able to alleviate their impact on corporate image and consumer purchase intention.

In the past, research has focused on the consumer's personal point of view to explore how negative eWOM
affects consumers' attitudes and behaviors, and few have discussed such issues from the perspective of corporate
management (Zhang, 2016). Therefore, this study explored how companies respond to consumers' negative
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eWOM from a corporate perspective. It examined what corporations can do to reduce damage to their image and
purchase intention. Cheung et al. (2012) found that the argument quality of information, the source credibility,
the review consistency, and the review sidedness all have an impact on the review credibility, which in turn
affects consumer evaluation of the company and purchase intention. The argument strength of the message
released by consumers reflects the perceive extent of violation on their own rights. When the argument strength
is stronger, the correlation between the company's response and consumer perception is bound to change. As
such, this study used argument strength as a moderator in the research model. It explores the influence of
company response strategies on corporate image and purchase intention, and it tries to determine the role
argument strength plays.

Based on the following literature review and research questions, this study sets its independent variable as
company response strategy, including accommodative strategy, defensive strategy and no action. We set
argument strength as the moderator, with possible responses of strong or weak moderators. The interaction of
response strategy and argument strength, and how they affect corporate image and purchase intention, was
examined using six scenario designs. The findings of this study will provide future reference for banks, and firms
in related industries, on how to deal with and respond to negative eWOM in order to reduce harm to the
companies.

2. Literature Review and Hypotheses
2.1 Company Response Strategy

Company response strategy refers to a company's responses and actions after a consumer has complained of
dissatisfaction with product or service (Chang et al., 2015). When companies face negative WOM, they can
usually adopt one of the following eight ways of coping: outright denial, no comment, redirection of
audience attention, voluntary admission of guilt, compliance with regulatory authority, implicit admission
of guilt, admission of guilt, and voluntary proactive restitution action (Sherell & Reidenbach, 1986). Lee
and Song (2010) proposed three types of response methods for companies when facing negative WOM.
They are the accommodative strategy, the defensive strategy, and the no action strategy. The so-called
accommodative strategy is employed when a company explanations itself to the customer, apologizes, or
makes a commitment to compensate the customer. The defensive strategy means that, when facing
customer complaints, the company completely avoids its responsibility. The so-called no action strategy is
when the company ignores customer complaints and does not respond at all (Zhang, 2013).

Past research has found that the impact of response strategy on the company is significant; that is, the
correct response can reduce the negative impact of the crisis on the company (Miller & Lessard, 2001).
According to Coombs and Holladay (2008), apology is the best choice for a response strategy; when
companies face negative situations, they argue it is unethical and unreasonable for companies to shirk their
responsibilities. Therefore, the apology strategy has the most significant positive influence on corporate
image (Bradford & Garrett, 1995). Lyu (2012) found that whether the impact of the crisis is large or small,
the use of rationalization strategies, such as adopting accommodative strategies, is more helpful to
companies and favored by more companies.

Based on the above literature, this study argued that the different response strategies adopted by a company
regarding customer complaints will affect its corporate image to varying degrees, and they will also affect
consumers' subsequent behavioral intentions. Therefore, following Lee and Song (2010), this study divided
companies’ responses to customer complaints into three types — accommodative strategy, defensive
strategy and no action — to carry out the subsequent experimental design scenarios.

2.2 Corporate Image

Nguyen and Leblan (2001) defined corporate image as the subjective attitudes and impressions formed by
customers toward the products, services, or social activities provided by the company. Barnett et al. (2006)
maintained that corporate image is the overall evaluation and judgment of consumers on the financial
performance of the company and the influence of the company on society and the environment. Herbig and
Milewicz (1995) suggested that corporate image includes corporate reputation. Corporate reputation is
formed by perceptions and judgments acquired through long-term interaction between various groups and
companies; consumers' perception of corporate reputation is related to corporate creditability.

Hawkins and Coney (2001) posited that corporate image has a significant impact on consumers' purchasing
decisions. The study also confirmed that there is a positive correlation between corporate image and
consumer purchase intention. Research by Graham and Bansal (2007) on the airline image and consumers'
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intention to pay found that for each one-point increase in airline reputation, consumers were willing to pay
US $18 more for a plane ticket, which shows the positive relationship between corporate image and
purchase intention. Tucker and Melewar (2005) found in their research that negative WOM will not only
damage corporate image, it will also affect consumers' subsequent behavioral intentions. This holds true
even after the dissatisfaction of stakeholders dissipates based on repurchase willingness and WOM
transmission.

