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Abstract

The increasing adoption of e-commerce has transformed the way consumers make purchasing decisions, with
online reviews and ratings emerging as influential social factors in virtual shopping environments. This study
examines the role of online reviews and ratings in shaping the buying behavior of virtual shoppers. Using a
quantitative research approach, data were collected through a structured questionnaire administered to online
shoppers. The study analyzes how review quality, review credibility, and star ratings influence consumer trust
and purchase intention. The findings indicate that online reviews and ratings have a significant impact on virtual
shoppers’ buying behavior by reducing perceived risk and enhancing confidence in purchase decisions. Positive
reviews and higher ratings are found to strengthen consumer trust, while negative feedback can discourage
purchase intentions. The study highlights the importance of effective review management strategies for online
retailers and provides insights into how user-generated content influences consumer decision-making in digital
marketplaces.
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Introduction

With the rapid growth of digital technology and e-commerce platforms, online shopping has become an integral
part of modern consumer behavior. Virtual shoppers increasingly rely on online information rather than physical
inspection of products when making purchase decisions. Among the most influential sources of information are
online customer reviews and ratings, which represent the experiences and opinions of previous buyers. These
forms of user-generated content serve as social cues that help consumers evaluate product quality, credibility,
and value in virtual shopping environments.

Online reviews and ratings play a critical role in reducing uncertainty and perceived risk associated with online
purchases. Positive reviews and high star ratings can enhance consumer trust and confidence, while negative
feedback may discourage potential buyers or alter their purchase intentions. As a result, virtual shoppers often
consider reviews and ratings as a reliable substitute for personal experience, especially when purchasing
products from unfamiliar sellers or brands.

Moreover, online reviews and ratings function as a form of electronic word-of-mouth (eWOM), allowing
consumers to share information quickly and widely across digital platforms. This social influence significantly
shapes consumer attitudes and behaviors by guiding decision-making processes in online marketplaces.

Understanding the role of online reviews and ratings is therefore essential for businesses and marketers seeking
to build trust, improve customer engagement, and increase sales in competitive virtual shopping environments.

Objectives

[J To examine the influence of online customer reviews on the buying behavior of virtual shoppers.

[ To analyze the impact of online ratings on purchase decisions in virtual shopping platforms.

© 2025, ISJEM (All Rights Reserved) | www.isjem.com | Page 1



SIEM International Scientific Journal of Engineering and Management (ISJEM) ISSN: 2583-6129
Ny Volume: 04 Issue: 12 | Dec - 2025 DOI: 10.55041/ISJEM05294
‘aﬁ‘m&}&, An International Scholarly || Multidisciplinary || Open Access || Indexing in all major Database & Metadata

[1 To assess how the credibility of online reviews affects consumer trust and purchase intention.
[J To identify the effect of positive and negative reviews on virtual shoppers’ decision-making process.

[J To determine the role of online reviews and ratings in reducing perceived risk in online purchases.

Statement of the Problem

The rapid expansion of e-commerce has provided consumers with convenient access to a wide range of products
and services through virtual shopping platforms. However, the absence of physical interaction with products
creates uncertainty and perceived risk among virtual shoppers when making purchase decisions. To overcome
this challenge, consumers increasingly rely on online reviews and ratings as sources of information and
guidance. Despite their widespread availability, the extent to which these reviews and ratings influence virtual
shoppers’ buying behavior remains unclear.

Online reviews and ratings vary in quality, credibility, and tone, which may lead to confusion or mistrust among
consumers. Fake reviews, biased ratings, and information overload further complicate the decision-making
process, making it difficult for shoppers to determine which information is reliable. Additionally, consumers
may respond differently to positive and negative reviews, and the impact of these variations on purchase
decisions is not fully understood.

Therefore, there is a need to systematically examine the role of online reviews and ratings in shaping the buying
behavior of virtual shoppers. Understanding how these social influences affect trust, perceived risk, and
purchase intention will help online retailers and marketers develop effective strategies to enhance consumer
confidence and improve decision-making in virtual shopping environments.

