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Abstract: In today’s digitally interconnected world, customer reviews wield significant influence over consumer behavior and 

purchasing decisions. This paper delves into the multifaceted relationship between customer reviews and the decision-making 

process of consumers when selecting a brand. With the advent of online platforms and social media, customers have gained 

unprecedented power to express their opinions and experiences with products and services. This study examines how these 

customer reviews shape perceptions, influence trust, and ultimately impact the purchase decisions of consumers. The research 

explores various dimensions of customer reviews, including their credibility, authenticity, and relevance. It investigates the 

psychological mechanisms behind why consumers place such high importance on peer feedback and testimonials. 

Furthermore, the study analyses the role of online platforms and review aggregators in facilitating access to customer reviews 

and how this accessibility affects consumer behavior. Key findings highlight the pivotal role of customer reviews in building 

brand reputation and loyalty. Positive reviews can serve as powerful endorsements, fostering trust and confidence among 

potential customers. Conversely, negative reviews can deter consumers and steer them away from a brand. The study also 

investigates the phenomenon of fake reviews and their implications on consumer trust and brand credibility. Additionally, this 

paper examines the influence of various factors on the impact of customer reviews, such as product type, brand reputation, and 

review volume. It discusses how consumers navigate through vast amounts of feedback to make informed decisions and the 

strategies brands employ to manage and leverage customer reviews effectively. 
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I. INTRODUCTION 

In today’s hyper-connected world, when trust is gained through hard work, and information flows freely, customer 

reviews have emerged as an unavoidable factor influencing purchasing decisions. They provide priceless insights that go 

beyond the well-crafted marketing messaging those brands carefully craft, and they serve as a potent monument to actual 

experiences. A deeper examination is necessary to fully understand the complex relationship between reviews and consumer 

behavior, as well as the ramifications for firms attempting to navigate this ever-changing market. Myntra, Flipkart, 

Amazon, Ajio, Snapdeal, and other prominent participants in the Indian e-commerce business provide a vast array of products, 

including groceries, furniture, clothes, and more. When shopping online, a person may place an order in a matter of seconds 

without having to leave their house and have the item delivered. 
 

In a world full of promotional claims, client testimonials provide a welcome dose of realness. Aware of unduly 

promotional content, prospective customers look to reviews for unvarnished perspectives and real-life experiences. Good 

evaluations serve as social evidence, supporting a brand’s claims and encouraging confidence. Because they feel more 

confident about their purchases, customers who are trusted are more likely to convert and make more sales. Research indicates 

that 270 bought more than those without,  underscoring the considerable impact that reviews have. Customer reviews provide a 

plethora of information regarding a product’s functioning, performance, and overall user experience, in addition to being 

trustworthy. They offer thorough insights into topics that are frequently omitted from marketing brochures, like fit, robustness, 

or certain characteristics. 
 

When making decisions, consumers weigh the advantages and disadvantages of several possibilities. People favor 

certain brands over others when making purchases of goods and services. Marketers can nevertheless have digital applications 

that have the potential to enhance the online shopping experience for customers by facilitating faster ordering, payment, and 

delivery of products, all while saving them time and money. Finally, keep in mind that customer assistance availability 

frequently influences a customer’s choice of purchase, even if they have meticulously followed every step. 
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In today’s digital world, customer reviews are a major factor influencing buying decisions rather than just a minor 

component. Through a thorough comprehension of reviews’ implications, subtleties, and ethical implications, brands may 

effectively utilize them to establish credibility, enhance their products, and, finally, attain enduring prosperity. Continued 

focus, dedication to openness, and a readiness to pick up on and modify based on the insightful feedback that customers offer  

are all necessary for this journey. One thing will always be the same as the world changes: consumer reviews will always have 

a significant influence on the decisions we make, and companies who recognize and value their impact will be well-positioned 

to prosper in this fast-paced market. Purchase intention can be used to predict clients’ subjective propensity to make purchases. 
 

