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ABSTRACT 

Online consumer reviews, service recommendations and product reviews from peers play 

a vigorous role in the process of decision making and buying process of consumers. This 

research paper was carried on identifying and analysing the impacts of the user reviews 

presented over different platforms which had a significant impact over buying behaviour while 

online shopping.  

This research was conducted through secondary data which was presented in the form of 

a literature review prepared through conducting a meta-analysis. This secondary data was 

focussed on the consumer stories that were reflected over different platforms in the form of 

ratings or product reviews. 

The findings of the research came out to be a significant impact over the customer 

preferences as a result of the user reviews regarding any product or services either from friends 

or relatives or from the third person. There emerged to be a correlation between the ratings and 

reviews and with the impact that it creates over the buying behaviour of the consumers. Thus the 

results revealed that there may be both positive as well as negative reviews expected over the 

top-quality products as well which is not controllable and ultimately influences the consumer 

buying behaviour while shopping online.  
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INTRODUCTION 

The new era of blogging, reviewing, social media interactions and online communities 

have transformed the internet from a broadcasting platform to a participatory platform. Internet 

and social media sites have become a tool of empowerment for the consumers through which 

they communicate their experiences to the wide social network. In this generation of advanced 

technology and widespread use of the internet, online shopping has become the widely 

participated activities by the consumers. Information gathering and sharing have become very 

easy and quick as with just a few clicks, the information of the whole wide world can be reached 

to customers through internet and social media. With the medium of social media platform, 

customers can provide their views and experiences to the world. Electronic word of mouth 

consists of the contents that are generated by the consumers and this access to free information 

has overpowered the mainstream marketing of the companies. 

Reviews generated online and also peer influences and customers perception of the 

products have become the major source of information that is assessed by consumers during 

shopping. User reviews are subjective and are based on the personal experiences of shoppers but 

have become a basis to compare market products and services. With these user generated 

reviews, customers seek information online by changing the traditional way of finding the 

necessary information to begin their purchasing process. The online platforms consist of two 

types of people, one who generates the review and others those who seek information about the 

products and services. In the online market, from food to shoes to clothes to toys, every item is 

reviewed by the customers and as per their experience, the content is created and that content is 

regarded more than the content used by these e-commerce markets to sell the goods and services. 

The influence of user-review is increasing consistently and consumers have started 

majorly in creating the information to guide and support the other consumers as well as assert 
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their power through online channels to the markets. In this research work, the impact of user 

reviews on the purchase decision of the consumers is assessed and how these online reviews 

influence the behaviour and intention of the consumers to buy in the online shopping markets. 

RESEARCH AIM AND OBJECTIVES 

This work aim at assessing the impact of user review on the buying decision of the customers 

and also assesses the impact of user review on the consumer buying behaviour during online 

shopping.  

The objectives of this research project are: 

 To identify the relationship between online users’ review and decision making process of 

customers during online shopping  

 To analyse the reason behind the consumer's use of user review before making a purchase 

decision 

 To comprehend the positive and negative influence of user review on consumer’s buying 

behaviour 

RESEARCH QUESTIONS 

Research questions of the study are mentioned below: 

 How users’ reviews are interrelated with the purchase intention of the consumers? 

 How buying behaviour of the customers is affected via online users’ reviews? 

 Why do consumers seek user review before buying the products and services online? 

RESEARCH RATIONALE 

Participatory media has become a common occurrence where every individual can create 

the contents and share it with the world, which is now possible because of social media platforms 
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and we 2.0. This has increased the number of reviews and experiences that consumers share on 

the online platforms regarding the products. It further encourage to the need to understand the 

impact that these online feedbacks have on the buying intention and buying behaviour of the 

consumers during online shopping. This study will help e-commerce channels and marketers to 

understand the importance of user review and help in enhancing their strategies. 

LITERATURE REVIEW 

The study of Zhang and Benyoucef (2016) emphasises on understanding behaviour of 

customers in the social commerce market. The business environment is evolving rapidly such 

that the emergence of social commerce in the market has resulted in various changes to the 

businesses and consumer perspectives. It is vital for the companies that they understand the 

consumer behaviour adequately as it will assist them in influencing their customers and harness 

potentially strong relationship with them. The findings of the study help in determining that 

social commerce has been gaining significant growth due to the social networking sites which 

possess a major impact on the behaviour of the consumers. The social media sites have been 

conducting attractive marketing of the shopping websites which gains the attention of the users 

and further encourage them to indulge in online shopping.  