According to Tkalac et al. (2019), compared to a strategy of no action, an accommodative strategy
implemented by companies in the face of a crisis will have more of a positive impact on corporate image
and consumer perception. Dean (2004) pointed out that in the response strategies adopted by a company
facing a crisis, defensive strategies will have a greater negative impact on corporate image than
accommodative strategies. Lee and Song (2010) indicated that the strategy of no action has a more
significant positive impact on consumer perception than the defensive strategy. Based on the above, this
study argues that when companies face negative eWOM, different response strategies will have different
degrees of impact on their corporate image. Therefore, the following hypothesis is proposed:

H1: Different response strategies have different impacts on corporate image.
2.3 Purchase Intention

Spears and Singh (2004) stated that purchase intention refers to the responsive behavior of consumers after
they evaluate a product overall. Khan and Azam (2016) also defined purchase intention as an individual's
willingness to purchase a specific product or service. Related research shows that eWOM has become one
of the important forces that influences consumer purchase intention (Bataineh, 2015; Thomas et al., 2006).
Both positive and negative eWOM have an influence on consumers' purchase intention (East et al., 2008).
In particular, negative word of mouth will have a significant adverse effect on purchase intention (Beneke
et al., 2015).

McCollough (2000) held that consumers evaluate the company's response strategy, and the evaluation
results affect the purchase intention. If consumers think that a company's response is acceptable, it helps to
increase their purchase intention; on the contrary, if consumers think that a company's response method is
less than acceptable, it will make consumers' purchase intentions decline. The apology strategy has a more
favorable impact on consumer purchase intention than the defensive strategy (Turk et al., 2012). Lee and
Cranage (2014) found that of the response strategies made by companies when they face negative WOM,
the strategy of no action will have a more positive impact on consumer purchase intention than defensive
strategies. Therefore, this study anticipates that the different ways companies respond to complaints will
have varying degrees of influence on purchase intention. We propose the following hypothesis:

H2: Different response strategies will have a different impact on purchase intention.
2.4 Argument Strength

Argument strength refers to the degree to which the content of a message makes its receiver feel that the
claim made by the message is strong. When the quality of the message is stronger, the influence on the
attitude of the message recipient will be more significant (Schreiner et al., 2018). In a study of argument
quality by Petty and Cacioppo (1986), messages are divided into categories of strong-argument messages
and weak-argument messages. Among them, the message receiver perceives strong-argument messages to
be more reliable, or of high quality; conversely, the message receiver perceives weak-argument messages
to be relatively less reliable, or of lower quality. Dimmock et al. (2013) argued that the clearer the
argument of the message source description, the higher the content quality; the higher the quality of the
message, the more significant its impact on the receiver's attitude. Furthermore, the more realistic a
message’s description, the greater its impact on the attitude of the message recipient (Schreine et al., 2018).

Petty and Cacioppo (1986) indicated that high quality WOM makes consumers more persuaded and
positive about products or services than low quality WOM. Lee (2012) suggested that high-quality reviews
have more influence on consumers' purchasing intentions than reviews with low quality. Schreiner et al.
(2018) stated that the stronger the tone of a message, the more significant the impact on consumers. In
addition, Cheung et al. (2012) pointed out that argument strength has become an important factor in the
degree of consumer response to information. When the argument strength is stronger, its influence on
consumer decision-making variables such as the attitude towards the company and purchase intention is
greater. Therefore, this study expects to find that the impact of corporate response to negative WOM on
corporate image and purchase intention will be different depending on the argument strength of the
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negative WOM. The stronger the message’s argument, the more disadvantageous it will be to the rescue of
corporate image and purchase intention. On the basis of this literature review, the following hypotheses are
proposed:

H3a: The correlation between company response strategies and corporate image will vary depending on
argument strength.

H3b: The correlation between company response strategies and purchase intention will vary depending on
argument strength.

