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Abstract 

Online reviews play a crucial role in the consumer decision-making process in the glamping 

industry. Some reviews are misleading; therefore, users need to identify credible reviews to 

form objective opinions. This study examined dimensions of perceived review credibility and 

its influence on purchase intention within the glamping business. Online surveys were 

conducted with respondents with relevant travel experiences to examine the key credibility 

factors. Findings identified that review length, amount of detail, writing style, and travelers’ 
images; as well as mixed, moderate, and two-sided reviews influence perceived review 

credibility. It was also found that perceived review credibility influences purchase intention; 

that management response impacts perceived company credibility and purchase intention; and 

that personalized management response is valuable for the perceived credibility and purchase 

intention. A revised conceptual framework was developed to demonstrate the sources of 

perceived credible online reviews and the role of management responses in the reviews. In 

addition to the theoretical contribution, this study can have practical marketing implications 

for businesses when creating online promotional material for their products and engaging with 

customers. 
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Introduction 

Glamping combines natural scenery with high-quality accommodations and indoor luxuries 

(Lee et al., 2019). Information learned from online reviews enables users to understand prior 

guests’ experiences which is essential for a new industry such as glamping. User-generated 

online reviews are more credible and persuasive than marketing sources (Plotinka & Munzel, 

2016; Reimer & Benkenstein, 2016). Several factors can influence consumers’ perceived 
review credibility including source trustworthiness, message trustworthiness, review valence, 

and medium type (Filieri, 2016). 

Business responses to online reviews can further influence consumer brand confidence 

(Jakic et al., 2017). Management response to reviews is not only beneficial to the customer 

who wrote the review but also to prospective customers as they can see the interaction 

between customer and hotel management (Xie et al., 2014). This can have an impact on 

consumers’ perception of company trust (Sparks et al., 2016; Zinko et al., 2021). There is no 
current literature exploring perceived review credibility and its impact on purchase intention 

in the glamping industry. Despite its growing popularity, glamping is still under-researched. 

This study aimed to identify the dimensions that lead to perceived review credibility and 

explore how perceived review credibility influences purchase intention. It also examined how 

management response influences perceived company credibility and purchase intention in the 

glamping industry. 

Literature Review   

Due to its intangible nature, online reviews are used by prospective travelers to gather ideas 

about glamping accommodations. Guests are more likely to share their experiences through 

online reviews when they are satisfied with the service they received (Li & Ryan, 2020). 

Online reviews contain a large amount of experience-based information, which can be used to 

make purchase decisions (Yagci & Das, 2018). Online reviews can influence purchase 

intention, particularly in the hotel industry, where online reviews can have a significant 

impact on behavioral intentions and decision-making processes (Boo & Busser, 2018; Tran, 

2020).  

Theoretical Framework 

Filieri’s (2016) framework was used in this study to understand the impact of eWOM 

trustworthiness on the purchase intentions of consumers in the glamping industry. This model 

identifies source trustworthiness, consumer involvement, message trustworthiness, review 

valence, pattern in reviews, and medium type as factors that influence perceived review 

trustworthiness, which ultimately leads to persuasion. These dimensions are explored further 

in the following sections. 
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Message Trustworthiness 

Consumers base their judgments of trustworthiness on different cognitive heuristics which fall 

into two categories: source cues and content cues (Machackova & Smahel, 2018). The present 

study seeks to understand the latter due to most of the recent research to understand source 

trustworthiness not only within the online review context (Banjeree et al., 2017; Lin & Xu, 

2017; Filieri, 2016; Chakraborty, 2019b; Filieri et al., 2018a) but also with other aspects of 

eWOM, such as social media influencers (Weismueller et al., 2020; Djafarova & Rushworth, 

2017).  

Some 37% of online review users pay attention to the length and detail of a review 

(Tankovska, 2021a). Longer reviews tend to contain more product details which can be 

perceived as more helpful and indicate that consumers put more time into writing the review 

(Mudambi & Schuff, 2010; Liu & Park, 2015). Often consumer complaints include a 

combination of negative, neutral, and even positive reviews, which can make a review longer 

(Bradley et al., 2015). Consequently, consumers with negative experiences tend to write more 

detailed reviews to make their reviews more persuasive whilst seeking support from the 

online travel community (Salehan & Kim, 2016). Very short reviews are perceived by the 

receiver as untrustworthy (Filieri, 2016). Consumers write more words and details with 

negative aspects in comparison to positive aspects (Xu & Li, 2016). In comparison to 

reviewer rating and reviewer helpful attributes, review length does not have a noticeable 

impact on review helpfulness (Yang et al., 2017). Thus, the following hypotheses were 

formed: 

H1a: Review length influences perceived review credibility.  

H1b: Review detail influences perceived review credibility.  