The social media sites are gaining huge popularity in the 21
st
 century such that more 

number of users has been increasing on the platform daily. The marketing of shopping brands 

and products on the social media platforms possess a significant role in influencing the customer 

decision-making which assists the online shopping sites in gaining huge business (Mo et al., 

2015). The attitude and behaviour of the consumers toward online shopping has been evolving 

significantly due to the regular marketing and branding on their social media platforms. 
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The online shopping channel for the consumers has been evolving in recent time which 

has been impacting the shopping behaviour of the consumers significantly. Park and Lee (2017) 

has been understanding the matter and a study has been carried by them which assess the 

implications of consumer online shopping channel toward the choice behaviour in business 

environment. 

The digital technology is considered as one of the major boom in the market which 

evolves the consumers and companies to a huge level. Moreover, the smart devices have been 

carrying the diffusion in the market as they help in building an interactive communication 

between the consumers and companies. There are various mobile channels which have been 

accessed by the consumers where the companies provide information about their products 

through attractive marketing. The effectiveness of the mobile channels has been assessed 

effectively by the companies' such that they have been indulged in building CRM i.e. customer 

relationship management (Park and Nicolau, 2015). The tool has been assisting the companies in 

understanding the requirements of the customers more effectively and also building a potent 

relationship with them. The omnichannel environment has been evolving in recent time which 

attracts the consumers to a huge level as they get diverse kinds of products and services. The 

implementation of attractive communication strategies by the companies has been manipulating 

the shopping perspective and behaviour of the consumers. 

In recent time, the role of social commerce has been significant in building consumer 

buying behaviour. The study by Hajli (2015) focuses on understanding how social commerce has 

been building consumer intention to buy. E-commerce has experienced evolvement in the form 

of social commerce where social media is utilized by the companies so that they could empower 

the customers to interact effectively on the internet. The advancement in the form of ICT and 

web technologies has a paved path for the companies in gaining enhancement. There are various 
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social platforms that have been assisting the companies in attracting the users effectively toward 

their brand and products. The findings of the study help in determining that the users who are 

operating on social media platforms is increasing significantly due to the high popularity. It has 

been directly benefiting the companies as the attractive marketing campaigns on the social 

platforms possess a certain impact on the intention and behaviour of the consumers for buying 

(Zhao et al., 2018). The consumers have been operating the social media platforms for building 

communication, gaining information of brands, products and services. Moreover, the content on 

the social platforms has been attracting the consumers to a huge level which also enhance the 

level of trust and intend them to buy products. 

Hussain et al (2018) have studied about the understanding of consumer buying behaviour 

based on electronic word of mouth (eWOM) communication. Majority of the consumers’ 

behaviour that has been adopted during shopping is majorly based on different attributes which 

possess an influence on the behaviour and perspective of the consumers toward buying. In the 

world of technology, the consumers have been majorly influenced through the eWOM regarding 

their online buying. The electronic word of mouth could be expressed as the online review by the 

consumer regarding the products and services. Moreover, the eWOM is carried on online 

platforms where the customers exchange their opinions and experiences. It has been determined 

by the findings of the study that the eWOM possesses a substantial influence on the behaviour 

and intention of the consumers for buying as the exchange of customer experiences and opinion 

form the mind-set among the consumers (Wang and Yu, 2017). The companies that have been 

operating on the social media platforms effectively utilize the benefit of eWOM in gaining the 

attention of the consumers. 

A case of consumer buying behaviour in the travel sector has been carried so that 

substantial insight regarding customer buying behaviour on online shopping could be attained. 
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The study by Rondán-Cataluña et al (2015) assists in gaining significant knowledge regarding 

the buying behaviour of customers on social network sites regarding travel in comparison to the 

online and offline platforms. The shopping behaviour of the consumers on online and offline 

platforms differ to a significant extent. There are different factors which incorporated during the 

shopping of customers and influence them to indulge in online or offline shopping. Online 

shopping is majorly preferred by the consumers for their travel shopping as it assists them in 

gaining substantial benefits. Offline shopping has been lagging due to the edge factors of online 

shopping such as smart interface, easy to shop, incur less time, offers and discounts, etc. The 

purchasing behaviour of consumers on the online platform is major in comparison to offline 

shopping due to these factors (Singh et al., 2017). The social networking sites possess a vital role 

in influencing consumer decision-making. 

