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Abstract 

 

 
The growth of e-commerce in India has been remarkable over the past decade, driven by 

increasing internet penetration, smartphone adoption, and changing consumer lifestyles. As 

more consumers shift toward online shopping platforms, the question of trust has emerged as 

one of the most critical factors influencing purchase decisions. Unlike traditional retail, 

online shopping does not offer consumers the ability to physically verify products or interact 

directly with sellers, which creates an inherent trust gap that e-commerce businesses must 

bridge effectively. 

Social proof has emerged as a widely adopted strategy by e-commerce platforms to address 

this trust deficit. Rooted in the psychological principle that individuals tend to conform to the 

behaviours and opinions of others under conditions of uncertainty, social proof in e- 

commerce manifests through product ratings and reviews, customer testimonials, influencer 

endorsements, user-generated content, bestseller tags, and social media recommendations. 

These elements collectively serve to validate a product or platform in the eyes of a 

prospective buyer and significantly reduce perceived risk associated with online transactions. 

The present study titled "Impact of Social Proof on Consumer Trust in the E-commerce 

Industry among Consumers in Pune" aims to empirically examine how different forms of 

social proof influence the level of trust that consumers place in e-commerce platforms and the 

products listed on them. The study focuses specifically on consumers residing in Pune, 

Maharashtra — a city characterised by a large, educated, digitally active, and economically 

diverse urban population that regularly engages with major e-commerce platforms such as 

Amazon, Flipkart, Myntra, and Meesho. 

The research is descriptive in nature and is based primarily on data collected through a 

structured questionnaire administered to consumers in Pune. The questionnaire covers key 

variables including consumer awareness of social proof elements, their frequency of use, the 

degree of trust placed in different types of social proof, and the ultimate influence of social 

proof on purchase decisions. A convenience sampling technique has been employed to select 

respondents from various demographic segments including students, working professionals, 

homemakers, and self-employed individuals. 

The findings of the study are expected to reveal the relative importance of different social 

proof mechanisms in building consumer trust, identify which consumer segments are most 

influenced by social proof, and highlight the platforms and product categories where social 

proof plays the most significant role. The study also aims to identify challenges such as fake 

reviews and influencer credibility concerns that may undermine the effectiveness of social 

proof. 

The outcomes of this research will provide valuable insights for e-commerce businesses, 

digital marketers, and brand managers seeking to design more effective trust-building 

strategies in the competitive online retail environment. The study also contributes to the 

growing body of academic literature on digital consumer behaviour in the Indian urban 

market context. 
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Introduction 

Shopping has changed a lot in India over the last few years. What once meant going to a local 

market or a nearby store has now shifted significantly to mobile screens and laptop browsers. 

E-commerce platforms have quietly but powerfully entered the daily lives of millions of 

Indian consumers — and cities like Pune have been right at the centre of this shift. 

Pune is not just an educational hub. It is a city filled with working professionals, college 

students, startup founders, and middle-class families who are increasingly comfortable 

buying everything online — from groceries to gadgets. With affordable internet access and 

the convenience of home delivery, the habit of online shopping has grown rapidly among 

Pune's urban population. Platforms like Amazon, Flipkart, Meesho, and Myntra have become 

household names here. 

But here is the real question — what actually makes a person trust an online store enough to 

enter their card details and place an order? 

Unlike physical stores, online shopping does not allow you to touch the product, speak face-

to-face with a seller, or visually inspect what you are buying. There is always a small voice in 

the back of your mind asking — Is this product really good? Will it actually look like the 

picture? Will it arrive on time? This uncertainty is one of the biggest challenges that e- 

commerce companies face, and it directly affects whether a consumer decides to buy or 

simply closes the tab. 

This is exactly where social proof comes into the picture. 

Social proof is a simple but very powerful idea. It means that when people are unsure about 

something, they tend to look at what others are doing or saying to guide their own decisions. 

In the world of online shopping, social proof shows up in many forms — star ratings, 

customer reviews, "bestseller" tags, influencer recommendations on Instagram and YouTube, 

testimonials on product pages, and even the number of people who have already bought a 

product. When you see that 4,200 people have rated a product 4.5 stars, something in your 

mind relaxes a little. You feel like it's probably safe to buy. 

Businesses have recognised this pattern and have started using social proof very deliberately 

in their marketing. But what is interesting is that not every type of social proof works the 

same way for every consumer. Some people trust written reviews more. Others rely heavily 

on what an influencer says. Some are convinced by the sheer number of purchases. 

Understanding which forms of social proof actually build trust — and how much — is 

incredibly useful information for any brand selling online. 

