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Consumers’ Silence and Brand Trust in Online Shopping Service Failure
Chenchen Xiao *

1 Chengdu University 2 Sichuan Vocational College of Finance and Economics

Zhengiang Xie'

[Abstract] Online shopping is increasingly respected because of its easy to search, cross—regional, affordable
prices and other characteristics. In order to deepen and expand the research on consumer behavior in the
context of service failure, and enrich the research on consumer behavior, this paper, based on the existing
contents about employee silence and consumer complaints, provides relevant theoretical guidance for businesses
on how to strengthen the management of consumers after service failure in the actual service process, thus
reducing the dissatisfaction of consumers with businesses after service failure, establishing a close relationship

between consumers and businesses, realizing the benign development of online shopping and maintaining the

brand image of businesses.
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