The online customer reviews have been managing the buying intention and behaviour of 

the customers through online platform to a significant level. Ziegele and Weber (2015) have 

discussed in their study regarding the implications of customer reviews and how they influence 

the buying attitude of online shoppers. The eWOM has been presented in the form on online 

customer reviews which has been influencing the online shoppers to a certain extent. It is 

evaluated by findings that the online retail stores have been displaying two kinds of electronic 

word of mouth i.e. customer reviews on their website regarding the product based on customer 

reviews and aggregate review scores. The consumer buying behaviour has been influencing due 

to the online customer reviews at a huge level. The online shopping consumers assess the 

reviews critically so that a substantial level of findings regarding the products could be attained. 

It also helps in understanding the authentication, reliability, and value for money of the product. 

Moreover, it is found from the findings that the effect of aggregate review score has been weak 

and majorly influenced by the potential buyers such that impacting the overall customer 

satisfaction. 
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Ullrich and Brunner (2015) discuss the effect of negative online consumer reviews on 

consumer shopping behaviour in the study. The role of consumer reviews has been significant in 

the online shopping and it has been influencing the customers and companies to a huge extent. 

The positive online reviews assist the company to attract the consumers in indulging toward 

online shopping. Still, there are certain kinds of negative online reviews which have been 

impacting the online shopping consumer to a little extent. The negative online reviews have 

become a major concern for the companies as there are certain fraud reviews which are made to 

deteriorate the image of the company. The findings of the study focus on the customer 

experience regarding the online customer reviews such that it is determined that the positive 

reviews encourage them to purchase the products (Erkan and Evans, 2016). But the negative 

reviews are not false or true such that explicit assessment is done on different platforms for 

building insights toward the products. The companies have been working with a framework on 

determining the fraud reviews and taking strict actions so that better experience could be offered 

to customers. 

Plotkina and Munzel (2016) possess substantial insight regarding online shopping of 

customers such that they understand the importance of customer satisfaction and their study 

provides implicit insight toward the online review source on buying products. The online reviews 

have been developed due to the eWOM which influences the market place to a huge extent. The 

online reviews possess certain effect and it could be observed on the behaviour and attitude of 

the consumers. The significance of source regarding the online review is not determined 

effectively. General, the source for online review could be from the expert of industry or the peer 

consumer. The findings help in assessing the online reviews could be positive and negative 

which influence the online buying behaviour of customers (Zhang et al., 2018). It is vital for the 

customers that they access reliable sources such as company websites and platforms for attaining 

reviews so that a substantial level of information could be attained. 
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METHOD 

The research method is known as the process which is implemented in the study so that 

the required level of understanding regarding the certain area could be attained by following 

certain sources (Silverman, 2016). The importance of research method in the study is huge as it 

helps in attaining the required data and further assist in analysing it so that the research outcomes 

could be determined. In this study, the qualitative research methodology has been applied which 

assist in collecting the data through the secondary data sources. The method which would be 

applied under the qualitative research methodology is the literature review. 

The literature review is the method where the former studies on a similar research area 

are critically assessed which help in building insights toward the existing study. Also, it helps in 

considering the key aspects and challenges which are observed in the study. The findings 

attained through the literature review process are vital in the study and help in reaching the 

research outcome effectively (Taylor et al., 2015). Six pieces of literature have been critically 

assessed in the study so that a substantial level of knowledge and understanding regarding the 

research area could be attained effectively. The authors have carried the study on assessing the 

implication of online shopping of customers due to different factors. The factors which influence 

online shopping are user reviews, social media sites, etc. The former studies have certain merits 

and demerits such that they have been considered in the study so that it could attain maximum 

benefits. 

There are certain limitations in the study which hinder the progress to some extent. There 

are some studies which were unable to access due to their unavailability and access. Therefore, 

alternative studies were utilized. The ethical considerations are made to conduct the study 

effectively. The literature utilized in the study is properly cited and authors are given complete 

credit. 
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DISCUSSION 

The findings which have been attained through the collection of secondary data assist in 

building significant insights toward the user review on the buying behaviour of the consumers 

during online shopping. The user reviews on the online platform possess a major impact on the 

customer online buying. The findings attained through the qualitative study have helped build a 

substantial level of knowledge toward the research area. The technology advancement has 

enhanced the shopping to a huge level which provides a potential framework for the companies 

to expand their business and gain effectiveness. The online shopping has been acting as a key 

strategy for the companies to attract the customers and also building potent share in the market. 

The customers are also getting influenced due to online shopping due to different factors such as 

simplicity, benefits, offers and discounts. 