The impact of various online reviews has been investigated, as well as how internet reviews affect buy intent and 

valence, similarity, quality, and other characteristics. Customers’ views and decisions are influenced differently by different 

types of conflicting comments, according to research on contradictory statements found in online comments. The value of 

reviews is influenced by review quality and peripheral cues, and this has a positive effect on receivers’ purchase intent. Despite 

having a high reference value for online consumers, reviews in narrative form have not garnered as much attention. 
 

Purchase decisions made by customers are organized and processed into a clear format for use in further operational 

tasks. The ability to comprehend and interpret information makes a person, endowed with feelings and thoughts, into what we 

refer to as a consumer. Although a person’s perception is composed of various processes, their sociological, cultural, and 

environmental setting greatly influences their surroundings. Because a customer’s perspective of what they hear, see, or 

experience is influenced by a myriad of elements. A consumer’s fundamental buying behavior is significantly influenced by 

the quality of the substance they purchase. 
 

II. LITERATURE REVIEW 

Senecal and Nantel (2004) conducted research on electronic word-of-mouth, indicating that respondents depend more 

on non-expert sources; others demonstrate that source competence amplifies the power of messages and found brand familiarity 

effects may be a significant moderating factor for purchasing behaviour. Chevalier and Mayzlin (2006) discover a positive 

correlation between online book sales and the quantity and average of product reviews. Examines the profitable relationship 

between word-of-mouth and movie box office receipts over weeks. Al and Khoshgoftaar (2009) recommend a high-quality 

product in e-commerce; customer ratings are crucial as a recommender system. Customer reviews are now the primary 

information source for consumers, producers, and retailers/sellers due to the growth of e-commerce. Chi et al. (2009) 

explained that any name, phrase, symbol, design, or even a combination of these all denote a certain brand that is intended to 

set one’s products apart from those of rivals in the market. Strader and Ramaswamy (2010) found that possible buyers may 

become untrusting of the seller account in question if they are unaware of possible purchasers on the seller’s account. Aaker and 

Keller (2010) studied a company’s reputation as the caliber of service that a client associates with the brand, and product 

information is one thing that makes internet buying even more convenient. One of the things that initiates sales is reviews. 

Customers are used to searching for information before making purchases on internet buying platforms. Schuff and Mudambi 

(2010) examined customer reviews, often known as electronic word-of-mouth or eWOM, which are user-generated materials 

that are uploaded or published on websites owned by third parties or on the internet. Park and Han (2011) demonstrated that 

increased purchase intention was correlated with potential consumers’ perception of the legitimacy of online customer reviews, 

and the perceived usefulness of reviews is strongly correlated with the combination of reviews and review attributes. Supranto 

et.al (2011) found brand image is, in essence, what people have learned about a brand and what they think or feel when they 

hear or see the name of the brand. Wharton et al. (2011) studied customers’ buying selections are “processed and processed 

into a clear and organized form for more operational activities,” according to the report. Sathish et al. (2012) looked at the 

“Consumer Behaviour Towards Online Shopping” study. And found that the Indian population loves to shop online for a 

variety of reasons, some of which are well-known and include convenience, cashback incentives, and time savings. 

Özbay et al. (2013) found that negative comments are just as powerful in influencing customers’ purchase decisions as 

positive ones and that positive OCRs can encourage a good mindset in the user and thereby boost product sales. Sopiah and 

Sangadji (2013) studied that consumer trust encompasses all consumer information and customer conclusions regarding 

products, features, and advantages. Abzari et al. (2014 advocate that social media affects customer engagement, brand equity, 

and brand attitudes Shin and Lee (2014). Presume that one of the many elements influencing consumer purchase decisions 

through of Mouth (e-WOM), refers to a direct evaluation from someone rather than an advertisement. This includes customer 

reviews. Kotler et.al (2014) consumers are influenced and motivated to make purchases by a variety of elements, which they 

cannot ignore while making a purchasing decision. Abdul-Aziz and Baba (2014). reviewed and recommended Packaging and 

Labeling on Consumer Attraction, the Importance of Product or Service Quality in Brand Selection, the Significant Changes in 

Consumer Branding Preferences, and the Lack of Recognition and Popularity of MN’s Insurance Brand. Mo et al., (2015). 

