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ABSTRACT

Purpose- While it is common for consumers to advise about products and services, it is important to receive feedback about their
recommendations. An important body of work in the marketing literature had focused on the consequences of product and services
recommendations (eg Fitzsimons and Lehmann 2004). While the literature has predominantly focused on how recommendation providers
are affected, there are limited sources of information on the relationship between recommendation providers and feedback providers in
return (Claus et al. 2012; Moore 2012; Shen and Sengupta 2018). This research contributes to this knowledge gap by investigating how the
recommendation providers update their current relationship with both the product and the feedback providers, after receiving feedback
about their recommended products. Considering that the recommendation process of the consumers about the products does not end
immediately, and that those who receive advice make this process dynamic by giving feedback, our study contributes to a more realistic and
complete investigation of the results of the recommendation process.

Methodology- In this study, data were collected online through a pilot survey study, as well as four experimental studies. The participants
were either university students that received partial credits or participants that were recruited from Prolific that received monetary
compensation. The gap in the word-of-mouth marketing literature was filled by examining the effects of positive or negative feedback after
recommendation on both brand attitude and the evaluation of consumers who received advice and also gave feedback.

Findings- When the findings of the research are evaluated, the positive feedback received after the advice given, the recommendation
recipient evaluations are higher than the negative feedback. The mediating role of the similarity perception (between the recommendation
and feedback provider) in the evaluation of the recommendation receipient has been demonstrated. Secondly, it was seen that the product
evaluations were higher after receiving positive feedback than after receiving negative feedback. The perception of being betrayed by the
brand or feeling gratitude towards the brand has a mediating role in the evaluation of the product after the feedback.

Conclusion- As a result of this study, it has been shown that the feedback received after the recommendation will not only affect the product
evaluations, but also the evaluations of the recommendation recipients. While feelings of betrayal or gratitude by the product played a role
in product evaluations, the mediating role of person similarity emerged in those receiving feedback. In this context, it is striking that
consumers reorganize their bilateral relations while giving product recommendations and receiving feedback. When the results of the study
are evaluated, consumers should be prepared that their relationship with other consumers to which they give advice may also change in line
with the feedback. This research provides significant contributions to word of mouth marketing literature by demonstrating the role of
feedback.

Keywords: Recommendation, feedback, social influencer, word of mouth marketing.
JEL Codes: M30, M31

GERIBILDIRIMLERIN TAVSIYE ALANLAR VE MARKALAR UZERINDEKi ETKILERi

OzET

Amag- Tlketiciler igin Urlinler ve servisler hakkinda tavsiye vermek yaygin oldugu gibi, tavsiyeler hakkinda geri bildirim de almak oldukg¢a
o6nemlidir. Pazarlama literatiirinde 6nemli bir galisma grubu, Griin tavsiyelerinin sonuglarini incelemektedir (6rnegin, Fitzsimons ve Lehmann
2004). Bununla birlikte, literattr agirlikh olarak tavsiye verenlerin nasil etkilendigine odaklanmistir, ancak tavsiye verenler ve buna karsilik
oalrak geri bildirim verenler arasindaki iliskinin nasil etkilendigine dair sinirli sayida bilgi kaynagi vardir (Claus ve digerleri. 2012; Moore 2012;
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Shen ve Sengupta 2018). Bu arastirma, tavsiye verenin, onerilen trini begenip begenmedigini 6grendikten sonra, hem triin hem de geri
bildirim verici ile mevcut iliskilerini nasil glincelledigini arastirarak bu bilgi bosluguna katkida bulunmaktadir. Tuketicilerin trunlerle ilgili
tavsiye slirecinin hemen bitmedigini, tavsiye alanlarin geribildirim vererek bu sireci dinamik bir hale getirdiklerini géz 6nlne alirsak,
¢alismamiz tavsiye verme siirecinin sonuglarini daha gergekgi ve eksiksiz bir sekilde arastiriimasina katki saglamaktadir.

Yéntem- Bu galismada, bir pilot anket galismasi ve dort deneysel galisma ile, tavsiye sonrasinda olumlu veya olumsuz geri bildirimlerin hem
marka tutumu hem de tavsiye alan, yani sonrasinda geri bildirim veren tiiketicilerin degerlendirmesi tizerindeki etkilerini inceleyerek kulaktan
kulaga pazarlama literaturiindeki arastirma boslugu doldurulmustur. Katilimcilar ya kismi kredi alan lniversite 6grencileri ya da Prolific
katihmcilaridir.

Bulgular-Arastirmanin bulgulari degerlendirildiginde, verilen tavsiye sonrasi alinan olumlu geri bildirimlerde, olumsuz geri bildirimlere gére
tavsiye alici degerlendirmeleri daha yiksektir. Verilen tavsiye sonrasi alinan geri bildirimlerin, tavsiye alici Gzerindeki degerlendirmesinde,
benzerlik algisinin araci rolii gésterilmistir. ikinci olarak, verilen tavsiye sonrasi alinan olumlu geri bildirimlerde, olumsuz geri bildirimlere gére
triin degerlendirmeleri daha yuksek oldugu gortlmistir. Verilen tavsiye sonrasi alinan geri bildirimlerin, GrGn Gzerindeki
degerlendirmesinde, marka tarafindan ihanete ugrama algisinin veya markaya minnet duyma algisinin araci rolii vardir.

Sonug- Bu galismanin sonucunda, verilen tavsiye sonrasi alinan geri bildirimlerin sadece Uriin degerlendirmelerini degil, ayni zamanda tavsiye
alicilarin degerlendirmelerini de etkileyecegi gosterilmistir. Uriin degerlendirmelerinde iriin tarafindan ihanete ugrama veya minnetarlik
hisleri rol oynerken, tavsiye alanlarda kisi benzerliginin araci rolii ortaya ¢ikmistir. Bu baglamda, tiiketicilerin iriin tavsiyesi ve geri
bildirimlerinde bulunurken, ikili iliskilerini de yeniden diizenledigi gbze ¢arpmaktadir. Calisma sonuglari degerlendirildiginde, tiketicilerin
tavsiye verirken, geribildirimler dogrultusunda, tavsiye verdikleri diger tuketicilerle olan iliskilerinin de degisebilecegi konusunda hazirlikh
olmalidir. Bu arasgtirma, kulaktan kulaga pazarlama literatiriine geri bildirimin etkisini gostererek 6nemli katma deger saglamaktadir.

Anahtar Kelimeler: Tavsiye, geribildirim, sosyal etkilenme, kulaktan kulaga pazarlama.
JEL Kodlari: M30, M31
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