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Abstract

Purpose: This paper focuses on the effects of positive and negative online reviews (eWOM) on the 
metrics of consumer-based brand equity (CBBE) in the context of the Polish restaurant sector.
Methodology: The dedicated online survey was completed by 777 consumers, which we then analyzed 
with structural equation modeling. Each catering outlet was to allow to order meals online. We used 
descriptive analysis, confirmatory factor analysis, and path analysis to test the hypotheses.
Findings: The findings suggest that positive online reviews affect each CBBE variable in the online 
catering outlet’s context. In the case of known catering establishment’s offering in the option of plac-
ing orders via online platforms, negative eWOM only affects the perceived quality and brand loyalty. 
However, it does not change brand awareness and brand association.
Implications: This paper contributes to the body of literature on eWOM, which to date offers very 
little understanding of the topic of positive and negative online reviews and CBBE dimensions. 
Moreover, in terms of practical and managerial applications, this study can be used to delineate 
strategy in terms of management of eWOM to optimize brand strategies. 
Keywords: consumer-based brand equity, eWOM, restaurant sector.
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Introduction

The exponential growth of social media and use of applications on smart-devices lead 
consumers to easily share their post-purchase evaluation of any products or services 
online. This type of behavior is known in the marketing literature as online reviews 
or electronic word-of-mouth (eWOM; Zhang et al., 2010). For several years, a number 
of scholars focused on measuring the effect of eWOM on different areas, such as res-
taurants (Oliveira and Casais, 2019; Zhang et al., 2017), hotels (Litvin, Goldsmith and 
Pan, 2018), product sales (Li, Wu and Mai, 2019; Yang, Park and Hu, 2018), purchase 
intention (Kunja and GVRK, 2018), customer value (Hanaysha, 2018), and loyalty (Sijoria, 
Mukherjee and Datta, 2019). In a similar matter, the literature also approaches con-
sumers’ judgment of reviews (e.g., Yoon et al., 2019; Gvili and Levy, 2018). Although the 
amount of empirical research on the topic of measuring the effect of online reviews is 
substantial in the marketing literature, thus far researchers have neglected the study 
of the influence of online reviews from both perspectives – positive and negative – on 
the consumer’s perceptions of brands.

Research results indicate that consumers show more positive attitudes and behavioral 
intentions concerning positive online reviews, especially in the context of low infor-
mation load (Zhang and Hanks, 2018). Positive online reviews significantly influence 
the online reputation of the firm (Banerjee, Bhattacharyya and Bose, 2017) and build 
trust for the company (DeAndrea et al., 2018). Positive eWOM drives positive attitude 
towards the product (Tata, Prashar and Gupta, 2019) and – in the services context – is 
known for raising the number of orders (Zhang et al., 2019), enhancing sales and 
revenue (Xiao, Zhang and Fu, 2019; Nieto-Garcia et al., 2019; Craig, Greene and Versaci, 
2015). On the other hand, negative online customers’ reviews increase the perceived 
risk of inferior product or service quality (Bhandari and Rodgers, 2018; Lee, Rodgers, 
and Kim, 2009), lower the credibility and equity of the brand (El-Baz, Elseidi and 
El-Maniaway, 2018; Yu et al., 2018), consequently reducing the volume of sales (Zhang 
et al., 2019; Clemons, 2019; Craig, Greene and Versaci, 2015).

However, in a typical environment, reviews are not polarized and tend to be mixed, 
with both positive and negative comments available to consumers (Xiang et al., 2017; 
Chong et al., 2016). The current study differentiates from and has additional explana-
tory power over previous studies, as it investigates the impact of online reviews when 
both positive and negative comments are available to consumers. Also, for the robust-
ness of findings and impact of business application, the investigation focuses on local 
and family-owned restaurants, which do not have established brands and use online 
meal delivery platforms for food orders.
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In terms of branding, consumer-based brand equity (CBBE) is the core marketing var-
iable to capture the consumer’s perceptions of brands (Aaker, 1991; Keller, 2016), as it 
is an intangible asset that generates value through four established branding components, 
that is, brand awareness, brand associations, perceived quality, and brand loyalty (Aaker, 
1991). Nevertheless, the understanding and correct management of CBBE is a small- 
-business necessity, as it is directly related to an organization’s revenue (Foroudi et 
al., 2018; Narteh, 2018; Christodoulides and de Chernatony, 2010), whereas its correct 
management is used to formulate strategies that improve the competitiveness of a com-
pany (Keller, 2016).

The current study was conducted with consumers who regularly use online platforms 
to offer meals. Hence, if local and family-owned restaurants desire to grow their brand 
recognition and value, it is essential to understand the impact of reviews on online 
meal delivery platforms will have on the consumer’s perceptions of the restaurant brand, 
in the context which consumers have little or no previous knowledge about or experien-
ces associated with the restaurant (Yu et al., 2018; Kim et al., 2015).

We analyzed consumers’ perceptions for their structural relations. They provide empiri-
cal evidence that confirms the simultaneous impact of positive and negative eWOM 
on the dimensions of consumer-based brand equity. We used the theory of stimulus- 
-organism-response (S-O-R) proposed by Mehrabian and Russell (1974) to explain the 
research model. Positive and negative online reviews generated by consumers create 
affective and cognitive reactions among consumers (brand awareness, brand associa-
tion, perceived quality, brand loyalty).