Customer reviews, often known as online customer reviews, are opinions expressed by customers regarding a product they 

have purchased or about other aspects of the product’s quality that can assist other customers in learning more about the product. 
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A) Research Gap 

It is common practice to overlook the significance of review elements, including language style, emotional tone, and 

visual content. These elements have the power to profoundly affect customers’ emotional and cognitive reactions, influencing 

their views of brands and intent to buy. Brands can improve review generation and management efforts by gaining actionable 

insights from a better understanding of their role. Full integration of these components is necessary for research that has 

examined individual factors influencing online buying behavior. Gaining insight into how brand image, internet reviews, and 

perceptions of product quality interact with demographic characteristics may lead to a more comprehensive knowledge of 

consumer behavior. 
 

B) Objectives 

1. To determine how companies that actively interact with reviews and respond to them affect consumers’ perceptions and 

purchasing decisions. 

2. To determine the thresholds for the influence of both favorable and negative reviews, as well as the differences in their 

impact on purchasing decisions. 

3. To locate client evaluations throughout several platforms (such as social media, Amazon, and company websites) and 

comprehend how platform features affect their efficiency. 
 

III. RESEARCH METHODOLOGY 
It is a particular process or method used to locate, pick, handle, and evaluate data related to a certain subject. It is the 

process by which scholars must carry out their investigation on a specific subject. The methodology section of a research article 

allows the reader to assess a study’s overall validity and dependability critically. The three most prevalent research instruments 

are surveys, questionnaires, and interviews. Publication research, interviews, surveys, and other research methods are also 

included in the methodology. Information from the past as well as the present may be included. 
 

Data Collection: Primary data was collected through the Questionnaire as the most appropriate method, based on 

how well it fits our aims. One kind of research tool or instrument is a questionnaire, which consists of a list of either 

closed-ended or open-ended questions. The goal is to get pertinent information from a range of responders so that it can be 

utilized in a certain way. 
 

Data Analysis: Regression analysis is the process by which we use statistical modeling to find statistically significant 

correlations between particular factors related to digital marketing and important metrics related to business growth, such as 

sales, brand recognition, and customer acquisition. 
 

Y=β0+β1X1+β2X2+...+βnXn+ϵ 

Where: 

X=Impact of Customer Reviews on (x1, x2, x3,) Y=Purchase Decision of a Brand 

Y is the dependent variable (e.g., purchase intention, overall money spent on online shopping). 

X1, X2,..., and Xn are the independent variables (e.g., online ratings, reviews, demographic factors). 
 

IV. DATA ANALYSIS AND INTERPRETATION 

The results of a survey question on the respondents’ age group are displayed in the pie chart you submitted. There were 

205 answers in all. Three-quarters (39.5%) of the participants were under the age of eighteen. Ages 18 to 60 made up more 

than half (52.2%) of the respondents. This age group is further broken down in the survey. The distribution of 205 survey 

participants’ genders. 

Figure 1: Age Group of Respondent 
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Overall, understanding the age and gender demographics of the survey participants is crucial for interpreting the results 

accurately and tailoring strategies to effectively target the intended audience. Further analysis and segmentation based on these 

demographics can provide deeper insights into consumer behaviour and preferences. 
 

The gender distribution of survey participants it’s crucial to recognize its limitations in capturing the full spectrum of 

gender identities. Additionally, this data can inform decision-making processes to better cater to the needs and preferences of 

different gender groups within the target audience. 

 

Figure 2: Gender Distribution of Respondent 
 

The distribution of 205 survey participants’ genders. Below is a summary of the data it displays: those surveyed, 38% 

identified as male. 62% of the participants self-identified as female. 
 