The writing style can influence the perceived trustworthiness of online reviews. Fake 

reviews generally involve the use of strong emotional expressions (Filieri, 2016). Factual 

reviews can lead to higher purchase intention. In addition to emotional vs. factual details, 

writing style can also harm perceived review trustworthiness. Some marketers take advantage 

of this and pretend to be a consumer by writing fake reviews (Goh et al., 2013).   

Well-written reviews are perceived as more credible in comparison to reviews that are 

hard to understand (Fang et al., 2016). Accordingly, the following hypothesis is proposed: 

H2: Writing style influences perceived review credibility.  
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Consumer images of the purchased product/service are extremely useful in determining 

the trustworthiness of the review as well as the reviewer (Filieri, 2016). Prior research 

demonstrated the positive impact of visual information alongside textual information on 

consumer attitude as this can improve information quality (Lee et al., 2010). Visual 

information is only beneficial for experiential products when a different variety is provided 

(Kim et al., 2021). If a hotel provides multiple pictures of one room from different angles 

rather than several images of different rooms, then this information is not valuable (Kim et al., 

2021). The following hypothesis is proposed:  

H3: Consumer pictures influence perceived review credibility.  

Review Valence 

The valence of online reviews has a significant influence on consumers’ purchase intentions 
(Tsao et al., 2015; Tata, 2020). Positive online reviews have a significant impact on purchase 

intention (Ghasemaghaei et al., 2018). Hotels that have a vast number of positive reviews are 

more likely to be remarked for higher levels of performance and in turn have higher 

occupancy rates in comparison to competitors with less positive online reviews (Phillips et al., 

2017).  

The effect of positive online reviews can be determined by the amount of detail in the 

review (Zhong et al., 2014). Positive reviews can be perceived as less trustworthy as some 

hotels tend to have fake positive reviews and in turn, reviews are perceived as an extension of 

marketing activities (El-Said, 2020). Reviews describing negative aspects of a product or 

service are more credible as it is unlikely that it has been created by the seller (Folse et al., 

2016; Chakraborty, 2019a). When there is a combination of positive and negative reviews, 

this is perceived as more credible than if there are only positive reviews (Purnawirawan et al., 

2015). Only positive reviews influence review credibility in comparison to a mix of positive 

and negative (Leung, 2020). Negative online reviews have a stronger influence on purchase 

intentions than positive reviews (Zhao et al., 2015). Once consumers read negative reviews, 

their attitude toward the hotel significantly lowers (Casado-Diaz et al., 2020). The following 

hypotheses are proposed:  

H4a: Positive reviews negatively influence perceived review credibility.  

H4b: Negative reviews positively influence perceived review credibility.  

Extreme ratings refer to a review that contains particularly a negative or positive 

evaluation of products or services (Park & Nicolau, 2015). A low amount of extremely 

negative ratings stands out and attracts the attention of consumers who seek extreme reviews 

(Wu, 2013; Filieri et al., 2019). Existing research concludes that extreme ratings are the most 

helpful (Fang et al., 2016; Liu & Park, 2015; Park & Nicolau, 2015; Filieri et al., 2020). 
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However, other research suggests that extreme reviews are questionable (Mudambi & Schuff, 

2010). Filieri (2016) found that extreme reviews are often perceived as untrustworthy by 

consumers because they are likely to have been manipulated by the owner, competitors, or 

overly critical people. As a result, consumers seek to understand why the reviewer has 

extreme satisfaction/dissatisfaction by looking at the content in the review. Moreover, 

extremely positive reviews are more likely to be perceived as untrustworthy in comparison to 

extremely negative reviews (Filieri, 2016). Extreme ratings are the most helpful in hotels 

which are regarded as a higher category due to consumers forming different expectations 

depending on the hotel category (Banjeree & Chua, 2019; Filieri et al., 2020). Therefore, the 

following hypothesis was formed:  

H5: Extreme reviews positively influence perceived review credibility.  

This study is mixed regarding review sidedness and its influence on review 

trustworthiness. Moderate reviews that include two-sided information are perceived as highly 

trustworthy because it provides a balanced argument in comparison to extreme reviews 

(Filieri, 2016). Two-sided reviews are more persuasive and unbiased in comparison to one-

sided reviews because they portray the pros and cons of a product (Cheung et al., 2012). 

Although two-sided reviews can influence credibility, it has also been found to reduce the 

likelihood of consumer purchase intention, due to the negative aspects of the two-sided 

review encouraging the consumer to look elsewhere (Pizzuti et al., 2016). Two-sided reviews 

have no significant impact on helpfulness and persuasiveness (Kim et al., 2017). The present 

study proposes:  

H6: Two-sided reviews positively influence perceived review credibility. 