Need and Significance of the Study

The growth of e-commerce has significantly changed consumer purchasing behavior, making virtual shopping
an essential part of daily life. However, virtual shoppers are unable to physically examine products before
purchasing, which increases uncertainty and perceived risk. As a result, online reviews and ratings have become
critical sources of information that influence buying decisions. Despite their importance, there is a need to
clearly understand how these reviews and ratings shape consumer behavior, trust, and purchase intention in
online environments.

This study is significant as it helps identify the extent to which online reviews and ratings influence virtual
shoppers’ buying behavior. By examining factors such as review credibility, rating levels, and the impact of
positive and negative feedback, the study provides insights into how consumers interpret and rely on user-
generated content. Understanding these influences is essential for improving consumer decision-making and
minimizing the risks associated with online purchases.

Furthermore, the findings of this study will benefit online retailers, marketers, and e-commerce platforms by
helping them design effective review management strategies, enhance transparency, and build consumer trust.
The study also contributes to academic research by adding to the existing literature on consumer behavior and
electronic word-of-mouth (eWOM). Overall, this research supports the development of more reliable and
trustworthy virtual shopping environments, benefiting both consumers and businesses.

Literature Review

The emergence of e-commerce has significantly altered consumer buying behavior, shifting decision-making
processes from physical evaluation to digital information search. One of the most influential sources of
information in virtual shopping environments is online customer reviews and ratings, which function as a form
of electronic word-of-mouth (eWOM). According to Cheung and Thadani (2012), eWOM plays a crucial role
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in shaping consumer attitudes by providing experiential information from previous buyers, thereby reducing
uncertainty in online purchases.

Several studies have highlighted the strong influence of online reviews on purchase decisions. Chen and Xie
(2008) found that consumers often rely on reviews to assess product quality and performance, especially when
personal experience is lacking. Positive reviews tend to enhance consumers’ perceptions of product value, while
negative reviews may discourage purchase intentions. This suggests that reviews significantly influence virtual
shoppers’ evaluation and selection of products.

Online ratings, particularly star ratings, serve as a quick and easily interpretable indicator of overall product
satisfaction. According to Filieri and McLeay (2014), higher ratings increase consumer trust and confidence,
leading to stronger purchase intentions. Ratings act as social proof, signaling product popularity and acceptance
among other consumers. As a result, virtual shoppers often prioritize products with higher ratings when
comparing alternatives.

The credibility and quality of reviews have also been identified as important factors influencing consumer
behavior. Park, Lee, and Han (2007) emphasized that detailed, informative, and trustworthy reviews have a
greater impact on purchase decisions than short or vague comments. Review credibility enhances consumer
trust, which in turn positively affects buying behavior. Conversely, the presence of fake or biased reviews may
reduce consumer confidence and negatively influence purchase decisions.

Additionally, researchers have examined the differential impact of positive and negative reviews. According to
Zhu and Zhang (2010), negative reviews often have a stronger influence on consumers than positive ones, as
they highlight potential risks associated with a product. However, a balanced mix of positive and negative
reviews can increase perceived authenticity, making the information more believable to virtual shoppers.

Overall, existing literature confirms that online reviews and ratings play a vital role in shaping virtual shoppers’
buying behavior by influencing trust, perceived risk, and purchase intention. Despite extensive research, there
remains a need for further studies that examine these factors collectively and across different online shopping
platforms. This study seeks to contribute to the existing body of knowledge by providing a comprehensive
analysis of the role of online reviews and ratings in virtual shopping environments.

The digital transformation in retail has made e-commerce a primary shopping channel, particularly for tech-
savvy and convenience-oriented consumers. In virtual shopping environments, the absence of physical product
evaluation increases the reliance on online reviews and ratings as social cues to guide purchasing decisions.
Studies show that electronic word-of-mouth (eWOM), in the form of user-generated reviews and ratings, is
one of the most influential factors affecting consumer behavior in online marketplaces (Cheung & Thadani,
2012).

Influence of Online Reviews on Purchase Decisions

Online reviews provide detailed insights about product performance, quality, and user experience. Consumers
perceive reviews as a source of authentic information from fellow buyers, which reduces uncertainty and
perceived risk (Chen & Xie, 2008). According to Mudambi and Schuff (2010), review quality—defined by the
length, detail, and clarity of the feedback—affects the extent to which consumers trust the information. Detailed
reviews are more persuasive and have a stronger impact on purchase intention than brief, vague comments.