2.5 The Relationship between Corporate Image and Purchase Intention

Robertson and Gatignon (1986) suggested that consumers will consider the quality of a company’s
products or services through the lens of its corporate image, which is also in line with the peripheral route
of the elaboration likelihood model (ELM) mentioned by scholars (Petty & Cacioppo, 1986). Corporate
image provides consumers with a prior understanding of the products or services of a particular company,
which can effectively reduce their uncertainty when making purchasing decisions. When consumers are
unfamiliar with the products or services of a particular company, corporate image will become an important
reference indicator. Companies with a good image are more easily accepted by consumers (Alpert &
Kamins, 1995), because a good corporate image has a positive incentive effect on consumers and can
effectively enhance consumers' trust in the company (Casalo et al., 2007).

Bataineh (2015) found that corporate image has a direct impact on consumer purchase intention. When a
company has a good corporate image, it will help to increase consumers' trust in the company, thereby
increasing consumer purchase intention. Herbig and Milewicz (1995) held that when a company has better
corporate image, consumers’ purchase intentions for the products or services sold by the company are
higher. Based on the above information, corporate image has a positive effect on promoting consumers'
purchasing intention. Accordingly, the following hypothesis is proposed:

H4: Corporate image has a significant positive impact on purchase intention.
3. Method
3.1 Design

In the past, research on topics related to negative eWOM was mostly in the tourism industry, film and
television entertainment industry, and telecommunications industry, and less in the financial industry (Tsao
et al., 2015; Tsao & Hsieh, 2015). In the financial industry, banking is among the more complicated sectors
and has more employees (Lin, 2017). In organizations with more service personnel, the frequency of
friction between service personnel and consumers is higher. Therefore, this study used the banking industry
as the industry category for research.

This study assumes that if not manipulated by external forces, it is difficult to use the recall method to
measure the perceived service errors of the customers and their interactions with service personnel. In order
to improve the internal validity of the research, this study referred to Tsao (2018) and adopted an
experimental design method. When introduced to virtual situations, the subjects were meant to act as they
would in a real environment so as to measure their intuitive responses to the ways banks deal with
complaints. This study divided company response strategies into categories of accommodative strategies,
defensive strategies and no action strategies and divided argument strength into categories of strong and
weak. This study used a 3 (response strategy: accommodative/defensive/no action) <2 (argument strength:
strong/weak) between-subject factorial design. The participants for this study were publicly recruited from
a community website, and non-random assignments of 6 experimental scenarios were made online.

3.2 Development of Stimuli, Experimental Manipulation, and Measure Development

Statistics on public complaints received by the Banking Bureau of the Financial Supervisory Commission
(2019) show that the number of consumer complaints about poor attitudes of bank personnel ranks fifth
among all complaint cases. This shows that consumers pay significant attention to bank service employee
attitudes. Therefore, this study used the attitudes of bank counter staff as the main content of customer
complaints in the virtual situations.

According to Lee and Song (2010), company response strategies are composed of accommodative
strategies, defensive strategies and strategies of no action. Hence, this study used "apology" as a contextual
manipulation for accommodative strategy, "avoiding responsibility" as a contextual manipulation for
defensive strategy, and "not responding" as a contextual manipulation for no action (Zhang, 2013).
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Based on the relevant literature, argument strength is defined as the intensity of tone and content quality
(including authenticity and clarity) of the substance of the message (Dimmock et al., 2013; Schreiner et al.,
2018). Therefore, the intensity of the statement and the quality of the content were used to design and
manipulate the situation. If, in the message left by the consumer, the tone of the complainant's statement is
stronger and the content more realistic and clearer, the argument strength is considered stronger; otherwise,
the argument strength is weaker. In order test argument strength, this study proposed three items in the
questionnaire as follows: 1. | think that the consumer's message is strong in words; 2. | think the description
in the consumer’s message is realistic; 3. I think the description of the consumer’s message is clear. These
items were measured using a seven-point Likert-type scale, ranging from 1 (strongly disagree) to7 (strongly
agree).

For the manipulation criteria of the above two variables, this study proposed one of six virtual situations.
An example would be argument strength: strong / response strategy: accommodative.

Online customer complaint (strong argument strength):

When | went to this bank for business on June 1, the attitude of the staff in the process was really bad.
When | asked him questions, the teller answered me with a perfunctory attitude. For example, | asked
how to fill in information on a form, and he replied to me: "Fill it as written above! Can’t you read it
yourself!" Yes, I'm really so free that I don’t have anything else to do! I only came here to get your bad
service. | will never come to this bank to do anything again!