Pattern in Reviews – Review Similarity and Consistency  

Patterns in reviews can be perceived as suspicious. A company that has many complimentary 

reviews by one-time posters can be questionable. Often these reviews are posted within a 

short time, which intends to mislead the consumers (Filieri, 2016; Xie et al., 2012). Similar 

reviews are more likely to be fake in comparison to genuine reviews (Day et al., 2017). 

Previous research suggests that false reviewers write a few fake reviews and can manipulate 

the readers (Zhang et al., 2016). As a result, the fake reviewers use similar language to 

genuine reviews, which can make it even more difficult to detect review trustworthiness 

(Mukherjee et al., 2013; Chen & Chen, 2015). When there is a consensus amongst reviewers 

about a product, it can improve perceived trustworthiness. When there are mixed and 

contradictory reviews this can lead to poor information processing and uncertainty (Penz & 

Hogg, 2011; Akhtar et al., 2020). Therefore, the following hypothesis was formed:  

H7: The pattern in reviews influences perceived review credibility.  
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Medium Type 

There are three major types of online review platforms: direct-sale, third-party, and social 

media. The direct-sale platform relates to the company’s website and serves the role of�an�
online store (Wang et al., 2015). Consumers use third-party platforms to compare hotels and 

book rooms (Toh et al., 2011). Social media is used by consumers to socialize, share their 

experiences, and gain information from their peers, such as reviews (Ayeh et al., 2013; Chang 

et al., 2019; Kim & Lee, 2019).  

Reviews available on companies’ websites are often positive, which can influence their 

trustworthiness (Filieri, 2016). Social media is a more independent forum compared to direct-

sales and third-party. This encourages consumers to fully express themselves and reveal their 

emotions, resulting in a narrow focus and thus low diversity (Zhang et al., 2017; Xu & Lee, 

2020). Consumers perceive reviews through social media as trustworthy as often these 

reviews come from familiar users such as family members or friends. The following 

hypothesis was accordingly proposed:  

H8: Medium type influences perceived review credibility.  

Message Credibility and Purchase Intention  

Previous research has identified online review credibility as a crucial factor in influencing 

purchase intention (Chih et al., 2013; Fan & Miao, 2012; Thomas et al., 2019; Arora & Mail, 

2018). Arora and Mail (2018) found that review credibility has an impact on the purchase 

intention of valuable products. Consequently, it was proposed:   

H9: Perceived review credibility influences purchase intention.  

Management Response  

Companies can influence consumer brand confidence through their response to comments on 

social media (Jakic et al., 2017). The mere appearance of management responses can enhance 

a consumer’s perception and trust in the hotel (Sparks et al., 2016). Effective management 

response can not only appease dissatisfied customers but also reinforce the compliments in 

positive reviews (Xie et al., 2017; Levy et al., 2013).  

Hotel management needs to understand how to respond to customers’ online reviews so 

they can contribute to the company’s objectives (Moreno & Locket, 2016). Soler and Gemar 
(2017) argue that management response to guest reviews can be a good indicator of customer-

based brand equity. The value of hotel reviews can increase due to managerial responses 

(Kwok & Xie, 2016). When management responds to reviews this can help potential 

consumers to perceive the company as trustworthy and concerned about the consumer (Sparks 
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et al., 2016). Moreover, if the brand is perceived as wanting to develop a good customer 

relationship, this can increase positive emotions and trust (Casidy et al., 2018). The frequency 

of management response to reviews can increase ratings (Kwok & Xie, 2016; Li et al., 2017).  

As a result, the following hypotheses were proposed: 

H10a: Management response influences perceived company credibility.  

H10b: Management response to reviews influences purchase intention. 

Derived from the available literature, the following conceptual framework was formed to 

foresee how perceived review credibility and management response influence purchase.  

Figure 1. Conceptual Framework 

Methodology 

This study adopted a quantitative approach to the research data collection and analysis of the 

findings. A questionnaire was developed to obtain data with questions relating directly to the 

hypotheses. Respondents were directly asked if perceived credible reviews influenced their 

decision to book a trip with a glamping company. This enabled the researchers to gain data 

that is reflective of the respondents’ opinions.  

In conformance with the literature, the questionnaire was comprised of 8 sections. The 

first section of the survey was designed to obtain respondents’ socio-demographic data 

including gender, age, and education. The second section was designed to understand the 

respondents’ experience with glamping. If they had not been on a glamping trip, they were 
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asked to state which type of glamping experience they would consider. The third section was 

designed to understand respondents’ experience with online reviews. The fourth section 
included questions relating to message credibility such as review length, valence, etc. Section 

five was designed to understand review credibility on different platforms. The sixth section 

included questions relating to suspicious reviews. Section seven asked respondents directly 

whether perceived credible reviews influence purchase intention. The final section discussed 

management responses to online reviews.  