Theoretical Background

Online Meal Delivery Platforms in Poland

The food and restaurant sector has adapted to the changes engendered by new digital 
environments. In 2019, the worldwide restaurant-to-consumer delivery segment stood 
at US$80 million (Statista, 2019a). In the same period in Poland, it was US$53.65 mil-
lion. It is estimated that the sector’s annual growth rate of 24.2% (CAGR, 2019–2023) 
will result in the market volume of US$191 million in 2023 (Statista, 2019b). The same 
trend is occurring in other countries, independent of the development stages (Statista, 
2019a). Convenience drives the strong growth in this market, while increasingly 
hectic work schedule, congested metropolitan cities, easy access to the Internet, and 
increase smartphone penetration impel growth in the online meal ordering market 
(Restaurantdive, 2019).
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On the Polish market, online platforms that offer the possibility of ordering meals are 
increasingly prevalent. The most popular is Pyszne.pl, which covers transactions and 
manages the delivery of food from over 6,500 restaurants across the country (Pyszne.pl, 
2019), and Pizzaportal.pl with a coverage of more than 4,000 restaurants (Pizzaportal.pl, 
2019). At the beginning of 2019, almost 25 million people order food in Poland, and some 
estimate that in five years, nearly half of restaurant meals will be ordered online directly 
from the restaurant or through mediating services (Portalspozywczy.pl, 2019a).

Differently from the traditional model of food delivery offered directly by the restau-
rants, which is based on a combination of consumers’ knowledge and preference about 
the restaurant per se, online platforms for ordering meals do not rely on a physical 
establishment and mainly serve as mediators between restaurants and consumers 
(Portalspozywczy.pl, 2019b). Hence, consumers face a wide choice of food that ranges 
from local and family-owned restaurants to large restaurant chains.

To facilitate consumers’ decision-making process, online meal delivery platforms 
provide online comments systems for clients to share their post-purchase evaluations 
(He et al., 2018). This kind of online communication became one of the most critical 
information sources for consumers to reduce purchase risks (Fagerstrøm et al., 2016; 
Kang and Namkung, 2019). Moreover, online reviews are heavily used when consumers 
have no previous associations with the services in terms of usage and experience, but 
also when the service does not have an established brand (Purnawirawan et al., 2015; 
Łukasik and Schivinski, 2014); a typical situation faced by local and family-owned 
restaurants that use online channels to reach a wider group of consumers. Therefore, 
online meal delivery platforms create opportunities for development for local and 
family restaurants. Still, they can also be a threat because online comments are not 
subject to companies’ control. Consumers write reviews according to their feelings 
after shopping (Schivinski and Dabrowski, 2016; Li et al., 2019; Bilgihan, Seo and 
Choi, 2018).

Two Emotional Dimensions of the Electronic Word-of-Mouth

Services offered by online meal delivery platforms have an immaterial character, 
which can affect the different perception of the quality of services offered by restau-
rants, bars, and consumers. Consumers post their reviews after service, so the emotions 
and information they convey form the basis of perception of a given catering point by 
other potential customers, but the reviewers can also state valuable information for 
managers (Geetha, Singha and Sinha, 2017; Bilgihan, Seo and Choi, 2018; Thelwall, 
2019). In the hospitality industry, as in all service industries, the flow of information 
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in the form of word-of-mouth plays a significant role, especially during the customer 
purchase process (Liu and Park, 2015; Leong et al., 2019). Information in the form of text 
reviews and ratings from consumers impact the future interest of customers in catering 
services (Xie, Zhanga and Zhang, 2014; Zhao, Xu and Wang, 2019; Matzler et al., 2019).

According to the evolutionary approach, electronic word of mouth (eWOM) is perceived 
by marketers and academics as the next link of traditional word of mouth (WOM; 
Hennig-Thurau et al., 2004; Leong et al., 2019). The development of internet technolo-
gies and social media has allowed users to share their experiences with products and 
services (Brzozowska-Woś and Schivinski, 2017; Brzozowska-Woś, 2018; Ahmad, Ahmad 
and Bakar, 2018). The opinions expressed by consumers online (eWOM) may be defined 
as “any positive or negative statement made by potential, actual, or former customers 
about a product or company, which is made available to a multitude of people and 
institutions via the Internet” (Hennig-Thurau et al., 2004, p. 39). The emotional tone 
of these statements is essential, not only for companies that own brands but, above 
all, for other consumers. In positive reviews, consumers focus on the characteristic 
attributes of gastronomic services (Xiang et al., 2015; Serra-Cantallops, Ramon-Cardona 
and Salvi, 2018; Bilgihan, Seo and Choi, 2018). In turn, negative reviews focus on 
voicing the negative emotions associated with the provision of services, warning future 
consumers, and seeking explanations from the service provider (Niu and Fan, 2018; 
Zhao, Xu and Wang, 2019).

In summary, positive comments relate to satisfaction and negative ones to dissatis-
faction with the service provided (Kim, Kim and Heo, 2016; Berezina et al., 2016; 
Bilgihan, Seo and Choi, 2018). Thus, eWOM has a more significant impact on consumer 
decision-making processes than traditional promotion activity (Trusov, Bucklin and 
Pauwels, 2009; Ruiz-Mafe, Chatzipanagiotou and Curras-Perez, 2018). Moreover, eWOM 
has become one of the most critical communication channels between the firm and 
the consumer, while marketing communication strategies have begun to take online 
review management into account (Bruhn and Schnebelen, 2017; Ettinger, Grabner- 
-Kräuter and Terlutter, 2018).