It is crucial to remember that the pie chart just displays the respondents’ gender distribution; it gives no details about 

their age, location, or other demographics. Furthermore, non-binary identities and other gender identities are not taken into 

consideration in the pie chart. 
 

The high percentage of participants who indicated they either consistently or regularly check customer reviews 

highlights the importance of reviews in the decision-making process for many consumers. Businesses should prioritize 

maintaining positive customer feedback and managing online reviews, as they significantly influence consumer perceptions 

and purchasing behaviour. 

Figure 3: Purchase Decision (Read customer Review) 
 

How frequently do consumers check customer reviews before deciding what to buy? Below is a summary of the 

findings from the 205 participants in the survey: 
 

15.6% of participants indicated that they consistently peruse customer evaluations before making a purchase. 
 

Regularly: According to 65.9% of participants, they often read customer evaluations before making a purchase. 
 

Infrequently: 15.6% of participants indicated that they do not always read customer evaluations before making a 

purchase. 
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Seldom: 3.4% of participants reported that they don’t often read customer reviews before making a purchase. 
 

Marketing strategies should incorporate the prominence of customer reviews, leveraging them as social proof to build 

trust and credibility with potential customers. 

Most consumers may not alter their purchasing decisions based on reviews, but the presence and quality of customer 

evaluations still play a vital role in shaping brand reputation and consumer trust. Businesses should recognize the impact of 

reviews, both positive and negative, and strive to maintain a positive online reputation to attract and retain customers. 

Figure 4: Purchase Decision (Changed Customer Review) 
 

How consumer reviews affect consumers’ decisions to buy. The outcomes are broken down as follows: 

 Sure, according to 7.3% of respondents, they had reconsidered a purchase after reading a customer review. 

 No, according to 92.7% of respondents, they haven’t modified their purchasing choices in response to a customer review. 
 

It’s important to note that 7.3% of respondents, a tiny but significant fraction, stated that they changed their thoughts 

about a purchase after reading customer evaluations. This demonstrates the effectiveness of customer evaluations and how 

they might affect purchasing decisions. It is noteworthy, nevertheless, that most respondents (92.7%) did not modify 

their purchasing choice in response to a review. 
 

While a small percentage of consumers were swayed by customer reviews, their impact should not be underestimated. 

Even though the percentage is small, it represents real potential revenue gain or loss for businesses. 
 

Consumer reviews still hold importance as they contribute to building trust and credibility for the brand. Even if they 

don’t directly lead to a change in purchase decisions for every consumer, positive reviews contribute to overall brand 

perception. 
 

Businesses should continue to actively manage and encourage positive customer reviews, as they have the potential to 

influence purchasing decisions, especially for those consumers who are more sensitive to reviews and opinions. 
 

V. REGRESSION ANALYSES 

A correlation analysis between the variables “Gender” and “How often do you read customer reviews before making a 

purchase decision?” appears to have produced the correlation matrix that you gave. 
 

The Pearson correlation coefficient in correlation analysis is a gauge of the two variables’ linear relationship. The 

possible range is -1 to 1, 
 

Table 1: Consumer testimonials prior to making a purchase. 

Correlations 
  

 

 
Gender 

How frequently do 

you peruse consumer 

testimonials prior to 

making a purchase? 

Pearson Correlation Gender 1.000 -.020 

How frequently do you peruse 

consumer testimonials before making 

a purchase? 

-.020 1.000 
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Sig. (1-tailed) Gender . .389 

How frequently do you peruse 

consumer testimonials before making 

a purchase? 

.389 . 

N Gender 204 204 

How frequently do you peruse 

consumer testimonials before making 

a purchase? 

204 204 

Source: Authors Calculation 
 

One can observe a perfect positive linear relationship when the correlation coefficient is 1. A correlation 

value of -1 indicates a complete negative linear relationship. A correlation value of 0 indicates a linear relationship. 
 

In the context of the correlation matrix you provided, the Pearson correlation coefficient between “Gender” and “How 

often do you read customer reviews before making a purchase decision?” is -0.02. 
 

