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ABSTRACT

Online shopping has become increasingly popular due to its convenience, and customer
reviews play a crucial role in shaping purchasing decisions. This study examines the impact of
online consumer reviews on shopping behaviour, brand reputation, and business growth. It explores
how positive reviews enhance trust and sales, while negative or fake reviews can mislead buyers
and harm businesses. The research focuses on online shoppers in Coimbatore, utilizing primary data
collected through Google Forms with a sample size of 104 respondents. The study highlights the
importance of review authenticity, consumer trust, and businesses' strategies for managing online
feedback. Findings suggest that verified reviews, transparency, and proactive engagement can

enhance credibility and customer satisfaction in the e-commerce landscape.
KEY WORDS
Online shopping, Reviews, E-Commerce, Delivery, Personalized Recommendations

INTRODUCTION

The popularity of online shopping is increasing as people consider it a convenient way to
buy products and services. With a click or two clients can buy everything from groceries to
electronics. Customer reviews are one of the most important factors that affect the decision of a
customer to purchase a product.

Customer reviews are the comments by individuals who have previously bought and used a
product. These reviews assist first-time buyers in learning more about the quality, uses, and
working of the product before they buy.

Good reviews can boost sales, and bad reviews can erode confidence in a product or brand.

Customers can leave reviews and rate products on many online shopping platforms, such as
Amazon, Flipkart, and Myntra. These reviews always assist the businesses in comprehending
consumer preferences, and they can thus enhance their products and services.

Customer reviews are a vital aspect of the digital marketplace. The objective of this study is
to examine the impact of customer reviews in online shopping, customer decision-making, and

business development
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STATEMENT OF THE PROBLEM

With the rapid growth of e-commerce, online consumer reviews have become a crucial
factor in shaping purchasing decisions. Consumers often rely on these reviews to assess product
quality, brand reliability, and overall shopping experience. However, the authenticity and credibility
of reviews remain a concern, as fake reviews, biased ratings, and manipulated feedback can mislead
shoppers. Additionally, while positive reviews enhance brand trust, negative reviews can deter
potential buyers, affecting businesses' sales and reputation. This study aims to examine the impact
of consumer reviews on online shopping behaviour, addressing the challenges of reliability,

trustworthiness, and the overall influence on purchasing decisions

OBJECTIVES OF THE STUDY

e This study aims to investigate the effect of consumer review on online shopping behaviour
in general, particularly on the influence of reviews on purchasing decisions and consumer
trust.

e To study the impact of the positive and negative reviews on the consumer perception and
the brand reputation.

e To study the reliability and credibility of online consumer reviews on purchase decisions.

e To investigate the consumer reactions to fake or altered reviews and how they affect trust.

RESEARCH METHODOLOGY
Area of study

This study focuses on online shopping customers in Coimbatore city.
Source of data
Primary data was collected from the general public through the distribution of Google
Forms.
Sample size
The study is based on 104 responses.
Sampling method

A convenience sampling method was used for data collection.
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Tools for analysis

Simple percentage analysis was used to analyze the collected primary data.

FINDINGS & SUGGESTIONS

FINDINGS:

The majority of respondents fall within the 18-25 age group (76.92%), indicating that younger
consumers are highly engaged in online shopping and heavily rely on customer reviews for
decision-making.

The responses show a fairly balanced distribution between male and female shoppers,
suggesting that online shopping and reliance on reviews are not gender-specific trends but are
common across both groups.

Most respondents hold an undergraduate degree (75%), indicating that educated individuals
tend to engage more with online reviews before making a purchase. Higher education may
encourage a more analytical approach to evaluating reviews.

A large portion of respondents are students (72.12%), aligning with the dominant younger
demographic. Students may rely on reviews due to limited disposable income and the need to
make well-informed purchases.

The majority of respondents belong to the 325,000 - %50,000 income bracket (35.58%),
representing a middle-income group. This suggests that budget-conscious consumers carefully
evaluate reviews to ensure value for money.

A significant portion of respondents shop occasionally (1-3 times a month) (43.2%), indicating
that while online shopping is frequent, it is not a daily necessity. Reviews play a critical role in

selective buying.

Frequently (4-6 times & month)

y often (More than 6 times a month)

Occasional lly {1-3 times a month}

Rarely (Less than once a month}

A majority (77.8%) of respondents always check reviews before making a purchase,

highlighting the strong influence of customer feedback on purchasing decisions.
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Most respondents prefer a mix of positive and negative reviews (50%), showing that buyers
value balanced perspectives more than overly positive feedback. Transparency and authenticity
are key factors.