Consumer-Based Brand Equity (CBBE)

The emergence of the concept of brand equity and the beginning of research in this 
area in the hospitality sector resulted in changes in the brand concept (Chatzipana-
giotou, Christodoulides, and Veloutsou, 2019; Cobb-Walgren et al., 1995). Many authors 
in their research adopted the definition of consumer-based brand equity proposed by 
Aaker (1991). According to Aaker, CBBE is a set of assets and liabilities related to 
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a brand, its name, or symbol that add or subtract the value provided by a product or 
service to a company and its clients. Thus, depending on what prevails, CBBE can be 
either positive or negative. This result can be determined by comparing consumer reac-
tions to brand marketing activities with similar marketing activities of a fictitiously named 
or unnamed version of a good or service. Positive consumer-based brand equity can 
increase a brand’s preferences (Schivinski and Dabrowski, 2015; Cobb-Walgren et al., 
1995) and influence its purchase (Foroudi, 2018; Godey et al., 2016; Cobb-Walgren  
et al.,1995).

Brand equity research employs both one-dimensional (Kamakura and Russell, 1993; 
Farquhar et al., 1991) and a multi-dimensional approach (Yoo and Donthu, 2001; Keller, 
1993; Rangaswamy et al., 1993; Aaker, 1991). The current study is based on the four 
dimensions proposed by Aaker (1991): brand loyalty, brand awareness, perceived quality, 
brand association. We exclude the fifth dimension from the CBBE – other proprietary 
assets like patents, trademarks, and channel relationships – as it does not refer to 
individual customers (Christodoulides and Chernatony, 2010).

In terms of the components of CBBE, brand awareness shows in what light does 
a brand’s name appear in a consumer’s mind and how easily; and whether it is formed 
by the performance of brand recognition and brand recall (Keller, 1993). These two 
components allow brand awareness to affect consumer purchase decisions at the 
recognition level and recall level since consumers tend to choose the product of which 
they are aware or which they have experienced (Aaker, 1992). Similarly, brand asso-
ciation is held in a consumer’s memory and reflects the perception of a brand. Hence, 
brand association happens when the firm creates a link between a firm’s goods and 
services and consumer memory (Aaker, 1991; Aaker and Keller, 1990; Keller, 1993). 
Brand association creates value for the customer by emphasizing the attributes that 
benefit the customer (Aaker, 1991; Keller, 1993; Aaker and McLoughlin, 2010). Perceived 
quality is defined as “the consumer’s judgment about a product’s overall excellence or 
superiority” (Zeithaml, 1988, p. 3). Furthermore, perceived quality is where the firm 
sets out its strategic plan to create a competitive advantage and provide a reason for 
the consumer to buy (Aaker, 1991; Sürücü et al., 2019). In other words, perceived 
quality means that the firm provides value to the customer. Finally, brand loyalty is 
a reflection of customer satisfaction, which makes this quality to be a vital asset to 
create value for both the firm and consumers (Sürücü et al., 2019). A company can 
generate more profit through increased brand loyalty, while consumers gain a satis-
factory experience through the firm’s strategic activity toward customer retention 
(Aaker, 1991; Ismail et al., 2018). Furthermore, brand loyalty generates value to the 
organization by reducing marketing costs and then by retaining current customers, 
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instead of seeking to attract new customers with marketing activities, which is less 
costly (Aaker, 1991).

Research Hypotheses

Theory of Stimulus-Organism-Response

We used the stimulus-organism-response model (S-O-R) proposed by Mehrabian and 
Russell (1974) to explain the relationships between the constructs analyzed in the study. 
This model allows showing the influence of external (social) factors on consumers 
and the resulting behavior (Kim and Johnson, 2016). Positive and negative online 
reviews influence consumer perceptions and behavior by changing consumer attitudes 
toward the reviewed object (Sher and Lee, 2009; Lee et al., 2008; Lee, 2009). Consumer 
perceptions link to consumer attitudes and tend to be affected by the quality of online 
reviews (Chen and Chang, 2018). Positive and negative online reviews (S) generated 
by consumers create affective and cognitive reactions – brand awareness, brand asso-
ciation, perceived quality, brand loyalty – among consumers (O) who use online meal 
delivery platforms. In turn, these reactions in dimensions of CBBE affect consumer 
behavior (R). Previous research provided ample confirmation of the interaction between 
brand equity or its dimensions and consumers’ behavior. Brand equity is a crucial varia-
ble that affects brand preferences, purchase intent, and the intention to recommend 
(Álvarez-García et al., 2019; Rambocas, Kirpalani and Simms, 2018; Godey et al., 2016).

The Influence on Brand Awareness 

Brand awareness can increase online through popularity generated by eWOM (Cui et 
al., 2012). For a new product, eWOM can very quickly spread new information among 
consumers via an online platform, as it is one of the most important and readily avail-
able information sources to consumers. Thus, a high volume of online reviews increases 
product awareness (Cui et al., 2012; Bruhn, Schoenmueller and Schäfer, 2012).