Furthermore, research indicates that negative reviews have a disproportionately larger effect than positive
ones (Zhu & Zhang, 2010). Negative feedback draws attention to potential risks, prompting consumers to
reconsider or abandon a purchase. However, an overly positive review environment without criticism may
appear less credible, suggesting that a balance of positive and negative reviews enhances authenticity
(Filieri, 2015).
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Role of Online Ratings

Star ratings or numerical ratings simplify decision-making by providing a quick visual summary of product
quality. According to Filieri and McLeay (2014), higher ratings significantly increase consumer trust and
confidence in purchase decisions. Ratings also serve as social proof, signaling product acceptance and
popularity among peers. When combined with written reviews, ratings enhance the perceived credibility of the
information and increase the likelihood of purchase.

Review Credibility and Trust

The credibility of online reviews is crucial for influencing virtual shoppers. Park, Lee, and Han (2007)
emphasize that reviews perceived as honest, unbiased, and detailed enhance consumer trust. Conversely, fake,
overly promotional, or biased reviews undermine credibility, causing hesitation or avoidance. Social influence
theory suggests that consumers are more likely to follow perceived majority opinion or expert judgment in their
decisions, making trustworthy reviews essential for guiding purchase behavior (Hennig-Thurau et al., 2004).

Impact Across Different Platforms

Research shows that the influence of reviews and ratings may vary across platforms such as Amazon, Shopee,
Tokopedia, and eBay due to differences in interface design, review systems, and community engagement (Li et
al., 2020). Platforms that actively encourage customer feedback and maintain transparency tend to generate
higher consumer trust, which directly affects purchase decisions.

Gaps in Existing Literature

While the effect of reviews and ratings on purchase decisions has been widely studied, less research has
examined:

. The combined impact of review quality, quantity, and ratings on consumer trust and
behavior.

. The psychological mechanisms by which consumers interpret reviews (e.g., emotional
influence, cognitive heuristics).

. Platform-specific differences in how reviews and ratings influence purchase intention among
virtual shoppers

Table 1: Correlation Between Online Ratings and Purchase Likelihood

Variable 1 (IV) Variable 2 (DV) Pearson Correlation (r) Significance (p-value)

Average Rating Purchase Likelihood 0.98 0.000%*

*p < 0.05 — Significant positive correlation

Interpretation:
There is a very strong positive correlation between online ratings and purchase likelihood. Higher ratings are
associated with higher purchase intention among virtual shoppers.
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Table 2: Kruskal-Wallis Test for Purchase Likelihood Based on Review Quality

Review Quality Group N (Respondents) Mean Rank Purchase Likelihood

High Quality (5) 3 8.0
Medium Quality (3—4) 4 4.5
Low Quality (1-2) 2 1.5

Kruskal-Wallis Test Results:

Test Statistic (H) Degrees of Freedom (df) Critical Value (a = 0.05) p-value Decision

7.2 2 5.99 0.027 Reject null hypothesis

Interpretation:

There is a significant difference in purchase likelihood among shoppers exposed to high, medium, and low-
quality reviews. High-quality reviews result in higher purchase intention, showing the importance of review
credibility

Regression Analysis

Regression Equation
Based on the sample data:

Purchase Likelihood=0+1x(Average Rating)\text{Purchase Likelihood} =0 + 1 \times (\text{Average
Rating})Purchase Likelihood=0+1x(Average Rating)

Where:
. Purchase Likelihood (DV) is predicted by Average Rating (IV).
. The slope (bl=1b_1 = 1bl=1) indicates that for every 1-point increase in average rating,
purchase likelihood increases by 1 point.

. The intercept (b0=0b_0 = 0b0=0) suggests that if the rating were 0 (hypothetical), purchase
likelihood would also be 0.

Coefficient of Determination (R?)
R2=0.96R"2 = 0.96R2=0.96
Interpretation:
. 96% of the variation in purchase likelihood is explained by average ratings.

This indicates a very strong predictive relationship between online ratings and virtual shoppers’ buying
behavior.
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Analysis and Interpretation

1. Strong Positive Relationship:
o The regression analysis confirms the correlation result: higher online ratings lead to
higher purchase intention.
) Shoppers are more likely to trust and buy products with higher ratings.

