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[bookmark: _Toc2]Article summary:
1. This paper explores the impact of product delisting in retailer-supplier conflicts on the brand performance of both parties from a consumer perspective.
2. The results show that when customers have higher loyalty to suppliers than retailers, they are more likely to switch stores or brands and the retailer (or supplier) suffers more losses.
3. The greater the negative emotion of consumers, the stronger the influence of brand switching, store switching and purchase cancellation on brand performance.
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Appears moderately imbalanced: The article provides some useful information, but is missing several important points or pieces of evidence that would be required to present the discussed topics in a balanced and reliable way. You are encouraged to seek a more balanced perspective on the presented issues by exploring the provided research topics and looking at different information sources.
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The article is generally reliable and trustworthy as it provides a comprehensive overview of how product delisting in retailer-supplier conflicts affects both parties’ brand performance from a consumer perspective. It draws upon relevant theories such as psychological resistance theory and emotional information processing theory to support its claims, and uses an experimental method to simulate retail conflict situations. The article also provides clear implications for management decisions regarding whether retail supply and supply conflicts should be provoked or not. 
However, there are some potential biases that should be noted in this article. Firstly, it does not explore any counterarguments or present both sides equally; instead it focuses solely on how product delisting affects both parties’ brand performance from a consumer perspective without considering other factors such as financial losses or legal implications for either party involved in the conflict. Secondly, there is no evidence provided for some of the claims made in the article; for example, while it states that “the greater (smaller) the negative emotions of consumers, the stronger (weaker) the impact of brand switching, store switching, and purchase cancellation on the brand performance of both retailers and suppliers”, there is no evidence provided to back up this claim. Finally, there is no mention of possible risks associated with product delisting in retailer-supplier conflicts; while this may not be relevant to this particular article’s focus on consumer perspectives, it would be beneficial to consider potential risks associated with such conflicts before making any management decisions regarding them.
[bookmark: _Toc5]Topics for further research:
· Retailer-supplier conflict financial losses
· Legal implications of product delisting
· Psychological resistance theory
· Emotional information processing theory
· Brand switching effects
· Store switching effects
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