In the restaurant’s context, many researchers report the effects of eWOM on the restau-
rants’ online popularity. Any eWOM information given as a recommendation on the 
online opinion platform improves online restaurant popularity. EWOM information 
is especially attractive to tourists, as the Internet is one of the most important infor-
mation sources for international customers. Although the influence of eWOM can vary 
by individual or firm-level targeting, positive online reviews can to some degree affect 
brand awareness positively (Zhang et al., 2010). Hence, negative online reviews can 
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probably have the opposite effect, which will negatively influence a restaurant’s brand 
awareness. They justify why consumers are less prone to acquire knowledge about a brand 
when not positively viewed by peers (Bruhn, Schoenmueller and Schäfer, 2012). Based 
on these assumptions, we postulate two hypotheses:

H1a: Positive online review (eWOM) positively influences brand awareness.
H1b: Negative online review (eWOM) negatively influences brand awareness.

The Influence on Brand Associations 

In social media communication context, researchers report that brand associations 
positively affect consumers’ perception of brands. In social media, consumers tend to 
consider the information from another individual as credible and trustworthy, so 
consumer perceptions are influenced by online information (Pornpitakpan, 2004; 
Schivinski and Dabrowski, 2016). Moreover, researchers report that negative online 
reviews lead to brand dilution; and, even if the consumer has a certain level of brand 
knowledge, the CBBE will still be affected (Bambauer-Sachse and Mangold, 2011). 
Hence, we make two assumptions in the restaurant’s context, based on the effect of 
social media communication information and the impact of adverse online reviews. 
What follows these assumptions is our postulate of two hypotheses:

H2a: Positive online reviews (eWOM) positively influence brand association. 
H2b: Negative online reviews (eWOM) negatively influence brand association.

The Influence on Perceived Quality

In previous studies, researchers sought the effect of eWOM on consumers’ product 
judgment in terms of quality. Although they found no significant effect, scholarship 
still views eWOM as a potential factor in consumers’ product judgment (Lee and Youn, 
2009; Xue and Phelps, 2004).

In the context of a restaurant, researchers report the relationship between positive 
and negative eWOM and restaurant attributes. Restaurant characteristics like taste 
and service will generate either positive or negative eWOM, depending on the review’s 
quality, whereas a restaurant’s quality is purely a matter of consumer judgment (Zhang, 
Zhang and Law, 2014). Although scholarship only identifies the effect of perceived 
quality on eWOM, this finding makes researchers assume that positive and negative 
online reviews impact perceived quality. Thus, we postulate two further hypotheses:



DOI: 10.7206/cemj.2658-0845.1

10 CEMJ

Vol. 27, No. 3/2019

Magdalena Brzozowska-Woś, Bruno Schivinski

H3a: Positive online reviews (eWOM) positively influence perceived quality.
H3b: Negative online reviews (eWOM) negatively influence perceived quality.

The Influence on Brand Loyalty 

Many researchers report the influence of customer satisfaction on brand loyalty. In 
the context of mobile social commerce, customer satisfaction will increase if a firm 
can fulfill consumer expectations; hence, brand loyalty will grow along with the level 
of satisfaction (Hew et al., 2016). A similar effect appears in the restaurant context, in 
which there is a healthy relationship between customer emotion, satisfaction, and 
loyalty. Although the result may be influenced by individual personality scale, brand 
loyalty is changed by both customer satisfaction and positive or negative feeling. 
Consequently, customers’ repurchasing behavior will form depending on the level of 
brand loyalty (Lee, Back and Kim, 2009).

Moreover, previous research reports the influence of brand reputation on brand loyalty. 
Brand reputation can be defined as the consumer’s perception of the brand name’s 
quality (Aaker and Keller, 1990). In the restaurant context, evidence suggests that an 
excellent or lousy reputation affects consumer loyalty to the brand, although brand 
reputation can be changed by WOM (Han, Nguyen and Simkin, 2016). Based on this 
relationship, positive eWOM should positively influence brand loyalty. Furthermore, 
a recent study reports that customer loyalty is affected by customer satisfaction and 
perceived e-service quality (PeSQ), whereas negative eWOM is negatively influenced 
by PeSQ (Lin and Wang, 2015). It means there is a negative relationship between nega-
tive eWOM and brand loyalty. Although it is in the context of e-commerce, we assume 
the effect is the same in the context of a restaurant. Thus, negative eWOM should 
negatively affect a restaurant’s brand loyalty. Based on these assumptions, we postulate 
two further hypotheses: 

H4a: Positive online reviews (eWOM) positively influence brand loyalty. 
H4b: Negative online reviews (eWOM) negatively influence brand loyalty.

The conceptual model depicted in Figure 1 summarizes the hypotheses of the study. 
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Figure 1. The effects of eWOM on CBBE

Source: own elaboration.

Methodology

Sample and Procedure

The context of restaurants was used in this study to examine the impact of positive 
and negative online reviews on CBBE metrics. They were restaurants in which con-
sumers can place orders via the Internet. However no particular brand was selected 
because the participants were from different places in Poland. The measurement of 
CBBE would not be accurate unless the participant knows the selected brand’s name 
(Christodoulides, Cadogan and Veloutsou, 2015). Therefore, every respondent had to 
indicate the restaurant’s brand on their own by providing an answer to an open-ended 
question. The question was supposed to be the respondent’s first association with the 
brand, regardless of whether they liked the company or not.