This study focuses specifically on consumers in Pune to understand how social proof impacts 

their trust in e-commerce platforms. Pune's consumer base is young, educated, and digitally 

active, which makes it a very relevant market to study. Most people here use at least one or 

two e-commerce apps regularly, and they are exposed to reviews, ratings, and influencer 

content on a daily basis. 

The idea for this research came from a simple observation — people in Pune often check 

reviews before buying, but the extent to which those reviews actually build trust, and whether 

https://ijsrem.com/
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that trust leads to a purchase, has not been studied closely in this specific market. There is a 

gap in research here, and this study aims to fill it. 

By collecting responses from real consumers in Pune and analysing their behaviour, this 

project aims to understand the actual relationship between social proof and consumer trust in 

the e-commerce space. The findings will be useful for businesses, marketers, and even 

consumers who want to understand why they behave the way they do online. 

https://ijsrem.com/
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Literature Review 

 

 
1. Cialdini (1984) — Influence: The Psychology of Persuasion 

Cialdini introduced the foundational concept of social proof as one of the six key principles 

of influence. The study established that individuals look to the actions and opinions of others 

when making decisions under uncertainty. This principle forms the theoretical backbone of 

social proof in marketing and consumer behaviour research. 

Research Gap: The study was conducted in an offline behavioural context and does not 

address digital platforms or e-commerce environments, which involve a significantly 

different consumer decision-making process. 

2. Cheung, Lee & Rabjohn (2008) — The Impact of Electronic Word-of-Mouth: The 

Adoption of Online Opinions in Online Customer Communities 

This study examined how online reviews and electronic word-of-mouth (eWOM) influence 

consumer attitudes and purchase intentions. The findings indicated that the credibility, 

relevance, and comprehensiveness of online reviews significantly affect how consumers 

adopt and act upon them. 

Research Gap: The research focuses primarily on online communities and does not examine 

structured e-commerce platforms or distinguish between different types of social proof such 

as influencer endorsements versus peer reviews. 

3. Pavlou & Fygenson (2006) — Understanding and Predicting Electronic Commerce 

Adoption 

The authors applied the Theory of Planned Behaviour to understand consumer adoption of e-

commerce. The study found that perceived usefulness, ease of use, and trust are the most 

significant factors influencing online purchase behaviour. Trust was identified as a critical 

mediating variable between social influence and actual purchasing decisions. 

Research Gap: While the study highlights the importance of trust in e-commerce, it does not 

specifically examine how social proof mechanisms such as ratings, reviews, or influencer 

content contribute to building that trust. 

4. Shu & Scott (2014) — Influence of Online Reviews on Consumer Behaviour and Product 

Sales 

This research analysed the relationship between online product reviews and consumer 

purchasing behaviour across multiple product categories. The study found that both the 

volume and valence of reviews significantly influenced consumer trust and sales performance 

on e-commerce platforms. 

Research Gap: The study focuses predominantly on quantitative review metrics and does not 

account for qualitative aspects of social proof such as the perceived authenticity of reviews or 

the role of visual content. 

https://ijsrem.com/
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5. Jin & Phua (2014) — Following Celebrities' Tweets About Brands: The Impact of Twitter-

Based Electronic Word-of-Mouth on Consumers' Source Credibility Perception, Buying 

Intention, and Social Identification with Celebrities 

This study explored the influence of celebrity and influencer endorsements on social media 

platforms on consumer trust and purchase intentions. Results indicated that consumers who 

identified with influencers were significantly more likely to trust endorsed products and 

consider purchasing them. 

Research Gap: The study is limited to Twitter-based endorsements and celebrity influence. It 

does not examine the broader spectrum of influencer marketing on platforms like Instagram 

or YouTube, nor does it focus on the e-commerce context specifically. 

6. Bart et al. (2005) — Are the Drivers and Role of Online Trust the Same for All Web Sites 

and Consumers? 

This research investigated the antecedents of online trust across different types of websites 

including e-commerce, financial, and information platforms. The study found that privacy, 

security, and third-party endorsements were among the strongest drivers of consumer trust 

online. 

Research Gap: Although the study identifies key trust drivers, it predates the widespread use 

of social media and influencer marketing, and therefore does not capture the modern social 

proof landscape in e-commerce. 

7. Zhang, Ye, Law & Li (2010) — The Impact of E-Word-of-Mouth on the Online Popularity 

of Restaurants 

The study examined the impact of online user-generated content and reviews on consumer 

decisions in the hospitality sector. It found that volume of reviews, reviewer credibility, and 

sentiment strongly influenced consumer trust and choice behaviour. 