Part of the questionnaire included multiple-choice questions and Likert scales, which are 

important to generalize findings (Bell et al., 2018). Open-ended questions were asked to gain 

a more enriched, in-depth picture of respondents’ opinions on online review credibility and 
management response. The survey was designed, distributed, and analyzed using JISC online 

surveys with the link posted on glamping Facebook groups. Due to the research focusing on 

online reviews, respondents needed to have experience using these forums. The respondents 

were approached through glamping Facebook groups, as it is more likely that they are 

interested in the study and have knowledge and experience in glamping tourism. Thus, a 

purposive sample was used to select the respondents for this study. 

Results and Discussion 

Responses consisted of 152 participants. 78% were female, 21.1% were male and 0.7% 

selected others. In terms of age distribution, respondents aged between 18-24 and 25-34. 

Regarding time spent reading online reviews, 45.4% spent 10-30 minutes, 26.3% 10 minutes 

or less, 17.8% 30-60 minutes, and 10.5% more than 60.  

Message Credibility 

H1a: Respondents were asked whether they believed the length of a review influences 

perceived review credibility. Of them, 12.5% rated ‘strongly agree’, 34.9% ‘agree’, and 

32.9% ‘neither agree nor disagree’. Due to a high number of responses stating: ‘neither agree 
nor disagree’, a further analysis was undertaken through a Pearson correlation comparing 

review length and whether consumers trust reviews in general. This is due to trust playing an 

essential role in perceived credibility. The results showed a weak positive correlation of 

0.270. Thus, H1a can be accepted. 

Previous studies say that longer reviews are more helpful than shorter reviews (Liu & 

Park, 2015, Mudambi & Schuff, 2010). Brief reviews are perceived as untrustworthy (Filieri, 

2016). While Yang et al. (2017) found review length to have no significant impact on review 

helpfulness. Filieri (2016) concluded that not all long reviews are trustworthy. This could 

therefore explain why some respondents selected ‘neither agree nor disagree’. It is important 
to understand how review detail influences perceived review credibility.  
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H1b: Respondents were asked whether the detail in a review influences perceived 

credibility. 88.1% of respondents agreed with the statement. The results of the Pearson 

correlation showed a moderate positive relationship of r = 0.346. To gain a more enriched 

insight into the population, respondents were asked what type of detail they expect to see in a 

credible review. The responses were analyzed and organized into categories demonstrated in 

Table 1. Most respondents identified that they expect to see detail regarding facilities, 

location, the reviewers’ experience, and how welcoming the staff is. Others mentioned that 

detail about the reviewer was important such as reason and date of stay. 

Table 1. The type of detail respondents expect to see in a review. 

Review Detail 

Category Comment 

Facilities 

Cleanliness, detail of facilities, details about food, beds, quality/standard of 

accommodation, parking, how well maintained, activities available, style, comfort, 

what is offered, WIFI, hot-tub, fire-pit, log burner 

Location 
Things to do in the area, local amenities, environment, why it is a good location/view, 

how to get there if it is easy to find, nearby shops 

Experience 

What was good and why, a full breakdown of the experience not just negatives, a mix 

of good and bad, the property as described, images to prove the experience, whether 

they will return/recommend, how they slept, atmosphere, whether it lived up to their 

expectations, examples, explanation of check-in/out procedures, booking process, 

what time of year they went 

Staff 
Welcoming, if there were problems how were they solved, support, helpful, friendly, 

went out of their way to make their experience memorable, customer service 

Value Worth the money, price, honest pricing 

Reviewer 
Real name, photo, the reason for stay, date of stay, genuine opinions, advice, would 

they go again, critical outlook, not like an automated statement 

 

H2: Respondents were asked several questions regarding their writing styles. The first 

question asked whether they believed factual reviews influence perceived credibility. The 

results showed an almost unanimous decision with a combined 94.1% stating either ‘strongly 
agree’ or ‘agree’. Barbu et al. (2019) also suggest that factual reviews are more trustworthy 

and can lead to higher purchase intention. 