The effectiveness of online shopping has been implicating due to a certain factor which 

concerned the companies to some extent in conducting their business practices. The user review 

is that key factor in the current competitive environment which could develop or destroy the 

image of the product. Generally, the user reviews on an online platform have been assisting the 

consumers to determine the efficacy and quality of the products. It also helps the consumer in 

comparing similar products from different brands and making a suitable decision. The user 

reviews are generally offered by the experts of the industry which assist the consumers in 

gaining significant insights into the products (Mo et al., 2015). Recently, a new breed of crowd-

sourced reviews has been developed which impact the consumers in their purchasing decisions. 

It could be stated that it becomes a new era for the reviews which replaces the word of mouth 

and expert reviewers and put the power in the hands of the crowd. The online reviews possess a 

significant impact on the online shopping behaviour of the customers as the customer check the 

reviews to attain information about the products before shopping. The relationship between the 
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reviews and buying behaviour has been significant which influence online shopping to a huge 

level. 

In recent time, the number of sources for rating has been increased significantly. 

Previously, only the marketplace websites are the source for reviews regarding the products but 

now there are a plethora of sources which could provide the reviews. The feedback could be 

positive or negative which possess a significant impact on the buying behaviour of the 

customers. The persuasion of positive and negative feedback on customers for shopping could be 

from small to large extent. The former studies help in determining that the feedback is influenced 

by factors like prices, margin, etc. The negative feedbacks are effectively ousted by the 

customers and only focus on the positive feedback during the purchase of products with low 

margin and price. It is also determined by the findings that the higher number of feedbacks i.e. 

reviews attract the consumers and result in huge sales.  

Still, the scenario is not true for all the online shopping customers. Some online shopping 

sites have been providing certain reviews which are not understood by the consumers and impact 

the buying. For instance, an online marketplace has been offering feedback for a certain product. 

A customer has didn't provide good feedback for a product which is not even purchased by them 

such that deteriorating the rating of the product. Still, the potential customers who possess 

knowledge of product purchase the product. The online marketplace must ensure that the review 

of the products is correctly available so that the required customer could purchase them. The 

implications of negative feedback have been low but it still deteriorates the image of the 

company and marketplace (Luan et al., 2016). There are top-quality products who also receive 

negative feedback. There is no avoiding of the feedbacks in the real world and the people expect 

feedbacks to gain a better knowledge of the product. The feedback assists the customer to attain 

different aspect regarding the product which further intends them to purchase the products.   
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The majority of the customers look for reviews for the products whether they purchase 

the product or not as it helps them in gaining insight regarding the effectiveness of the 

marketplace. The pictures and videos which are posted in the review of the product assist the 

consumer in gaining significant knowledge regarding the efficacy of the products. Moreover, it 

could be stated that the consumers considered user reviews of the product as an important 

element of their shopping. It is also determined through the findings that the user review helps 

the consumer in building better decision regarding the shopping of the product. The online 

shopping experience of customers has been enhancing due to user reviews (Erkan and Evans, 

2016). There are different kinds of reviews such as normal post, pictures, videos, etc. which 

helps the customer in understanding the product effectively.  

The majority of the marketplaces have been working with a new way of uploading the 

reviews and pictures so that genuine review could be shared with the online consumers. It helps 

in providing accurate idea to the consumer regarding the product on the online shopping 

platform. The role of these reviews in online shopping has been significant as it enhances the 

shopping experience of the customers and also encourages them to purchase quality products 

from the marketplace. The reviewer who has significantly contributed to reviewing the product is 

incentivised by the merchant. Overall, it could be stated that the majority of the customer trust 

the user reviews of product such that the healthy reviews of the product indulge the customer to 

purchase products from the marketplace. The online shopping has been enhancing adequately 

due to the user reviews such that providing high customer satisfaction and quality experience to 

the customers. Therefore, it could be stated from the findings that the role of user reviews have 

been potent on the buying behaviour of the customers during online shopping. 
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CONCLUSION 

The online shopping platform for customers has been evolving significantly. The buying 

behaviour of the consumer on the online shopping platform has been dependent on different 

elements such as offers, discounts, branding, marketing, access, simplicity, etc. In the recent 

time, a new factor has been influencing the buying behaviour of the consumers on online 

shopping which is known as user review. There are various online shopping platforms which are 

provided with the feature of user review. Also, there are other platforms which provide a review 

regarding the products. The customers have been considering the user review due to different 

reasons like quality assurance, value for money, etc. The effective user review is helpful for the 

customer in understanding different aspects of the product and also encourages them to purchase 

the product. The findings which have been attained through the study help in understanding that 

the online shopping behaviour of the customers has been enhancing due to the user reviews. It is 

vital for the marketplaces that they ensure the effectiveness of user reviews such that false 

reviews and fake customer ids should be prohibited. 