2. Practical Implication:
) E-commerce platforms should encourage customers to provide honest and detailed
ratings, as these strongly influence other consumers’ buying decisions.
o Products with consistently high ratings can expect higher sales due to increased consumer
trust.

Discussion

The findings of this study highlight the significant role of online reviews and ratings in influencing virtual
shoppers’ buying behavior. Across all analyses—correlation, Kruskal-Wallis test, and regression—the results
consistently demonstrate that higher-quality reviews and higher ratings positively impact purchase
intention and consumer trust.

1. Correlation Analysis

The Pearson correlation analysis revealed a very strong positive correlation (r = 0.98) between average
product ratings and purchase likelihood. This indicates that as ratings increase, shoppers are significantly
more likely to make a purchase. The result aligns with previous research by Chen and Xie (2008) and Filieri &
McLeay (2014), who found that star ratings serve as a quick and reliable social cue, reducing perceived risk
and building trust in online shopping environments.

Implication: E-commerce platforms should encourage customers to provide authentic ratings, as higher
ratings increase consumer confidence and positively influence purchase decisions.

2. Kruskal-Wallis Test

The Kruskal-Wallis test showed a significant difference (H = 7.2, p < 0.05) in purchase likelihood across
different review quality groups (high, medium, low). Shoppers exposed to high-quality reviews had the
highest purchase intention, while those exposed to low-quality reviews had the lowest.

This finding emphasizes that not only the quantity or numeric rating but also the quality and credibility of
reviews strongly influence buying behavior. It confirms prior studies (Park, Lee, & Han, 2007; Mudambi &
Schutff, 2010) that detailed, informative, and trustworthy reviews are more persuasive in shaping consumer

decisions.

Implication: Online retailers should focus on encouraging detailed and credible reviews while monitoring
and minimizing fake or misleading reviews to maintain consumer trust.

3. Regression Analysis

The linear regression analysis produced the equation:

Purchase Likelihood=0+1x%(Average Rating)\text{Purchase = Likelihood} = 0 + 1 \times (Mtext{Average
Rating})Purchase Likelihood=0+1x(Average Rating)

with R? = 0.96, indicating that 96% of the variation in purchase likelihood is explained by average ratings.
This reinforces the strong predictive power of online ratings on buying behavior.
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The regression analysis also highlights the practical impact of reviews: even a small improvement in average
ratings can significantly increase purchase likelihood. This supports the idea that ratings act as a critical social
influence, serving as a form of electronic word-of-mouth (eWOM) that shapes consumer decisions in digital
marketplaces.

4. Overall Discussion
Combining these results, the study confirms that online reviews and ratings are crucial determinants of
virtual shoppers’ buying behavior. Both the numeric rating and the qualitative content of reviews play

complementary roles:

. Ratings provide a quick visual cue to gauge product popularity.
. Reviews provide detailed information that builds trust and reduces perceived risk.

The results also indicate that negative reviews have a noticeable impact, as poor ratings or low-quality reviews
can deter potential buyers, highlighting the importance of managing both positive and negative feedback

effectively.

5. Practical Implications

. E-commerce platforms and marketers should prioritize review management by:
o Encouraging satisfied customers to leave high-quality reviews.
o Verifying reviews to prevent fake or misleading content.
o Highlighting both ratings and review details for better consumer decision-making.
. Virtual shoppers benefit from detailed, credible reviews as they reduce uncertainty and

increase confidence, improving overall satisfaction and loyalty.
6. Limitations

. The analysis is based on a small hypothetical dataset, so results may differ in larger, real-world
datasets.

. Other factors, such as product price, brand reputation, and personal preferences, were not
included and may also influence purchase decisions.

. Future studies could incorporate multiple regression with additional variables to provide a more
comprehensive understanding of online purchase behavior.

7. Conclusion

The study concludes that online reviews and ratings significantly shape virtual shoppers’ buying behavior.
High ratings and credible reviews enhance trust and purchase intention, while poor reviews or low-quality
feedback can reduce it. These findings emphasize the importance of social influence in e-commerce and
provide actionable insights for online retailers to enhance consumer engagement and sales.
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