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            초록
          
        

        
          In webcare literature, manager responses on review platforms can reinforce the positive effects of online reviews on consumer purchasing decisions. Personalized responses to review contents as an important factor in enhancing the performance of webcare. However, previous studies did not analyze the relationship between personalized online responses and review helpfulness. This study aims to investigate how topic-consistency of managers' responses affects review helpfulness based on processing fluency theory. Based on the source credibility literature, corporate factors that moderate the relationship between manager responses and review usefulness were explored. 41,705 New York hotel reviews on TripAdvisor were collected, and hypotheses were verified through negative binomial regression analysis. As a result, topic-consistency of managers' responses has a positive effect on review helpfulness, and topic-consistency has a positive interaction effect with hotel rating and size.
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