REFERENCES 

Erkan, I. and Evans, C., (2016). The influence of eWOM in social media on consumers’ 

purchase intentions: An extended approach to information adoption. Computers in 

Human Behavior, 61, pp.47-55. 

Hajli, N., (2015). Social commerce constructs and consumer's intention to buy. International 

Journal of Information Management, 35(2), pp.183-191. 

Hussain, S., Guangju, W., Jafar, R.M.S., Ilyas, Z., Mustafa, G. and Jianzhou, Y., (2018). 

Consumers' online information adoption behavior: Motives and antecedents of electronic 

word of mouth communications. Computers in Human Behavior, 80, pp.22-32. 



 

Think India Journal 
ISSN: 0971-1260, Vol-22, Special Issue-15 

Entrepreneurship and Management: Challenges, Issues and 

Opportunities in the Global Economy 

held on 9 November2019 and hosted by 
 Vivekananda Global University, Jaipur (Rajasthan) 

 

 

P a g e  | 423  Copyright ⓒ 2019Authors 

 

International Conference on entrepreneurship and management: challenges, issues and 

opportunities in the global economy    

 

Luan, J., Yao, Z., Zhao, F. and Liu, H., (2016). Search product and experience product online 

reviews: an eye-tracking study on consumers' review search behavior. Computers in 

Human Behavior, 65, pp.420-430. 

Mo, Z., Li, Y.F. and Fan, P., (2015). Effect of online reviews on consumer purchase behavior. 

Journal of Service Science and Management, 8(03), p.419. 

Park, S. and Lee, D., (2017). An empirical study on consumer online shopping channel choice 

behavior in omni-channel environment. Telematics and Informatics, 34(8), pp.1398-

1407. 

Park, S. and Nicolau, J.L., (2015). Asymmetric effects of online consumer reviews. Annals of 

Tourism Research, 50, pp.67-83. 

Plotkina, D. and Munzel, A., (2016). Delight the experts, but never dissatisfy your customers! A 

multi-category study on the effects of online review source on intention to buy a new 

product. Journal of Retailing and Consumer Services, 29, pp.1-11. 

Rondán-Cataluña, F.J., Arenas-Gaitán, J. and Ramírez-Correa, P., (2015). Travel buying 

behavior in social network site users: to buy online vs. offline. Journal of theoretical and 

applied electronic commerce research, 10(1), pp.49-62. 

Silverman, D. ed., (2016). Qualitative research. Sage. 

Singh, J.P., Irani, S., Rana, N.P., Dwivedi, Y.K., Saumya, S. and Roy, P.K., (2017). Predicting 

the “helpfulness” of online consumer reviews. Journal of Business Research, 70, 

pp.346-355. 



 

Think India Journal 
ISSN: 0971-1260, Vol-22, Special Issue-15 

Entrepreneurship and Management: Challenges, Issues and 

Opportunities in the Global Economy 

held on 9 November2019 and hosted by 
 Vivekananda Global University, Jaipur (Rajasthan) 

 

 

P a g e  | 424  Copyright ⓒ 2019Authors 

 

International Conference on entrepreneurship and management: challenges, issues and 

opportunities in the global economy    

 

Taylor, S.J., Bogdan, R. and DeVault, M., (2015). Introduction to qualitative research methods: 

A guidebook and resource. John Wiley & Sons. 

Ullrich, S. and Brunner, C.B., (2015). Negative online consumer reviews: effects of different 

responses. Journal of Product & Brand Management, 24(1), pp.66-77. 

Wang, Y. and Yu, C., (2017). Social interaction-based consumer decision-making model in 

social commerce: The role of word of mouth and observational learning. International 

Journal of Information Management, 37(3), pp.179-189. 

Zhang, H., Zhao, L. and Gupta, S., (2018). The role of online product recommendations on 

customer decision making and loyalty in social shopping communities. International 

Journal of Information Management, 38(1), pp.150-166. 

Zhang, K.Z. and Benyoucef, M., (2016). Consumer behavior in social commerce: A literature 

review. Decision Support Systems, 86, pp.95-108. 

Zhao, K., Stylianou, A.C. and Zheng, Y., (2018). Sources and impacts of social influence from 

online anonymous user reviews. Information & Management, 55(1), pp.16-30. 

Ziegele, M. and Weber, M., (2015). Example, please! Comparing the effects of single customer 

reviews and aggregate review scores on online shoppers' product evaluations. Journal of 

Consumer Behaviour, 14(2), pp.103-114. 

 