Interpretation 

1. Gender 

2. How frequently do you peruse consumer testimonials before making a purchase?  
 

According to the analysis, these two variables do not have a statistically significant association. 

Coefficient of Correlation: -0.02, extremely near to zero Significance: This figure indicates that there is hardly any 

correlation between a person’s gender and the frequency of their review reading. Put more simply, there is no pattern in the 

data indicating that men or women read reviews more frequently, independent of gender. 
 

Conclusion 

In summary, there is no statistically significant correlation between a person’s gender and the frequency with which 

they peruse customer evaluations before making a purchase. This implies that people are equally likely to read customer 

reviews before making a purchase, regardless of their gender. With a Pearson correlation coefficient of -0.02, the link between 

“Gender” and “How often do you read customer reviews” is essentially non-existent and very weakly negative. Put more 

simply, there is very no correlation between the frequency of review reading and an individual’s gender. 
 

Table 2: Decide to buy something after reading a customer review 

Correlations 

  

 

 

What is your age group? 

Have you ever decided 

to buy something 

different after reading 

a customer review? 

Pearson Correlation What is your age group? 1.000 -.050 

Have you ever decided to buy 

something different after reading a 

customer review? 

-.050 1.000 

Sig. (1-tailed) What is your age group? . .239 

Have you ever decided to buy 

something different 
.239 . 

 after reading a customer review?   

N What is your age group? 204 204 

Have you ever decided to buy 

something different after reading a 

customer review? 

204 204 

Source: Authors Calculation 
 

The question “What is your age group?” and the question “Have you ever decided to buy something different after 

reading a customer review? which have a -0.05 correlation coefficient. Given that this value is quite near to 0, it is likely that 

the two variables do not have a linear connection that is statistically significant. 
 

Interpretation: 

Put more simply, people are as likely to have ever changed their mind about a purchase they made after reading a 
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customer review, regardless of their age. 
 

Conclusion 

In summary, there is no statistically significant correlation between an individual’s age group and the likelihood that 

they have ever altered their purchasing decision due to a negative customer review. A modest negative correlation coefficient 

(-0.05) that is extremely near to zero is displayed by the data. This indicates that age group and review-influenced purchasing 

decisions do not have a statistically significant linear relationship. 
 

VI. DISCUSSION AND CONCLUSION 

A) Findings 

1) The study found a consumer behaviour has drastically changed. The abundance of information that is easily accessible 

online has a significant influence on the decisions made by today’s empowered consumers, who have enormous 

purchasing power. The phenomenon of customer reviews is one of the most significant elements since it acts as a strong, 

uncensored voice that shapes consumers’ perceptions of brands and their decisions to buy. 

2) The study identified key areas that called for more investigation and uncovered the body of research on the intricate 

interaction between customer reviews and purchasing decisions. The fact that the majority of consumers look through 

reviews before making a purchase proves the indisputable significance of this information. 
 

These reviews provide readers with a glimpse into actual experiences and offer insightful information that goes beyond 

well-crafted advertising. Good evaluations serve as social proof, confirming a company’s statements and building confidence, 

which eventually results in improved conversion rates and more sales. Research indicates that products featuring reviews have 

a notably higher likelihood of being bought, demonstrating the reviews’ substantial impact. 
 

B) Challenges 
1) Customer evaluations provide a wealth of information about a product’s functioning, performance, and overall user 

experience, even outside the realm of trust. They offer thorough insights into topics that are frequently omitted from 

marketing brochures, like fit, robustness, or certain characteristics. This detailed knowledge enables customers to make 

wise decisions and matches their expectations with the actual features of the product. Reviews emphasizing a 

smartphone’s battery life or a shoe’s comfort level, for example, provide purchasers with important information that 

helps them make decisions. 