Respondents were then asked whether they believe reviews written with emotional 

expressions were credible. Findings show that 14% selected ‘strongly agree’, 40.1% ‘agree’, 
and 29.6% ‘neither agree nor disagree’. These findings contradict prior research. When 
reviews are written with emotional expressions, they are likely to be fake (Carbonell et al., 

2019; Filieri, 2016). There are a few reasons that could explain why the present study’s 
findings differ from previous research: the survey did not include a definition of emotional 

expressions which may have led to confusion amongst participants; emotional expressions 

can play an important role in influencing potential consumers; female readers are more likely 

to be influenced by emotional expressions in comparison to males (Chen & Farn, 2020), 

where 78.3% of the present study’s respondents were female.  
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The third question respondents were asked whether writing style was related to 

promotional language and whether they perceived these reviews as suspicious. Most 

respondents confirmed this with 88.9% agreeing. Marketers sometimes pretend to be other 

consumers and write fake reviews, which can lead to them being suspicious (Goh et al., 

2013). The final question regarding writing style asked respondents about the readability of 

reviews and how this influences perceived credibility. 19.1% selected ‘strongly agree’, 40.1% 
‘agree’, and 31.6% ‘neither agree nor disagree’. Well-written reviews are more credible than 

those which are more difficult to understand (Fang et al., 2016) and this can influence review 

helpfulness (Fang et al., 2016; Korfiatis et al., 2012). 

A new variable was then created by combining the questions relating to factual, 

emotional, readability, and promotional language to create one variable for writing style. This 

was measured against trusting reviews and found a moderate positive relationship of r = 

0.364. Consequently, due to many respondents either strongly agreeing or agreeing with the 

above questions, as well as a moderate positive relationship, H2 is accepted. 

H3: Respondents were asked whether they believed consumer images influence perceived 

review credibility. A large proportion of the respondents (88.1%) selected either ‘strongly 
agree’ or ‘agree’. Consumer images can be extremely useful in determining the 
trustworthiness of both the review and the reviewer as well as having a positive impact on 

consumer attitude (Lee et al., 2010).  

Respondents were then asked whether a variety of images were important. 82.3% of the 

respondents agreed. Prior research suggests that consumers may have difficulty processing a 

lot of visual information due to its perceived complexity (Sohn, 2017). Therefore, respondents 

were asked about the extent they believe that multiple images of the same room enhance 

perceived review credibility. 20.4% selected ‘strongly agree’, 40.1% ‘agree’, and 26.3% 

‘neither agree nor disagree’.  

Due to 60.5% selecting either ‘strongly agree’ or ‘agree’, these�findings contrast prior 

research regarding a vast amount of visual information and perceived complexity.  

Respondents were asked to expand on their opinion regarding consumer images. Some 

participants agreed that a variety of images are important: 

 “It’s nice to see a variety of images with reviews to offer another perspective to the 

professionally-shot images you see on the company’s website and listings”. [ID 144] 

Thus, multiple images of the same room allow consumers to view it from the reviewers’ 
perspective and not just what the marketers/glamping site owners want the consumer to see. 

As a result, reviewer images provide additional information to the consumer which can help 

to reduce uncertainty and therefore enhance the decision-making process (Zinko et al., 2020). 



Exploring the Perceived online Review Credibility…( Djafarova, E.) 102 

 

There was a consensus among respondents that a variety of images are important, and 

they must not be edited or appear as if they have been taken by a professional photographer. 

This is further shown in Table 2. Additionally, most respondents expressed the importance of 

backing up any statements with images. For example, respondent 21 said: “Images to prove 
any points made, be it positive or negative – this would help to confirm that the review isn’t 
biased, or issues are made up”. 

Table 2. Images respondents expect to see in a credible review. 

Type of Images 

Category Comment 

Accommodation Beds, bathroom, windows, decoration, washing up area, kitchen, exterior 

Variety 

Views, food, surrounding areas, a variety of images within the property, different 

angles, nearby hikes pubs, etc., a wide range, not just one angle, anything provided by 

the company, landscape, anything associated with the purchase 

Proof 

Pictures to support statements, if something goes wrong then provide proof, if 

something is good then offer proof, back up points that are made, if something was 

not as advertised 

Consumer images 

Include reviewer in the photo, non-edited photos, clearly taken by not a professional 

photographer, clear photos, different angles to what is used on the website, not blurry, 

realistic, no filter, pictures of what is advertised on the site but from the consumer 

perspective 

 

H4a: The survey asked respondents their opinion on positive reviews and perceived 

credibility. A large proportion of the survey participants (63.8%) disagreed. Therefore, this 

hypothesis must be accepted. These findings support El-Said (2020) who finds that positive 

reviews are often perceived as untrustworthy as some hotels tend to have fake positive 

reviews. To further understand how positive reviews play a role in the decision-making 

process, respondents were asked to rate how strongly they agree that positive reviews 

influence booking a glamping trip. A combined 90.1% selected either ‘strongly agree’ or 
‘agree’. This supports numerous prior research that positive reviews influence purchase 

intention (Ghasemaghaei et al., 2018; Somohardjo, 2017). Similarly, 92.8% of respondents 

agree that they feel favorably towards a glamping business when they have mostly positive 

reviews.  