Bank response strategy (accommaodative strategy):

Dear customer: We are very sorry for your unpleasant experience in the bank. Please send your personal
contact information to aaa@XXX.com, and we will send a specialist to contact you to understand the
details of what happen that day, so that the bank can make further improvements and enhancements.
Thanks for your cooperation.

The definitions and measurement of the dependent variables in this study are explained, as follows. Corporate
image refers to the subjective attitude and impression of customers after evaluating the company as a whole
(Nguyen & Leblan, 2001; Barnett et al., 2006) based on the literature review, this study proposed seven
measurement items to measure corporate image. Purchase intention refers to consumers' tendency to purchase a
specific product or service (Khan & Azam, 2016); based on the literature review, this study proposed 7
measurement items to measure purchase intention. All 14 items were measured using a seven-point Likert-type
scale ranging from 1 (strongly disagree) to 7 (strongly agree). Appendix A shows the questionnaire items and
reference literature sources.

3.3 Participants and Experimental Procedure

This study used convenience sampling to conduct the survey. Respondents were consumers who had done
business with banks in the past year, and online platforms were used for the sample data collection. Google
Forms was employed to create an online questionnaire, which was supplemented using the Wix.com web editor
to edit the questionnaire and smooth out the test process. The questionnaires based on the six different situations
were distributed on social media platforms. To avoid the bias of non-random assignments as much as possible,
this study randomly changed the layout of the six hyperlinked URLs week by week.

The online platforms used for questionnaire distribution included a personal page on Facebook, a Facebook
guestionnaire exchange community, a Line community, and a personal Instagram page. Before completing the
guestionnaire, the subjects were asked to read an article about a scenario, so that the subjects could be familiar
with the scenario before the pre-test. They then filled out the questionnaire after reading about how the bank
handled the consumer's complaint. A total of 212 subjects were contacted in this study. After the questionnaires
with incomplete and invalid answers or from non-target subjects were eliminated, the number of valid samples
was 180. The effective recovery rate was 85%.

Among the subjects, 52 were male (28.9%) and 128 were female (71.1%). The majority were 21-30 years old,
with 122 subjects in that range (67.8%), followed by 23 people 31-40 years old (12.8%). In terms of occupation,
students accounted for the highest proportion, with 101 subjects (56.1%), followed by those employed in the
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service industry, with 44 people (24.4%). The number of business transactions with banks in the past year was
mostly 1 to 5 times, applying to 141 people (78.3%), followed by 6 to 10 times, with 25 people (13.9%).

4. Analysis and Results
4.1 Reliability and Validity Analysis, and Manipulation Check

First, the reliability and validity of the constructs were tested. As shown in Table 1, the Cronbach's alpha of the
three constructs were between 0.793 and 0.966, all exceeding 0.7, and at the same time, the composite reliability
was greater than 0.6. This shows that the three constructs all meet the standards for high internal consistency
(Fornell, 1992). From Table 1 we can see that the factor loading of the 17 measurement items was between 0.715
and 0.933. Considering a judgment threshold greater than 0.7, this indicates that the three constructs are
consistent with convergent validity (Hair et al., 2009).

Second, a manipulation check was conducted on the argument strength variation in the virtual experimental
situation. In this study, 90 of the 180 valid questionnaires responded to the strong argument situation, and 90
responded to the weak argument situation. The mean of the argument strength reported when the subject was
associated with the high argument strength situation was significantly greater than the mean of the low argument

strength situation (Meansyong = 5.030, Mean,e. = 3.393; t = 9.109 ', p < 0.001). Based on this, the manipulation
of argument strength is shown to be appropriate and subsequent analysis can continue.

Table 1. Scale items and measured properties

Construct Items Mean S.D. IEZ(Cjti?\rg Cr(;lllgﬁ;h s Criglrir;gﬂsi;;e AVE
Argument Al 4.728 1.759 0.902
strength A2 4.200 1.576 0.883 0.793 0.881 0.714
A3 3.706 1.848 0.740
C1 3.194 1.658 0.933
C2 3.417 1.613 0.928
C3 3.033 1.542 0.924
Corporate image C4 3.217 1.835 0.922 0.960 0.975 0.847
C5 3.267 1.851 0.920
C6 3.139 1.694 0.915
c7 3.161 1.708 0.899
P1 3.372 1.568 0.888
P2 3.289 1.504 0.863
Purchase P3 3.172 1.574 0.863
intention P4 2.967 1.596 0.862 0.966 0.942 0.699
P5 2.972 1.544 0.826
P6 3.000 1.737 0.825
P7 3.183 1.619 0.715