This study is related to CBBE, so the primary source of data was the consumer. Respon-
dents were people who had access to the Internet, and who read and reviewed restau-
rants. They also had to meet the requirement of placing orders online at catering outlets. 
Moreover, we used sampling as the snowball method for this research. The survey was 
pre-tested on 30 students, drawn from a very similar sample. There were no comments 
on the questionnaire. The data in the primary study were collected online using the 
CAWI technique. Respondents were recruited for the research through invitations 
sent via social media channels and email by the participants.
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There were 12 items for measuring the CBBE. Three items each for the four dimensions: 
brand awareness, brand association, perceived quality, and brand loyalty (adopted from 
Christodoulides et al., 2015). Furthermore, six statements measured eWOM (Goyette 
et al., 2010), three for positive and negative online reviews each (Appendix A). All 
items were measured on a seven-point scale ranging from 1 = “strongly disagree”  
to 7 = “strongly agree.”

A sample of 1,023 Polish consumers participated in the study. Invalid and incomplete 
questionnaires were rejected, resulting in 777 valid completed questionnaires (75.9%). 
Women represented 60.2% of the respondents. The age of the respondents ranged from 
18 to 64 years old, with a median age of 18 to 24 years old (66.5%). The education level 
of the sample ranged from primary school to higher education, with a median of a bache-
lor’s or engineering degree (46.5%). The most numerous group were respondents who 
consumed online-ordered meals several times a month (30.6%). Moreover, the majority 
of respondents (54.7%) checked online reviews and ratings before ordering a meal 
from a catering point, including 10.9% of respondents who do it every time.

Data Analysis and Results

Confirmatory Factor Analysis

To validate the conceptual model we proposed, we included all independent and depen-
dent latent variables in one multi-factorial confirmatory model (CFA) in Mplus 7.2 
software with a robust maximum-likelihood estimation method (MLR). The MLR 
estimator was employed as the assumption of multivariate normality was violated; 
rating scales tend to generate multidimensional data for skewness and kurtosis values 
(Teman, 2012; see Appendix A). Composite reliability (CR) values ranged from 0.77 to 
0.91. These values exceeded the recommended 0.70 threshold. The factor determinacy 
(FD) coefficients for the six-factor CFA model ranged from 0.92 to 0.96 and were above 
the desired threshold of 0.80 (Muthén and Muthén, 2012). The CR and FD coefficients 
support the internal consistency of the sub-scales (Table 1).

All the loadings estimates were statistically significant and greater than 0.64. The 
t-values ranged from 18.52 to 75.41 (p < 0.001), thus evidencing convergent validity 
(Bagozzi and Yi, 1998; Appendix A). The average variance extracted (AVE) was calcu-
lated for each latent variable (construct). The AVE of the constructs showed values 
higher than the acceptable value of 0.50 (Bagozzi and Yi, 1998). The AVEs for eWOM 
(positive) were 0.58 and 0.60 (negative); the AVEs for CBBE were 0.59 (brand aware-
ness), 0.53 (brand association), 0.78 (perceived quality), and 0.72 (brand loyalty), thus 
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confirming discriminant validity. All square roots of the AVE scores were higher than 
the correlations across the factors. The goodness of fit indices for the resulting struc-
tural model showed good fit with the data fit (chi-square test statistic; χ2), the compa-
rative fit index (CFI), the Tucker–Lewis index (TLI), and the root mean square error 
of approximation (RMSEA). Table 1 presents the reliability and validity outcomes 
resulting from the CFA.

Table 1. Reliability and validity scores of the conceptual model

Latent variables CR FD AVE 1 2 3 4 5 6

1. Negative eWOM 0.80 0.92 0.58 0.76 (-14.50) (-6.55) (-9.16) (-14.49) (-11.00)

2. Positive eWOM 0.82 0.92 0.60 -0.63 0.77 (12.58) (18.83) (22.82) (18.26)

3. Brand awareness 0.81 0.93 0.59 -0.29 0.52 0.77 (15.48) (12.58) (9.09)

4. Brand association 0.77 0.94 0.53 -0.44 0.69 0.64 0.73 (25.35) (16.74)

5. Perceived quality 0.91 0.96 0.78 -0.56 0.70 0.52 0.70 0.88 (24.51)

6. Brand loyalty 0.88 0.95 0.72 -0.46 0.63 0.35 0.59 0.65 0.85

Note: The square root of the average variance extracted values appears in italics. t-values for correlations are reported 
in parenthesis. CR = composite reliability, FD = factor determinacy, AVE = average variance extracted. MLRχ2

(120) 
= 548.82, CFI = 0.93, TLI = 0.92, and RMSEA = 0.06 (90% CI [0.06–0.07]); n = 777.
Source: own elaboration.

Analysis of the Structural Model

After conducting a CFA, we analyzed the structural model. To test the hypotheses, we 
included all six latent variables in a structural model by reusing the Mplus 7.2 software 
and the MLR estimator. The results of the SEM indicated that the six-factor structural 
model had an appropriate fit to the data. The goodness-of-fit (GOF) values of the struc-
tural model were as follows: MLRχ2

(120) = 548.82; CFI = 0.93; TLI = 0.91, and RMSEA 
= 0.06 (90% CI [0.06–0.07]).

