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Review of mechanism of intelligent collaboration decision

response to product reviews for manufacturer and retailer

LIU Xiang
(School of Management, Shanghai University, Shanghai 200444 , China)

Abstract ;

Product review is a new supply chain product information sharing channel with growing popularity and importance.

Manufacturer and retailer face various important strategic group recommendation collaboration decisions regarding product re-

views in supply chain. This paper first traced the history of intelligent collaboration decision response to product reviews for

manufacturer and retailer back to its antecedents in supply chain collaboration decisions,

group recommender systems and

product review. It then provided an overview of extant intelligent collaboration decision response to product reviews for manu-

facturer and retailer, including theory study-focused, strategy study-focused and empirical study-focused, and analyzed the re-

lationship among these studies according to an initial taxonomy for the area. Lastly, it provided a literature review of existing

research on intelligent collaboration decision response to product reviews for manufacturer and retailer, with a focus on the

manufacturer as leader and followed by the retailer in a two-level supply chain research, and a condensed summary of research

issues in theory study, strategy study, and empirical study.
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