4.2 Hypothesis Testing
The hypotheses were tested using a 2 %<2 analysis of variance. As shown in Table 2, company response strategy

revealed a significant effect on corporate image (F(2_174):91.451***; p<0.001). Using a mean test, we found that
the accommodative strategy was more effective than the defensive strategy in recovering corporate image
(Mean ceommodative= 4.738 > MeaNgeensive = 2.400; t=12.090""; p<0.001) (see Table 3). At the same time, the
accommodative strategy was more effective than no action in restoring corporate image (Meanccommodative = 4-738
> Mean,o aciion = 2.474; t = 11.122”: p < 0.001) (see Table 3). This demonstrates that the different response
strategies will have different effects on corporate image. Among them, the accommodative strategy is
significantly better than the other two strategies; however, there is no significant difference between
defensiveness and no action (Meangegensive = 2.400 < Mean g aeion = 2.474; t = -0.380; p > 0.05). As a result, H1 is

supported.

Table 2. Two-way ANOVA test results (Dependent variable: Corporate image)

F P

Response strategies (A) 91.451 0.000""
Argument strength (B) 1.339 0.249
A xB 1.279 0.281

Note: "p<0.05, ~~ p<0.01, ~ p<0.001
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Table 3. Multiple comparisons and mean test

Dependent Response strategy Response strategy (J) Mean difference t-value p-value
variable (0] (1-J)
Defensive 2.338 12.090 0.000"
. a (2.400)
Accommodative (4.738) No action 2.264 11122 0.000""
(2.474)
Accommodative -2.338 -12.090 0.0007"
Corporate Defensive (4.738)
image (2.400) No action -0.074 -0.380 0.932
(2.474)
Accommodative -2.264 -11.122 0.000""
No action (4.738)
(2.474) Defensive 0.074 0.380 0.932
(2.400)

Note: p<0.05, ~ p<0.01, " p<0.001
& The figures in the brackets are the mean values.

As shown in Table 4, company response strategy revealed a significant effect on purchase intention (F174) =
47.590""; p < 0.001). After multiple comparisons, we found that the accommodative strategy was significantly
more effective than the defensive strategy in improving purchase intention (Meansccommodative = 4.329 >
MeaNgeensive = 2.429; t = 8.902""; p<0.001) (see Table 5). In addition, the accommodative strategy increased
purchase intention significantly more than no action (Meanyccommodative = 4.4.329 > Mean, qtion= 2.652; t =
7.6417"; p<0.001) (see Table 5). This demonstrates that the different response strategies will have different
effects on purchase intention. Accommodative strategies are significantly better than the other two strategies;
however, there is no significant difference between defensive and no action strategies (Meangesensive = 2.429 <
Meang getion = 2.652; t =-1.041; p > 0.05) . As a result, H2 is supported.

Table 4. Two-way ANOVA test results (Dependent variable: Purchase intention)

F P
Response strategy (A) 47.590 0.000""
Argument strength (B) 1.876 0.172
A xB 3.119 0.047"

Note: "p<0.05, "~ p<0.01, ™ p<0.001

Table 5. Multiple comparisons and mean test

Dependent variable Response strategy (1) Response strategy (J) Mean difference (I-J) t-value  p-value

FTw

Defensive 1.900 8.902  0.000
) (2.429)
Accommodative (4.329) No action 1676 7641 0.000
(2.652)
Accommodative -1.900 -8.902 0.000™"
. : Defensive (4.329)
Purchase intention (2.429) No action 20224 1041 0585
(2.652)
Accommodative -1.676 -7.641 0.000™"
No action (4.329)
(2.652) Defensive 0.224 1.041 0.585
(2.429)