2) Reviews have an influence that goes beyond specific products to shape a brand’s impression. Great feedback is a 

powerful tool for portraying a brand as one that values and prioritizes customer pleasure, quality, and providing a great 

experience. As happy customers are more inclined to refer a company to others and make repeat purchases, this 

translates to brand advocacy and loyalty. On the other hand, unfavorable reviews can harm a company’s reputation by 

drawing attention to problems with its products’ quality, customer service, or moral behavior. For brands looking to 

restore their reputation, it becomes imperative that they address these problems effectively and show that they are 

receptive to criticism. 
 

C) Scope of study 

This study aims to the subject already offer a solid basis for comprehending the influence of customer evaluations, and 

important gaps must be filled. The impact of review attributes, such as language style, emotional tone, and visual content, is 

one important topic. These elements have the power to profoundly affect customers’ emotional and cognitive reactions, 

influencing their views of brands and intent to buy. Brands can improve review generation and management efforts by gaining 

actionable insights from a better understanding of their role. 
 

D) Future Research Path 

The requirement to incorporate the several elements influencing online shopping behavior is another gap. Gaining 

insight from the intersection of demographic data, perceptions of product quality, internet reviews, and brand image may lead 

to a more comprehensive understanding of consumer behavior. Research indicates that consumers with high levels of 

participation could give priority to qualitative assessments, whereas consumers with low levels of involvement would prefer 

both qualitative and quantitative ratings. Furthermore, following a terrible experience, customers are more inclined to leave 

unfavorable evaluations, underscoring the importance of trustworthiness. 
 

E) Limitations of The Study 

Future studies can investigate different approaches to close these gaps and obtain a more profound understanding. One 

strategy is to carry out surveys that explore how customers behave and make decisions in response to various review kinds. An 

additional approach involves scrutinizing.  
 

Extensive databases of product purchases and online reviews to find associations between review attributes and 
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customer feedback. Neuromarketing strategies could also be used to comprehend how reviews affect consumers’ brands on an 

emotional and cognitive level. 

F) Conclusion 

In today’s online environment, customer reviews have emerged as an indisputable factor influencing purchasing 

decisions. Through comprehension of their effects, brands may make the most of this potent instrument to enhance their offers, 

foster customer loyalty, and eventually attain long-term prosperity. Continuous focus on consumer input, a dedication to 

openness, and an openness to learning and adaptation are necessary for this process. Customer reviews are going to remain a 

prominent voice affecting consumer choices as the digital world develops. In this changing landscape, brands that actively 

interact with their consumers and recognize their power will be well-positioned to prosper. 
 

VII. REFERENCES 
[1] Adha, A. R., Widiartanto, W., & Dewi, R. S. (2023). The Impact of Viral Marketing, Online Customer Review, and Online Customer Rating on Online 

Shopping Decisions in The Tokopedia Marketplace of Universitas Diponegoro Students. Jurnal Ilmu Administrasi Bisnis, 12(1), 284-293. 

[2] Banerjee, S., Bhattacharyya, S., & Bose, I. (2017). Whose online reviews to trust? Understanding reviewer trustworthiness and its impact on business. 

Decision Support Systems, 96, 17-26. 

[3] Beneke, J., de Sousa, S., Mbuyu, M., & Wickham, B. (2016). The effect of negative online customer reviews on brand equity and purchase intention of 

consumer electronics in South Africa. The international review of retail, distribution and consumer research, 26(2), 171-201. 

[4] Bounie, D., Bourreau, M., Gensollen, M., & Waelbroeck, P. (2005). The effect of online customer reviews on purchasing decisions: The case of video 
games. Retrieved July 8, 2009. 

[5] Chakraborty, U. (2019). The impact of source credible online reviews on purchase intention: The mediating roles of brand equity dimensions. Journal of 

Research in Interactive Marketing. 
[6] Chakraborty, U. (2019). The impact of source credible online reviews on purchase intention: The mediating roles of brand equity dimensions. Journal of 

Research in Interactive Marketing, 13(2), 142- 161. 

[7] Chakraborty, U., & Bhat, S. (2018). Credibility of online reviews and its impact on brand image. Management Research Review, 41(1), 148-
164. 