The majority of respondents consider 4 stars and above (72.1%) as trustworthy, showing that

consumers have high expectations and prefer well-rated products to minimize risk.

3 stars and above
5 stars only

Ratings don't influence me

12.1%

4 and above

47.12% of respondents avoid purchasing products with mostly negative reviews, reinforcing the
impact of poor ratings on sales and consumer confidence.

42.3% of respondents prefer detailed user experiences, indicating that in-depth and specific
feedback is more valuable than generic star ratings or short comments.

62.50% of respondents somewhat trust online reviews, suggesting that while reviews influence
decisions, there is still skepticism regarding their authenticity due to concerns about fake or
manipulated reviews.

47.1% of respondents believe companies frequently manipulate reviews, showing that
consumers are aware of biased or paid reviews and seek ways to differentiate genuine feedback
from fake ones.

57.6% of respondents carefully read negative reviews before making a decision, suggesting that
consumers critically analyze potential risks rather than relying solely on positive feedback.
36.5% of respondents rarely or are somewhat likely to leave a review, indicating that while
customers rely on reviews, they may not actively contribute unless they have an exceptionally
good or bad experience.

35.5% of respondents have returned products due to negative reviews, highlighting the power of

reviews in post-purchase satisfaction and return decisions.

© 2025, ISJEM (All Rights Reserved) | www.isjem.com | Page5



RO
J; ISJEM ‘\’, International Scientific Journal of Engineering and Management (ISJEM) ISSN: 2583-6129
‘i{ 1.3,’ Volume: 04 Issue: 04 | April — 2025 DOI: 10.55041/ISJEM02678

1@!: An International Scholarly || Multidisciplinary || Open Access || Indexing in all major Database & Metadata

Very likely

Never

Somewhat likely

Rarely

e 77.8% of respondents trust reviews on shopping platforms like Amazon and Flipkart, suggesting
that consumers place higher confidence in verified purchase reviews over those on social media
or third-party websites.

o 48.08% of respondents agree that online reviews significantly impact brand trust, proving that
customer feedback plays a crucial role in shaping brand reputation and credibility.

e 03.3% of respondents prefer verified purchase tags and reviews from multiple sources,
indicating that consumers seek authenticity and proof of real user experiences before trusting

online reviews
SUGGESTIONS:

1. Enhancing Review Authenticity:

o E-commerce platforms should implement advanced Al-based algorithms and

verification processes to detect and eliminate fake or manipulated reviews..
2. Encouraging Balanced Reviews:

o Businesses should motivate genuine customers to leave reviews, ensuring a mix of
positive and constructive feedback to give potential buyers a realistic understanding of

the product.
3. Educating Consumers on Review Interpretation:

o Shoppers should be encouraged to read multiple reviews and check for common patterns

rather than relying on a single positive or negative comment.
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4. Handling Negative Reviews Proactively:

o Companies should respond to negative reviews professionally by addressing customer
concerns, providing solutions, and improving their products or services based on

feedback.
5. Transparency in Rating Systems:Implementing a Review Moderation System:

o Businesses can use Al tools or manual moderation to filter out spam or inappropriate

reviews while ensuring genuine customer feedback is retained.
6. Encouraging Customer Engagement:

o Brands should actively engage with their customers by responding to reviews and

queries, showing that they value customer opinions
7. Providing Incentives for Honest Reviews:

o Offering small incentives like discounts or loyalty points for honest and detailed reviews

can encourage more users to share their experiences.

By adopting these measures, businesses and e-commerce platforms can foster a more reliable and
trustworthy review system, ensuring that online shopping remains a transparent and consumer-

friendly experience.
CONCLUSION

The study highlights the growing influence of customer reviews on online shopping
behaviour, emphasizing their critical role in shaping consumer decisions, trust, and brand
perception. As online shopping continues to expand, customer reviews serve as a key factor in

building confidence among buyers by providing insights into product quality and reliability.

The research findings suggest that positive reviews significantly enhance a brand’s
reputation and sales, while negative reviews can lead to a decline in customer trust and
purchasing intent. However, the prevalence of fake reviews and biased feedback remains a

challenge, creating skepticism among consumers regarding the authenticity of online reviews.

The study also indicates that many consumers rely heavily on reviews before making a

purchase, and businesses can use this data to improve their products and services. Additionally,
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platforms that implement stringent review verification processes gain a higher level of consumer

trust.