Note: *p<0.05, ** p<0.01, ***p<0.001

In order to verify H3, the following interaction analysis was conducted. Table 2 shows that the interaction
between response strategy and argument strength has no significant impact on corporate image (F,174=1.279; p
> 0.05), which indicates that the impact of response strategy on corporate image is not affected by argument
strength. Therefore, H3a is has not been verified.
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Table 4 and Figure 1 show that the interaction between response strategy and argument strength does have a
significant impact on purchase intention (F (174 = 3.119"; p<0.05), indicating that the influence of response
strategy on purchase intention will vary depending on argument strength. Therefore, H3b is supported. The
changes in the scenario are clarified by the interaction between variables in the following figures and tables. First,
as seen from Figure 1, no matter what the argument strength, the accommodative strategy is significantly better
than the other two strategies for the promotion of purchase intention. This result is consistent with the previous
two hypothesis verifications. In addition, from the pairwise average test values in Table 6, we can see the
interaction that will occur when the company adopts an accommodative strategy. When the company adopts a
accommodative strategy to deal with the complaints of the weak argument, the purchase intention promotion
effect will be significantly greater than that in a strong argument situation (Meanaccommodative, strong = 3.962 <
Mean,ccommodative, weak = 4-965; t= -2.481", p<0.05). This indicates that when a consumer’s complaint shows a weak
tone and the company adopts an accommodative strategy, there will be greater benefits to the improvement of
purchase intention.

4,695
4.5
3.962 Argument
g 4.0 strength
g
8 35
@ e S{rong
E Week
= Week
£ 30 2.805
A 2.590
2.500
2.5 2.267 —_
2.0
Accommodative Defensive No action
Response strategy
Figure 1. Interaction effect between response strategy and argument strength on purchase intention
Table 6. The analysis of the moderating effect
Dependent variable Response Argument Mean Mean t-value  p-value
strategy strength difference
- Strong 3.962 N
Accommodative Weak 4695 -0.733 -2.481 0.016
. . . Strong 2.590
Purchase intention Defensive Weak 2267 0.324 1.908 0.277
. Strong 2.500
No action Weak 2805 -0.305 -0.976 0.333

Note: “p<0.05, ™ p<0.01, ""p<0.001

In order to verify the correlation between corporate image and purchase intention, this study used regression
analysis. From Table 7, we can see that the regression model explains 76.28% of the variation of R? which
exceeds the threshold of 0.5 for R? proposed by scholars (Shin, et al., 2010). This indicates good fit for this
regression model. Table 7 also shows that the regression coefficient of corporate image is 0.873, and the p-value
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is less than 0.05, indicating that the variables of corporate image and purchase intention are significantly
positively correlated. This means that when consumers perceive a better corporate image, they have greater
purchase intentions. Therefore, H4 is supported.

Table 7. The result of regression analysis

Dependent variable: Purchase intention

Independent variable Coefficient t-value p-value Result

FHF

Corporate image 0.873 23.848 0.000 Accept H4

R? = 0.762, Ra = 0.760, F =568.748, df=1

Note: *p<0.05, **p<0.01, ***p<0.001

5. Discussion and Conclusions
5.1 Conclusions

First, this study analyzed the impact of three different company response strategies on corporate image and
purchase intention. As the test results indicated, different response strategies have varying influences on
corporate image and purchase intention. Among them, the accommodative strategy is significantly better than
the defensive strategy and no action strategy. To maintain corporate image and strengthen purchase intention,
companies should properly respond to and deal with consumer complaints. They must apologize first and then
understand and deal with the problem further; to shirk responsibility or fail to respond is an unwise reaction to
negative word of mouth.

Another highlight of this study is the use of argument strength as a moderator of the effects of negative WOM
response strategies and the attempt to further explore whether the impact of response methods on corporate
image and purchase intention will change based on the argument strength of consumers' complaints. Results
indicated that argument strength only moderated the correlation between response strategy and purchase
intention; it did not meet the expectation to also moderate the correlation between response strategy and
corporate image.

As shown in Figure 1, regardless of argument strength, the accommodative strategy was significantly better than
the other two strategies. This result is consistent with H1 and H2. Furthermore, Table 6 shows that the
moderating effect of argument strength only occurred when the company adopted an accommodative strategy.
When a company faces a complaint with a weak argument, the best benefits for the promotion of consumer
purchase intention will be produced if an accommodative strategy is adopted. Finally, this study also validated
the positive correlation between corporate image and purchase intention, highlighting the importance of the
enhancement of corporate image in enhancing purchase intention. This finding is consistent with research by
Bataineh (2015).