[8] Chakraborty, U., & Bhat, S. (2018). The effects of credible online reviews on brand equity dimensions and its consequence on consumer behavior. 
Journal of Promotion Management, 24(1), 57-82. 

[9] Chatterjee, P. (2001). Online reviews: do consumers use them? 

[10] Chen, T., Samaranayake, P., Cen, X., Qi, M., & Lan, Y. C. (2022). The impact of online reviews on consumers’ purchasing decisions: Evidence from an 
eye-tracking study. Frontiers in Psychology, 13, 865702. 

[11] Constantinides, E., & Holleschovsky, N. I. (2016, April). Impact of online product reviews on purchasing decisions. In 12th International Conference on 

Web Information Systems and Technologies, WEBIST 2016 (pp. 271-278). SCITEPRESS. 
[12] Dr. Gagandeep Nagra, & Dr. R. Gopal, International Journal of Scientific and Research Publication, Volume 3, Issue 6 June 2013, ISSN 2250-3153 

[13] Elwalda, A., & Lu, K. (2016). The impact of online customer reviews (OCRs) on customers’ purchase decisions: An exploration of the main dimensions 

of OCRs. Journal of Customer Behaviour, 15(2), 123-152. 
[14] Fagerstrøm, A., Ghinea, G., & Sydnes, L. (2016). Understanding the impact of online reviews on customer choice: A probability discounting approach. 

Psychology & Marketing, 33(2), 125-134. 

[15] Fernandes, S., Panda, R., Venkatesh, V. G., Swar, B. N., & Shi, Y. (2022). Measuring the impact of online reviews on consumer purchase decisions–A 
scale development study. Journal of Retailing and Consumer Services, 68, 103066. 

[16] Guo, J., Wang, X., & Wu, Y. (2020). Positive emotion bias: Role of emotional content from online customer reviews in purchase decisions. Journal of 

Retailing and Consumer Services, 52, 101891. 
[17] Gupta, V. (2016). Impact of social media on purchase decision-making of customers. International 

[18] Journal on Global Business Management & Research, 5(2), 73. 

[19] Ibrahim, M. M., & Mamdouh, H. A. (2000). The impact of Online Customer Reviews (OCRs) on Consumer Purchasing Decision. 
[20] Jang, S., Prasad, A., & Ratchford, B. T. (2012). How consumers use product reviews in the purchase decision process. Marketing letters, 23, 825-838. 

[21] Kanchan, U., Kumar, N., & Gupta, A. (2015). A study of online purchase behavior of customers in India. ICTACT Journal on Management Studies, 

1(3), 136-142. 
[22] Kim, R. Y. (2021). When does online review matter to consumers? The effect of product quality information cues. Electronic Commerce Research, 

21(4), 1011-1030. 

[23] Kostyra, D. S., Reiner, J., Natter, M., & Klapper, D. (2016). Decomposing the effects of online customer reviews on brand, price, and product attributes. 

International Journal of Research in Marketing, 33(1), 11-26. 

[24] Kumar, N. and Benbasat, I., 2006. Research Note: The Influence of Recommendations and Consumer Reviews on Evaluations of Websites. Information 

Systems Research,17(4), pp.425-439. 
[25] Lakshmi.S, Consumer Buying Behavior Towards Online Shopping, International Journal of Research- Granthaalayah, Volume 4, No.8 

[26] Maslowska, E., Malthouse, E. C., & Viswanathan, V. (2017). Do customer reviews drive purchase decisions? The moderating roles of review exposure 

and price. Decision Support Systems, 98, 1-9. 
[27] Mo, Z., Li, Y. F., & Fan, P. (2015). Effect of online reviews on consumer purchase behavior. Journal of Service Science and Management, 8(03), 419. 

[28] Ozkara, B. Y., & Bagozzi, R. (2021). The use of event-related potentials brain methods in the study of conscious and unconscious consumer decision-

making processes. Journal of Retailing and Consumer Services, 58, 102202. 
[29] Prasad, S., Garg, A., & Prasad, S. (2019). The purchase decision of Generation Y in an online environment. Marketing Intelligence & Planning, 37(4), 

372-385. 