The path analysis confirmed six of the eight research hypotheses. All hypotheses 
related to the impact of positive eWOM on CBBE were confirmed. The relationship of 
positive eWOM to brand awareness restaurant’s brand was positive and significant in 
the sample (H1a. β = 0.39; t-value = 6.50; p < 0,001), which supports H1a. In support 
of H2a, H3a, and H4a, the paths between positive eWOM and next three CBBE’s dimen-
sions (brand associations, perceived quality, and brand loyalty) were positive and signi-
ficant (brand associations β = 0.47; t-value = 7.9; p < 0.001; perceived quality β = 0.60; 
t-value = 8.62; p < 0.001; brand loyalty β = 0.61; t-value = 8.27; p < 0.001).
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Table 2. Standardized structural coefficients of the conceptual model

HYPOTHESIS β t-value p-value Acceptance
/Rejection

H1a. Positive eWOM → Brand awareness 0.39 6.50 0.001 Accepted

H2a. Positive eWOM → Brand associations 0.47 7.90 0.001 Accepted

H3a. Positive eWOM → Perceived quality 0.60 8.62 0.001 Accepted

H4a. Positive eWOM → Brand loyalty 0.61 8.27 0.001 Accepted

H1b. Negative eWOM → Brand awareness 0.03 0.68 0.49 Rejected

H2b. Negative eWOM → Brand associations -0.01 -0.15 0.87 Rejected

H3b. Negative eWOM → Perceived quality -0.19 -3.22 0.001 Accepted

H4b. Negative eWOM → Brand loyalty -0.10 -1.67 0.09 Accepted

Note: MLRχ2
(120) = 548.82, CFI = 0.93, TLI = 0.91, and RMSEA = 0.06 (90% CI [0.06–0.07]); n = 777.

Source: own elaboration.

Only two hypotheses related to the impact of negative eWOM on CBBE’s dimensions 
were confirmed. There were no significant paths between negative eWOM and brand 
awareness of the restaurant’s brand or between brand associations. Given these results, 
H1b and H2b were not supported. For relationships from negative eWOM to per- 
ceived quality and brand loyalty, positive and weak paths coefficient (perceived quality  
β = -0.19; t-value = -3.22; p < 0.001; brand loyalty β = -0.10; t-value = -1.67; p < 0.1) 
supported H3b, and H4b. In both cases, there is a negative relationship between nega-
tive eWOM, perceived quality, and brand loyalty.

Discussion

It is now a trend that consumers share their evaluations, comments, or recommenda-
tions of a brand’s product or service on the online platform, which are known as online 
reviews. Poles are more willing to give negative reviews about products of inferior 
quality than positive comments about products of good quality (Bartosik-Purgat, 2018). 
Nevertheless, this trend causes a positive and negative effect on the restaurant’s brand. 
This study contributes to the topic of catering outlets’ brand management, while the 
findings providing conceptual insight into how online reviews impact CBBE metrics.
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The objective of this study was to identify the effects of both positive and negative 
online reviews (eWOM) on the metrics of consumer-based brand equity (CBBE) in the 
Polish restaurant industry, in which restaurants are a primary context for the current 
study. According to the results, positive online reviews are firmly influencing each 
CBBE variables: brand awareness, brand association, perceived quality, and brand 
loyalty. On the other hand, negative online reviews do not have a significant relation-
ship to brand awareness and brand association, but it has a relationship with perceived 
quality and brand loyalty. Although negative online reviews are not as useful as posi-
tive online reviews, the results suggest that negative online reviews may diminish 
the reputation of the restaurant’s brand (perceived quality and brand loyalty).

In the case of brand awareness, the results show that positive online reviews will 
increase a restaurant’s brand awareness. On the other hand, negative online reviews 
will not affect them. Brand awareness means how well and easily a consumer can recall 
the brand’s name (Keller, 1993). If a restaurant is recommended on an online platform, 
that restaurant awareness gains in popularity (Zhang et al., 2010). It is because of the 
reputation created by the positive online review helps the customer recall the brand’s 
name. Hence, the restaurant’s name will be memorable and recognizable when the 
consumer is looking for a good restaurant on the online platform.

On the other hand, consumers tend to choose the product or brand that they know or 
have experienced (Aaker, 1992). We should remember that the respondents of the cur-
rent study selected restaurants the know. On the other hand, consumers looking for 
a catering outlet can immediately identify the restaurants with many positive recom-
mendations and ignore those that have few or no positive online reviews. It may explain 
the lack of impact of negative eWOM on brand awareness.