5.2 Marketing Implications and Contributions

This study learned from the practical observation of online customer opinions and complaints regarding financial
units that the response of most of today's bankers when facing negative eWOM is no action. This study shows
that actually, companies adopting an accommodative strategy in response to negative eWOM have the best
results in recovering corporate image and purchase intention. Bankers and other service providers are advised
not to turn a blind eye to online customer complaints, or to refute, push, or blame; instead, they should adopt an
accommodative strategy and immediately apologize to the customer, explain the follow-up process, and provide
the contact information of the subsequent processing personnel. In addition to alleviating customer
dissatisfaction in the first instance, this gives customers reasonable expectations for the company's service failure
understanding and processing time and wins even more buffer time for the company.

Moreover, if the company wants to either implement an accommodative strategy or take no action, argument
strength is particularly important, especially for accommodative strategies. The above findings suggest that the
company immediately make substantial remedies when the service failure occurs: provide financial value-added
methods for atonement such as coupons, discounts, refunds, product replacement or re-service, etc. (Tsao &
Jhang, 2019). Moreover, managers with higher ranks can be invited to come forward to understand and remedy
related incidents. They should strive to reduce consumer dissatisfaction in the moment when errors occur so as to
reduce the argument strength on the Internet afterwards and enhance the effectiveness of accommodative
strategies. Furthermore, from a positive point of view, good remedies can also increase customer post-recovery
satisfaction, increase consumer loyalty, or slow down customer defection (Tsao, 2018).

32



http://ibr.ccsenet.org International Business Research \Vol. 14, No. 4; 2021

This study took the banking industry as its subject of research. From the perspective of argument strength, it
discussed the effect of company response strategies on corporate image and purchase intention. This was done to
supplement research gaps that have been generated in the past by focusing on the personal views of consumers to
study negative eWOM. This study provides strategies for bankers to effectively respond to negative eWOM from
consumers. Related practical applications are also applicable to service industries with high personnel
involvement, such as restaurants or hotels.

5.3 Limitations and Directions for Future Research

Because this study was limited by manpower and funding, the effective number of samples was only 180.
Judging from its characteristics, the sample was too concentrated on students, and it is subject to certain
restrictions in projecting its results onto the population as a whole. Although the questionnaire contained initial
instructions to watch the content of the situation design to the end, due to the layout of the online form the
subject could skip the situation design content, resulting in too many invalid questionnaires. However, strict
evaluation criteria were still adopted by this study to check the validity of the questionnaires. Participant
suggestions from an open question implied that there were too many questions to fill in, so participants’
willingness to cooperate may have been reduced, resulting in more difficulties for controlling the quality of the
answers.

Finally, relevant suggestions for future researchers are as follows: (1) This study was set up for the banking
industry, so follow-up studies can be conducted for different types of industries. Analysis and comparison of
differences between industries can then be carried out; (2) The only moderator in this research model was
argument strength. The status of online complaint writers seems to be worth investigating in the model. With this,
a clearer understanding of the effect of a company's response strategy for complaint handling could be reached.
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Appendix A. Measurement Instruments

This appendix contains the statements used in the survey. Respondents were asked to what degree they agree or
disagree with these statements on a seven-point Likert scale.

Corporate image [adapted from Stipp & Schiavone (1996); Nguyen & LeBlanc (2001); Ouyang & Chen (2003);

Foroudi et al. (2014), o= .960]

C1 | have a good impression of this bank.

C2 1 think this bank has a good image in the minds of customers.

C3 1 believe this bank's image is better than other banks.

C4 This bank's response to customer complaints has enhanced its corporate image.

C5 I have a positive comment regarding the bank’s customer complaint response.

C6 1 will prefer do business with this bank because of its response to customer
complaints.

C7 Overall, | respect the corporate image of this company.

Purchase intention [adapted from Dodson et al. (1978); Stipp & Schiavone (1996); Sheng et al. (2007); Lu et al.

(2016), o=.966]

P1 I will go to this bank to conduct business.

P2 Among the banks I know, I will choose this bank to conduct business.

P3 I have a high chance of going to this bank to conduct business.

P4 1 will recommend friends and family to go to this bank to conduct business.

P5 This bank is my first choice to conduct business.

P6 1 will change from another bank to this bank because of the way it responds to customers.
P7 Overall, | am willing to go to this bank to conduct business.

Argument strength  [adapted from Dimmock et al. 2013); Schreiner et al. (2018), a=.793]

Al | think that the consumer's message is strong in words.
AZ2 I think the description in the consumer’s message is realistic.
A3 I think the description of the consumer’s message is clear.
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