Overall, customer reviews have a profound impact on e-commerce, influencing

purchasing behaviour, business growth, and competitive market positioning. Addressing the

challenges of review authenticity and reliability is essential for maintaining consumer trust and

ensuring a fair marketplace.

REFERENCES

1.

10.

11.

Ratre, T. R., & Sarkar, D. (2024). The impact of digital currencies on traditional monetary
systems. Journal of Financial Innovations, 12(2), 56-69.
Retrieved from https://www.jfininnovations.org/impact-of-digital-currencies

Bhavsar, C. U. (2024). The rise of digital rupee: India’s leap into the future of currency.
Financial Systems Review, 8(1), 22-34.

Retrieved from https://www.financialsystemsreview.org/rise-of-digital-rupee
TAMILMANI, S. (2023). THE INFLUENCE OF INTERNATIONAL FMCG TRADEMARKS ON CONSUMER

TRUST: A COIMBATORE PERSPECTIVE.

Tamilmani, S. Of Corporate Secretaryship, PSG College Of Arts & Science, Coimbatore.
Saikrishnan, S., & Tamilmani, S. (2022). A study on the impact of selected macro-economic factors
on share price movement of certain vital sectors. IJAR, 8(10), 115-118.

Tamilmani, S. (2017). A study on consumers satisfaction on Redressal machinery under the
consumer protection act 1986 with reference to Coimbatore City. IJAR, 3(2), 453-455.

[7]1 TAMILMANI, S. (2023). An Analysis of International FMCG Trademarks and Consumer Rights in
Coimbatore City. Age, 30(26), 9-6.

Tamilmani, S. (2016). A study on consumers awareness on consumer rights with reference to
Coimbatore City. IUAR, 2(1), 429-431.

Tamilmani, S. (2024). Transforming Rural India: MGNREGA as a Catalyst for Social and Economic
Change.

ADHISH, M., & TAMILMANI, S. (2024). INVESTIGATINGTHEOBSTACLES AND THE TRIUMPHS
FACED BY THE COLLEGE STUDENTS ON PURSUING ENTREPRENUERSHIP.

ANWAR, M. A. M., & TAMILMANI, S. (2024). A STUDY ON PERCEPTION AND BUYING
BEHAVIOUR OF VARIOUS BRANDED CARS WITH SPECIAL REFERENCES TO COLLEGE

STUDENTS IN COIMBATORE CITY.

© 2025, ISJEM (All Rights Reserved) | www.isjem.com | Page8


https://www.jfininnovations.org/impact-of-digital-currencies
https://www.financialsystemsreview.org/rise-of-digital-rupee

L2
| o X

\‘,’ISJ'EM‘{, International Scientific Journal of Engineering and Management (ISJEM) ISSN: 2583-6129
\il Lo j.!f Volume: 04 Issue: 04 | April — 2025 DOI: 10.55041/ISJEM02678
. - g An International Scholarly || Multidisciplinary || Open Access || Indexing in all major Database & Metadata

12

13.

14.

15.

16.

17.

18.

. Tamilmani, S., & Jeyalakshmi, S. (2020). Consumer Perception on International FMCG Product: An
Investigative Study. IJAR, 6(2), 40-44.

Saikrishnan, S., Tamilmani, S., & Archana, S. (2025). Climate Resilience and MGNREGA: A Policy.
KAMALESH, M. R., & TAMILMANI, S. (2024). A STUDY ON CUSTOMER AWARENESS,
PREFERENCE AND SATISFACTION TOWARDS RAPIDO BIKES.

Sutar, H., & Tamilmani, S. RESEARCH ON CORPORATE SOCIAL RESPONSIBILITY AND
FINANCIAL-MARKETING ANALYSIS BASED ON Al.

Tamilmani, S. (2016). A study on consumers awareness on consumer rights with reference to
Coimbatore City. IUAR, 2(1), 429-431.

Kanagaraj, A. R., & Archana, S. ACADEMIC WRITING SKILLS AND PLAGIARISM EMPOWERING
DOCTORAL STUDENTS FOR ETHICAL RESEARCH—-AN OUTLOOK.

Kanagaraj, A. K., Archana, S., & Malathi, K. (2014). A study of employees career planning and

development. Global Journal for Research Analysis, 3(7), 196-197.

© 2025, ISJEM (All Rights Reserved) | www.isjem.com | Page 9



