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The COVID-19 pandemic has generated an incredible change in the global economy
that will likely have long-term consequences on consumer behavior, markets, business
models, market regulation, and public policies, among others [1,2]. We are only at the
beginning of seeing these effects, and this new scenario offers opportunities to articulate
research in the area of marketing aligned with the urgency of recovering customer trust
and reactivating sales [3]. The five contributions presented in this Special Issue, “Brand
Equity, Satisfaction, and Word of Mouth”, aim at being incorporated into the dynamics of
methodological and thematic innovation in marketing, in reply to some of the research
priorities that, due to their potential, are presented today as opportunities and preferential
research domains, in the highly complex scenario depicted after the COVID-19 outbreak.

In this context, three of the papers of this Special Issue (contribution numbers 4, 5, 6)
focus on the study of service companies, a highly threatened sector in the post-COVID-19
era. In the current health crisis environment, the way in which services are experienced by
customers has changed substantially. The pandemic and the advances in technology have
changed the way customers engage with businesses before, during, or after purchase. As
a result, the importance of research in services and the need for new knowledge related
to this field has never been greater. These companies have been strongly affected by the
restrictions imposed by the pandemic; therefore, in order to counteract the dramatic fall
in their demand, it is necessary to quickly identify levers that stimulate and drive their
activation [4]. Marin-Garcia, Gil-Saura, Ruiz-Molina, and Berenguer-Contri [5] focus on
retailing, considering that sustainability emerges as a key element to build the development
of competitive advantages for businesses. In the dynamic and turbulent environment
in which retailers operate, sustainable practices are posited as an opportunity for their
progress and survival. Through this article, it is intended to advance the nature and
dimensions of this construct and examine its influence on store equity and consumer
satisfaction. The results show the importance of sustainability and brand equity in the
development of consumer satisfaction in retailing. All of this points to the need to move
towards more sustainable business models. Lee and Kim [6] focus on the field of tourism.
The importance of non-face-to-face tourism is growing due to the impact of COVID-19,
and VR (virtual reality) is attracting attention as a solution to this need. This research
investigates the antecedents of utilitarian and hedonic values based on the experience of
VR tourism and identifies the relations between values and the user visit intention. The
results of the research show the antecedents of the utilitarian value to be information access,
flow, and interactivity, whereas the antecedents of hedonic value are flow, interactivity, and
telepresence. Utilitarian and hedonic values both positively affect the user visit intention.
These results provide key understandings to enable the adoption of VR technology in
tourism. Progressing in this field of tourism businesses, Moise, Gil-Saura, and Ruiz-
Molina [7] explore the relationships between the value of co-creation and guest trust,
satisfaction, and loyalty in the context of green hotels. The results of this study reveal
that guest participation in the hotel’s process of value co-creation positively affects guests’
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trust, satisfaction, and loyalty. Additionally, they provide managerial implications to
help hotel managers use a value co-creation to develop competitive strategies that would
generate more value for tourists due to the positive effects of these strategies on tourist trust,
satisfaction, and loyalty. Green Brand Equity (GBE) is another research topic addressed in
this Special Issue by considering empirical experience from a systematic literature review
(SLR) by Gorska-Warsewicz, Debski, Fabus and Kovac [8], who analyze factors determining
GBE according to the Preferred Reporting Items for Systematic Reviews and Meta-Analysis
(PRISMA) statement. Image, trust, value, satisfaction, and loyalty appeared to be the
most studied determinants of GBE. Less frequently analyzed were quality, awareness,
attributes, particular promotional activities, and the fact of purchase. The results obtained
are important in practical terms, showing what to consider when creating GBE in different
categories of products and services.

Another point discussed by the authors in this Special Issue deals with product at-
tributes, evaluability, and consumer satisfaction. Antonides and Hovestadt [9] analyze the
determinants of consumer satisfaction with mobile phones on the basis of their perceived
product attribute performance, and the disconfirmation of product attribute expectations.
The empirical study included 3099 participants of Amazon Mechanical Turk. The results
show that negative attribute disconfirmation has a larger effect on satisfaction than positive
attribute disconfirmation, which is in line with the loss aversion theory. Although the
perceived product attribute performance positively influences satisfaction, the authors find
little support for the effects of perceived attribute performance being influenced by attribute
evaluability. However, the findings indicate that negative attribute disconfirmation influ-
ences satisfaction to a greater extent for attributes that are relatively difficult-to-evaluate,
in comparison to attributes relatively easy-to-evaluate.

In summary, the five contributions have sought to open new lines of research by
extending the analysis proposals related to Brand Equity, Satisfaction, and Word of Mouth,
as a form of loyalty based on theoretical, methodological, and /or empirical contributions.
Advancing in the knowledge of the nature, structure, and scope of these variables with
which to support marketing strategies is the challenge pursued in this Special Issue.
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