For brand association, the results suggest that positive online reviews increase the level 
of brand association. On the other hand, as in the case of brand awareness, negative 
online reviews will not influence brand association. Brand association is a reflection 
of a consumer’s perception of a brand (Keller, 1993). As previous studies report, nega-
tive online reviews cause brand dilution (Bambaurer-Sachse and Mangold, 2011), while 
social media communication positively influences consumer perception (Pornpitakpan, 
2004; Schivinski and Dabrowski, 2016), so the same effect should affect brand association 
in the restaurant context. Thus, positive online reviews influence consumer perception 
of the catering outlet and cause an increase in a restaurant’s brand association, as con-
sumers tend to believe online reviews from other consumers (Gruen et al., 2006). Hence, 
positive online reviews influence a restaurant’s brand association.
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Moreover, the results suggest that an increasing amount of positive online reviews will 
increase the perceived quality of products offered by restaurants. In turn, the perceived 
quality of products will decrease as a result of the increase in the number of negative 
reviews online. Another study in which researchers analyze the effect of quality attri-
buted to restaurants on eWOM (Zhang et al., 2014) shows that the impact of eWOM and 
perceived quality is a two-way effect, which means that eWOM and perceived quality 
affect each other in the context of restaurants. The attitude of consumers to the product 
can be changed by positive or negative reviews online (Sher and Lee, 2009; Lee et al., 
2008; Lee, 2009). Similarly, the quantity and quality of online reviews affect the con-
sumer’s attitude toward restaurant attributes.Therefore, as perceived quality refers to 
consumer’s judgment of a product’s overall attribute (Zeithaml, 1988), consumers’ view 
of restaurants’ characteristics is affected by positive and negative online reviews. 
Although skepticism (Sher and Lee, 2009) and biased situations (Sen and Lerman, 2007) 
prevent attitude changes for particular consumers in an online review, positive and 
negative eWOM influences perceived quality at a specific degree. After all, the effect 
of positive and negative online reviews on CBBE metrics is significant in the catering 
outlets’ context. 

As for brand loyalty, the results suggested that positive online reviews will increase 
consumer loyalty to the restaurant’s brand, whereas it will diminish with negative online 
reviews. Since brand loyalty is a reflection of consumer satisfaction (Aaker, 1992), 
online reviews should indicate consumer’s satisfaction or dissatisfaction experienced 
in the restaurant. The spread of online reviews affects brand reputation and loyalty 
(Han et al., 2016). This happens because brand reputation is the consumer perception 
of the brand name’s quality (Aaker and Keller, 1990). As a result of reading online reviews, 
consumer perception of the brand changes either positively or negatively, depending 
on the emotional overtone of online reviews. The Internet is one of the most important 
sources of information and consumers tend to think that the opinion of another con-
sumer is trustworthy (Lee, Rodgers and Kim, 2009; Gruen et al., 2006; Zhang et al., 2010). 
Hence, the change in perception will either increase or diminish the level of loyalty to 
a restaurant’s brand. Although a biased situation (Sen and Lerman, 2007) and skep ti-
cism (Sher and Lee, 2009) affect effectiveness, positive and negative online reviews 
still influence brand loyalty.

Academic and Practical Implications

This study identifies the effect of positive and negative online reviews on CEEB dimen-
sions concerning the online food delivery industry as the literature gap. There is very 
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little understanding of the effect in these areas in scholarship. Hence, we undertook 
a study to fill the gap. The results of the investigation identified the impact of positive 
and negative online reviews on brand awareness, brand association, perceived quality, 
and brand loyalty. Moreover, we discussed a detailed explanation for each effect 
between each independent and dependent variable. As a result, the identified gap in 
the literature was slightly reduced. 

In the context of a catering outlet, a restaurant’s manager must be aware of the effect 
of online reviews on CBBE. Positive online reviews allow a restaurant to attract new 
customers and change the current customer’s perception of a restaurant, which increases 
brand association, brand awareness, perceived quality, and customer loyalty. However, 
a negative online review has the effect opposite to the positive online review. In this 
case, the search and alignment theory works for consumers (Bambaurer-Sachse and 
Mangold, 2011). In reference to this theory, reading positive reviews and having their 
own experience allows consumers to form the right opinion about the restaurant. 
Their opinion translates into trust for a catering point. However, the appearance of 
contrary views – especially such that containing many detailed references to the custo-
mer service and offer – causes consumers to begin to question their convictions. This 
is when the perception of a restaurant changes towards a negative one; particularly 
evident in the areas of perceived quality and brand loyalty.

Although previous studies report there is no significant effect of online review on 
a strong brand (Ho-Dac et al., 2013), restaurant marketers should take online review mana-
gement into account while creating brand strategy. Furthermore, the effect may enhance 
with the growing trend of checking online reviews in the future. Even though some 
participants never check online reviews (7.9%), 43.8% still often checked online reviews 
before dining, while 10.9% did so every time, and the remainder sometimes inspected 
the comments given to a restaurant. These numbers suggest that the possibility of 
a consumer checking an online review is relatively high. The Internet is one of essential 
sources of information, while consumers are seeking recommendations from online 
opinion platforms (Lee, Rodgers and Kim, 2009; Zhang et al., 2010). 

Similarly to traditional WOM, eWOM plays a vital role in the organization of service. 
One of the reasons is the intangibility of products, while another is the perceived risk 
(Zeithaml, Parasuraman and Berry, 1985; Zeithaml, 1981; Berry, 1980). Researchers 
demonstrated the existence of a positive impact of eWOM on consumer behavior. The 
sender of the message is usually not associated with a service organization. Hence, 
eWOM appears as a reliable source of information (Silverman, 2001), though extreme 
emotional intensity often characterizes this type of message. Usually, online reviews 
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are issued by consumers shortly after the service is completed. In turn, eWOM recipients 
may approach such messages more rationally at the moment of contact (Anderson, 1998).