H4b: The survey then asked respondents to what extent they agree that negative reviews 

are credible. Results show that 2.6% selected ‘strongly agree’, 13.8% ‘agree’, 20.4% ‘neither 
agree nor disagree’, 44.1% ‘disagree’ and 19.1% ‘strongly disagree’. Results can conclude 

that negative reviews are perceived as not credible, and this hypothesis must be rejected. 

These findings contrast existing research which suggests that negative reviews are perceived 

as credible as it is unlikely that they will have been created by the seller (Chakraborty, 2019a; 

Lee et al., 2017). Perhaps this is because some competitors post fake negative reviews for 

their financial gain (Wang et al., 2018). 
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The survey asked participants about the influence of negative reviews on purchase 

intention. Results show that 90.8% agree that if there are mostly negative reviews, this will 

deter them from booking a glamping trip with that company. Similarly, 85.5% agree that if a 

glamping site has mostly negative reviews, they feel negative toward the company. These 

findings are supported by Casado-Diaz et al. (2020) who discovered that once consumers read 

negative reviews, their attitude toward the hotel is significantly lowered. A combined 74.3% 

selected ‘strongly agree’ or ‘agree’ suggesting that reviews are perceived as more credible 
when they describe both positive and negative aspects. Previous research suggests that if there 

is a combination of positive and negative reviews then this has more of an influence on 

perceived credibility, than if it was only positive (Kusumasondjaja et al., 2012; Purnawirawan 

et al., 2015). Mixed reviews that discuss both positive and negative aspects of a glamping site 

are perceived as more credible, with 50.7% of respondents agreeing that mixed reviews 

influence purchase intention.  

H5: The survey aimed to understand the extent to which consumers believe that extreme 

reviews are credible. Respondents were first asked about extreme positive reviews. Opinions 

were mixed among respondents with 5.3% selecting ‘strongly agree’, 30.3% ‘agree, 27.6% 
‘neither agree nor disagree’, and 31.6% ‘disagree’. Participants were then asked the same 

question but regarding extreme negative reviews. 5.3% chose ‘strongly agree’, 28.3% ‘agree’, 
27% ‘neither agree nor disagree’, and 33.6% ‘disagree’.  

Respondents were further asked their opinions on moderate reviews and perceived 

credibility. A combined 65.7% agreed that moderate reviews are credible. Moderate reviews 

are credible and extreme reviews are not, consequently this hypothesis must be rejected. This 

contrasts with much of the travel and tourism pieces of research which suggest that extreme 

ratings are the most helpful (Park & Nicolau, 2015; Filieri et al., 2018a). Extreme reviews 

may look suspicious. Filieri (2016) finds that extreme reviews may have been manipulated by 

competitors or critical people. It can therefore be assumed that even if an extreme review is 

perceived as helpful, it does not necessarily mean that it is perceived as credible.  

Results achieved from the Pearson correlation showed there to be a very strong positive 

relationship of r = 0.820 suggesting that there is no real difference between extreme positive 

and negative.  

H6: Respondents were asked their opinions on two-sided reviews and perceived review 

credibility. Most respondents strongly agreed that two-sided reviews are credible. 

Respondents were given the option to provide more detail regarding their opinions on review 

credibility. 21 respondents stated that they want to see an honest opinion that balances the 

positives and negatives: 

“I think a review is credible when it has both good and bad points” [ID 25] 
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It can therefore be concluded that two-sided reviews are credible resulting in this 

hypothesis being accepted. These findings are consistent with prior research which finds that 

two-sided reviews are perceived as highly trustworthy as it provides a balanced argument 

(Filieri, 2016; Uribe et al., 2016) as well as being more persuasive due to their unbiased 

nature (Cheung et al., 2012).  

H7: Respondents were asked if a consensus amongst reviewers influenced perceived 

review credibility. Most respondents (83%) agreed with this. When reviews are consistent, 

this influences perceived credibility (Chakraborty & Bhat, 2018). Moreover, when a product 

feature is criticized by several reviews, then this increases review trustworthiness (Filieri, 

2016). Contradictory reviews can lead to poor information processing and uncertainty (Huang 

et al., 2018). If one review is inconsistent with the rest of the reviews, the reader tends to 

regard that comment as untrustworthy (Zhao et al., 2018). Respondents were also asked if the 

similarity in the structure of the reviews made them suspicious. Results showed that a 

combined 79% either strongly agreed or agreed. Similar reviews were more likely to be fake 

(Day et al., 2017).  

Reviews can be perceived as suspicious if they are overly positive and posted directly 

after a negative review. For example: “If the review is very over the top and contradicts a few 
negative reviews that have all said the same thing” [ID 30] 

The pattern in reviews influences perceived credibility, thus this hypothesis can be 

accepted.  