[30] Rahayu, A., Utama, D. H., & Novianty, R. (2021, September). The Impact of Online Customer Reviews on Purchase Intention in Online Marketplace. 
In 5th Global Conference on Business, Management and Entrepreneurship (GCBME 2020) (pp. 471-477). Atlantis Press. 

[31] Rangsang, R. A., & Millayani, H. (2021). The Effect of Online Consumer Review On Customer Purchase Decision Process In The E-commerce Site 

Blibli. com. eProceedings of Management, 8(6). 
[32] Regina, R., Rini, E. S., & Sembiring, B. K. F. (2021). The effect of online customer review and promotion through e-trust on the purchase decision of 

Bukalapakin Medan City. International Journal of Research and Review, 8(8), 236-243. 

[33] Sridevi, C., & Mathivanan, M. (2020). IMPACT OF ONLINE CUSTOMER REVIEWS ON PURCHASE DECISION–A STUDY CONCERNING 



Rajender S. Godara et al. / IRJEMS, 3(4), 316-324, 2024 

 

324 

MAYILADUTHURAI. International Journal 

[34] of Management (IJM), 11(11). 
[35] Syahrivar, J., & Ichlas, A. M. (2018). The Impact of Electronic Word of Mouth (E-WoM) on Brand Equity of Imported Shoes: Does a Good Online 

Brand Equity Result in High Customers’ Involvements in Purchasing Decisions? The Asian Journal of Technology Management, 11(1), 57-69. 

[36] Vermeulen, I. E., & Seegers, D. (2009). Tried and tested: The impact of online hotel reviews on consumer consideration. Tourism Management, 30(1), 
123-127. 

[37] Vimaladevi, K., & Dhanabhakaym, M. (2012). A study on the effects of online consumer reviews on purchasing decisions. Prestige International 

Journal of Management & IT-Sanchayan, 1(1), 91. 
[38] Wang, Q., Wang, L., Zhang, X., Mao, Y., & Wang, P. (2017). The impact research of online reviews’ sentiment polarity presentation on consumer 

purchase decision. Information technology & people, 30(3), 522-541. 

[39] Wang, X., Guo, J., Wu, Y., & Liu, N. (2020). Emotion as a signal of product quality: Its effect on purchase decision based on online customer reviews. 
Internet Research, 30(2), 463-485. 

[40] Wang, Y., Kim, J., & Kim, J. (2021). The financial impact of online customer reviews in the restaurant industry: A moderating effect of brand equity. 

International Journal of Hospitality Management, 95, 102895. 
[41] Wilis, R. A., & Faik, A. (2022). The Effect of Digital Marketing, Influencer Marketing and Online Customer Review on Purchase Decision: A Case 

Study of Cake Shop” Lumiere”. Petra International Journal of Business Studies, 5(2), 155-162. 

[42] Yaylı, A., & Bayram, M. (2012). E-WOM: The effects of online consumer reviews on purchasing decisions. International Journal of Internet Marketing 
and Advertising, 7(1), 51-64. 

[43] Zahara, A. N., Rini, E. S., & Sembiring, B. K. F. (2021). The Influence of Seller Reputation and Online Customer Reviews Towards Purchase Decisions 

through Consumer Trust from C2C E-Commerce Platform Users in Medan, North Sumatera, Indonesia. International Journal of Research and Review, 
8(2), 422-438. 

[44] Zhang, K. Z., Zhao, S. J., Cheung, C. M., & Lee, M. K. (2014). Examining the influence of online reviews on consumers’ decision-making: A heuristic–

systematic model. Decision Support Systems, 67, 78-89. 
[45] Zhang, L., Ma, B., & Cartwright, D. K. (2013). The impact of online user reviews on camera sales. European Journal of Marketing, 47(7), 

1115-1128. 