The results of the survey suggest that respondents tend to rely on the catering point 
recommendation from the online platform since they are frequently checking online 
reviews. Although this forecast is based on a brief analysis, restaurant managers should 
begin preparations for a brand management strategy to counter the problem.

Conclusion and Limitations

The starting point of this article was our observation of the growing popularity of 
online platforms that enable meal purchase and the increasing involvement of con-
sumers in expressing online opinions of varying the emotional intensity. Moreover, 
the purpose of this study was to identify the influence of negative and positive online 
reviews on brand awareness, brand association, perceived quality, and brand loyalty. 
Moreover, this study indicates the impact of online reviews for restaurant marketers 
to adjust brand equity building strategy. 

This research was conducted with quantitative research method with an online survey 
through social media. In the survey, the scale for measuring the effect of a positive and 
negative review was adopted from Goyette et al. (2010), while the scale for measuring 
CBBE was adopted from Christodoulides et al. (2015). The findings confirmed six out 
of eight postulated hypotheses.

Finally, the overall findings fit the predictions and explanations from the literature 
review. Both positive and negative online reviews impact CBBE metrics by changing 
consumer perception of restaurants. This phenomenon causes an increasing popularity 
of consumers’ checking online reviews before dining, and consumers tend to believe 
online reviews by other consumers (Gruen et al., 2006). Restaurant managers and 
marketers must be aware of the effects of online reviews while creating a marketing 
communication strategy while also taking into account online reviews when creating 
brand equity building strategies.

We used no random sampling in this study. The sample structure does not correctly 
reflect the proportions of the population of Polish Internet users. The people who par-
ticipated in this survey did not represent the whole population. It was also impossible 
to refer to the results of studies that determine the structure of Polish consumers who 
use online platforms that provide meals. Moreover, the conceptual framework is only 
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a fragment of reality. Consumers are significantly influenced by more than just eWOM. 
Thus, the result of the framework does not finalize the effect of positive and negative 
online reviews on CBBE metrics, although it helps to develop these areas in the future 
research.

Furthermore, the scale of positive and negative eWOM may require further develop-
ment. Further research should determine whether respondents in their statements 
refer to brands that they like. Emotions can affect respondents’ reception of positive and 
negative eWOM and its different impact on brand association, brand awareness, per-
ceived quality, and brand loyalty.

Finally, the effect of online review quantity and quality was generally discussed in 
the literature review. Hence, further research should seek the effect of online review 
quantity and quality on CBBE metrics.
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APPENDIX 

Table A. Descriptive statistics for constructs and measurements

CONSTRUCTS  
AND MEASUREMENTS

Standardised 
factor loading t Mean SD. Skewness Kurtosis R2

Positive eWOM
(adapted from Goyette et al., 2010)

Many people recommend  
this restaurant online. 0.77 32.44 4.78 2.02 -0.60 -0.89 0.59

People are proud to say to others 
that they are this restaurant’s 
customer.

0.73 29.83 4.31 1.99 -0.27 -1.12 0.53

People have spoken favorably  
of this restaurant to others online. 0.79 33.11 5.06 1.98 -0.83 -0.55 0.63

Negative eWOM 
(adapted from Goyette et al., 2010)

Many people don’t recommend 
this restaurant online. 0.85 39.88 2.60 1.98 0.98 -0.34 0.73

People are not proud to say  
to others that they are this 
restaurant’s customer. 

0.68 22.84 2.92 2.03 0.67 -0.87 0.47

People have spoken unfavorably 
of this restaurant to others online. 0.80 30.63 2.44 1.91 1.10 -0.10 0.64

Brand awareness 
(adapted from Christodoulides et al., 2015)

I have heard of this restaurant. 0.66 22.42 5.23 1.73 -0.98 0.01 0.43

I am quite familiar with this 
restaurant. 0.82 36.36 5.48 1.60 -1.16 0.56 0.68

I can recognize this restaurant 
among other restaurants. 0.83 37.42 5.77 1.64 -1.48 1.35 0.70
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Brand associations 
(adapted from Christodoulides et al., 2015)

This restaurant has strong 
associations. 0.64 18.52 5.27 1.69 -0.93 0.03 0.41

This restaurant has favorable 
associations. 0.80 37.96 5.39 1.75 -1.10 0.21 0.65

It is clear what this restaurant 
stands for (e.g. image, values). 0.74 25.87 5.53 1.68 -1.15 0.46 0.55

Perceived quality
(adapted from Christodoulides et al., 2015)

This restaurant is good quality. 0.89 65.69 5.46 1.80 -1.20 0.32 0.80

This restaurant has excellent 
features. 0.86 51.98 5.11 1.75 -0.94 -0.13 0.75

Compared to other restaurants  
in its category, this restaurant  
is of very high quality. 

0.90 69.92 5.22 1.83 -0.96 -0.21 0.82

Brand loyalty 
(adapted from Christodoulides et al., 2015)

I feel loyal to this restaurant. 0.86 52.41 4.36 1.94 -0.35 -1.02 0.75

This restaurant is my first choice. 0.77 34.56 4.56 1.90 -0.49 -0.85 0.59

I am committed to this restaurant. 0.91 75.41 4.47 1.93 -0.44 -0.91 0.82

Source: own elaboration.