Medium Type 

H8: The platform in which the reviews are posted can also contribute to perceived 

credibility. 82.3% of respondents agreed that reviews are credible when they are on a third-

party platform such as TripAdvisor, and 66.5% agreed that reviews are credible on social 

media. This is in comparison to reviews available on the company’s website where only 
36.2% believed that they are credible. Respondents suggested that reviews on a company’s 
website are biased. Sometimes social media reviews are biased because they are made by 

influencers. “I am skeptical about people leaving reviews when they are paid to do so. I think 
that it reduces credibility” [ID 99]. 

However, not all reviews on social media were suspicious as they can be reviewed by 

friends and family, and in them the reader trusts more than other anonymous reviewers.  

 “Perhaps social media reviews are the most genuine as people have their friends and 
family on there, and in a sense, it’s the same as recommending to friends and family in real 

life, just online”[ID 21]. 
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Reviews written on a third-party booking platform and social media are more credible 

than on a direct-sales platform. This is supported by a moderate positive correlation of r = 

0.342 between the third-party platform and trusting online reviews. As well as a moderate 

positive correlation of r = 0.343 between social media and trusting online reviews. Therefore, 

the review platform influences perceived credibility, and this hypothesis can be accepted. 

Reviews available on companies’ websites are often positive or overly positive which can be 
suspicious (Filieri, 2016). On social media, users can express their real emotions (Zhang et 

al., 2017; Xu & Lee, 2020). 

Review Credibility and Purchase Intention 

H9: Respondents were asked directly whether they believe credible reviews influence 

them to book a glamping trip with that company. Most respondents agreed with this statement 

with 36.2% selecting ‘strongly agree’, 56.6% ‘agree’, and 6.6% ‘neither agree nor disagree’. 
Similarly, respondents were asked if they were deterred from booking a glamping trip with 

that company if they perceived reviews as suspicious. Most respondents agreed with 30.9% 

‘strongly agree’, and 53.9% ‘agree’. 

The message credibility variable was a new variable created on SPSS combining the 

answers to several questions which were questions relating directly to the hypotheses. Results 

show a moderate-strong positive correlation of r = 0.450. Consequently, with a combined 

score of 92.8% and a strong-moderate positive correlation, this hypothesis can be accepted. 

Online review credibility is a crucial factor in influencing purchase intention (Chih et al., 

2013; Arora & Mail, 2018).  

Management Response  

H10a: Respondents were asked their opinions regarding management’s response to all 

reviews and perceived company credibility. Findings showed that 27.6% of respondents 

‘strongly agree’, 56.5% ‘agree’, 14.5% ‘neither agree nor disagree’, and 1.3% ‘disagree’. 

When managers respond to reviews, the company is perceived as customer-focused, and 

this; therefore, enhances company credibility. “Managers that respond to negative comments 
in a positive or apologetic way seem more reliable. Replying to both positive and negative 

comments shows a manager that cares about their business and customers”. [ID 78] 

Accommodative management response is the most effective (Casado-Diaz et al., 2020). 

Personalization of the response can have an impact on perceived company credibility. 67.8% 

of respondents agree that when management uses the same response to each review, this can 

have an adverse effect on perceived company credibility. “The specificity and personalization 
of each response are essential, that way you know that the company a) remembers the 

customer, b) cares, and c) is making a genuine effort to improve”. [ID 91] 
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It can be concluded that management response to reviews enhances perceived company 

credibility, and this hypothesis can be accepted (Perez-Aranda et al., 2019; Sparks et al., 

2016). 

H10b: The survey then asked respondents whether management response influences 

purchase intention. A large proportion of respondents agreed with this statement with 26.3% 

‘strongly agree’, 44.7% ‘agree’, 25% ‘neither agree nor disagree’. Additionally, two new 

variables were created on SPSS. One combined the answers to management response and 

perceived credibility and the other combined the answers to management response and 

purchase intention. These two variables were compared together using a Pearson correlation 

and found a strong positive correlation of r = 0.696. It can be concluded that there is a 

relationship between those who believe management responses to reviews are credible, and 

those who believe management response influences purchase intention. Therefore, with a 

combined 71% for ‘strongly agree’ and ‘agree’, and a strong positive correlation, H10b can be 

accepted. This is in concordance with existing research which concludes that management 

response to reviews can increase ratings and popularity rankings (Kwok & Xie, 2016), and 

enhance future consumers’ likelihood of purchase intention (Zinko et al., 2021). 56.6% of 
respondents agree that when managers use the same response to each review, this deters them 

from booking a glamping trip with that company.  

Previous research suggests fake reviews are particularly problematic with an average of 

20% of all online reviews being suspicious (Schuckert et al., 2016). Respondents were 

therefore asked for their opinion on which aspects of a review make it suspicious. These 

findings are summarised in Table 3. 

Table 3. Aspects of a review enhancing perceived suspicion 

Suspicious Reviews 

Category Comment 

Valence/extremity 

When the review comes across as a ‘witch hunt’ and cannot give praise for anything, 
overly negative, overly positive, too one-sided in comparison to other reviews when its 

positive and other reviews are negative, spiteful, emotional, inflated feelings when a 

companies’ website shows only positive and TripAdvisor show mixed, too positive 
with no justification 

Length/detail 
Short, too much information, only a few sentences with not much to say, non-

descriptive, too vague, lacks detail 

Writing style 

Promotional language, formal language, the same language used in a few reviews, 

similar writing style to another; if it is inconsistent with other reviews, mentions all 

USP, gives a biased opinion, if it sounds like a paid review, extra detail that a regular 

customer wouldn’t mention, robotic language, repetition of phrases/sentences, fake 
tune, gaslights other reviews, bad grammar, anger 

Timing 

Positive and wooden posted straight after a very negative one, multiple reviews 

coming in at once, multiple overly positive reviews all posted on the same day, very 

close dates 

Reviewer 

Anonymous, the name, random user, username looks fake, over-exaggeration, new 

account, the name sounds like a bot, no verified tick, someone who has been paid to do 

a review 

Images No images to back up the claim, no images that prove they were there 
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Most respondents claimed that when reviews are extreme, this makes them suspicious, 

whether this is extremely positive or negative. Respondents agreed that writing style can have 

an impact on perceived suspicion. This is apparent for reviews that are written with 

promotional language, a similar writing style to another, and bad grammar.  

Some respondents suggested that a review is suspicious when they do not include a 

picture to support their claims, whether this is positive or negative. Possibly glamping goers 

have different expectations in comparison to holidaymakers in hotels or alternative holiday 

accommodations. Glamping sites are usually smaller than hotels, and less well-known, 

consequently, consumers may believe that there is a higher chance of manipulated reviews, as 

bad ratings will have more of a devastating impact on a smaller, family-run business in 

comparison to larger hotels. Therefore, images are essential to back up any claims made. 

69.1% of respondents agree that suspicious reviews deter them from booking a glamping trip 

with that company. 

Conclusion 

The obtained findings showed that review length, writing style, consumer images, and mixed, 

moderate, and two-sided reviews all positively influence perceived review credibility. When 

management responds to reviews, the reader perceives the company as credible. This is seen 

as a sign that the company is customer-focused and it has good community engagement and 

damage control. It is also the way that management responds to reviews that enhances 

perceived credibility (Casado-Diaz et al., 2020). Findings suggest that managers must also 

respond in a personalized way. Responding in a personalized way shows that the company 

cares, remembers the customer and shows that they are making a genuine effort to improve 

(Wei et al., 2013). 

Glamping sites are often smaller and less well-known in comparison to hotels and 

generally have more to lose if they are not perceived as credible and customer-focused. Most 

literature regarding management response has identified the importance of financial 

performance (Xie et al., 2017; Perez-Aranda et al., 2019). However, this study contributes to 

the literature by adding the importance of management response to company credibility. The 

present study finds that the lack of response to reviews has a negative impact on booking a 

glamping trip.  

The findings show that bad grammar and the lack of images to support reviewers’ claims 
were perceived as suspicious. Suspicious reviews negatively impact purchase intention as 

readers believe that management may have manipulated the reviews to be in their favor which 

suggests the company has something to hide. It can therefore be concluded that suspicious 

reviews negatively influence credibility, and as findings from H9 conclude, credible reviews 

influence purchase intention. 
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Third-party review platforms are perceived as the most credible, followed by social media 

and then direct-sales platforms being the least credible. Promotional language, similar writing 

style, bad grammar, and lack of reviewer images can lead to review suspicion, which 

ultimately results in consumers being deterred from booking a glamping trip.  

Based on the results from the current study, a revised conceptual framework is developed 

which shows the sources of perceived credible online reviews and the role in which 

management response plays to purchase intention. The new conceptual framework removes 

positive, negative, and extreme reviews from perceived review credibility and adds mixed and 

moderate reviews instead. The framework also removes the direct-sales platform as a 

contributor to perceived review credibility. A new dimension for suspicious reviews was 

added including bad grammar, lack of images, and promotional language. Finally, general 

response and management response were included which influence company credibility and 

purchase intention. 

Figure 2. Revised Conceptual Framework 

 

Further qualitative studies can be conducted to allow for more in-depth and detailed 

insight into consumer attitudes. As respondents to this study were aged 18-34, future studies 

could explore other age groups as attitudes and opinions are likely to differ. Management 

response to reviews is still a relatively under-researched area. Although this study gained 

further insight from respondents through open-ended questions, future research is needed to 

explore this element of online reviews in travel and tourism.  
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