Research Gap: The research is restricted to the hospitality and restaurant industry and does 

not address product-based e-commerce platforms or Indian consumer behaviour. 

8. Hajli (2014) — The Role of Social Support on Relationship Quality and Social Commerce 

This study examined how social support through online communities, reviews, and 

recommendations shapes relationship quality and purchase intentions in social commerce. 

The findings confirmed that social interaction and peer recommendations positively influence 

consumer trust and buying behaviour on digital platforms. 

Research Gap: The study focuses on social commerce as a broad category and does not 

isolate specific social proof elements or examine their differential impact on trust across 

various consumer demographics. 

9. Erkan & Evans (2016) — The Influence of eWOM in Social Media on Consumers' 

Purchase Intentions: An Extended Approach to Information Adoption 

This research extended the Information Adoption Model to examine how eWOM on social 

media platforms influences consumer purchase intentions. The study found that information 

https://ijsrem.com/
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quality, credibility, and usefulness are key factors that determine whether consumers adopt 

online recommendations. 

Research Gap: While the study provides valuable insights into eWOM behaviour, it does not 

specifically investigate e-commerce platforms in the Indian context or examine the trust- 

building role of social proof among urban Indian consumers. 

10. Shareef, Mukerji, Alryalat, Wright & Dwivedi (2018) — Advertisements on Facebook: 

Identifying the Persuasive Elements in the Development of Positive Attitudes in Consumers 

The study explored how social media advertising and peer endorsements on Facebook 

influence consumer attitudes and trust. It found that social validation, peer recommendations, 

and user engagement significantly enhanced the credibility of brand communication. 

Research Gap: The research is confined to Facebook advertising and does not examine other 

forms of social proof operating across major e-commerce platforms, nor does it focus on 

consumer behaviour in Tier-1 Indian cities such as Pune. 

Objectives of the Study 

1. To examine the awareness and understanding of social proof elements such as product 

ratings, customer reviews, influencer endorsements, and user-generated content 

among e-commerce consumers in Pune. 

2. To analyse the impact of different forms of social proof on the level of consumer trust 

in e-commerce platforms and products. 

3. To evaluate the relationship between consumer trust influenced by social proof and 

actual purchase decisions made on e-commerce platforms. 

Scope of the Study 

The scope of this study is limited to consumers residing in Pune city who have made at least 

one purchase on an e-commerce platform in the past six months. The study focuses 

specifically on understanding how social proof elements such as product ratings, customer 

reviews, influencer endorsements, and peer recommendations influence consumer trust in e-

commerce platforms. 

The research covers major e-commerce platforms commonly used in Pune including Amazon, 

Flipkart, Myntra, Meesho, and Nykaa. Respondents have been selected from diverse 

demographic backgrounds including students, working professionals, homemakers, and self-

employed individuals to ensure a balanced representation of the urban consumer population. 

The study has been conducted during the academic year 2025–2026 and the findings are 

applicable to the current e-commerce environment in urban Pune. The results may not be 

directly generalised to consumers in smaller cities or rural areas where digital shopping 

behaviour may differ significantly. 

https://ijsrem.com/
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Research Methodology 

Every research study needs a clear plan — a way of collecting information, organising it, and 

drawing meaningful conclusions from it. This chapter outlines the approach followed in the 

present study titled "Impact of Social Proof on Consumer Trust in the E-commerce 

Industry among Consumers in Pune." The methodology described here has been designed 

keeping in mind the objectives of the study and the nature of information required to address 

them. 

1. Research Design 

This study follows a descriptive research design. The reason for choosing this approach is 

straightforward — the study does not aim to test a new theory or establish a cause-and-effect 

relationship. Instead, it aims to describe and understand how consumers in Pune think about 

and respond to social proof when they shop online. Descriptive research is best suited for this 

purpose as it allows the researcher to capture consumer opinions, attitudes, and awareness in 

a structured and meaningful way. 

2. Nature of Research 

The study is quantitative in its approach. Responses have been collected in a structured 

format, which makes it possible to measure and compare consumer perceptions statistically. 

Numbers, percentages, and scale-based ratings form the basis of the analysis, which adds 

objectivity to the findings and makes them easier to interpret across different demographic 

groups. 

3. Sources of Data 

Two types of data have been used in this study — 

3.1 Primary Data 

Primary data is the heart of this research. It has been collected directly from e-commerce 

consumers in Pune through a structured questionnaire. Since the study deals with individual 

consumer experiences and perceptions, first-hand data is essential to arrive at relevant and 

reliable conclusions. The questionnaire covers key areas such as awareness of social proof, 

trust levels, and the influence of social proof on purchase behaviour. 

3.2 Secondary Data 

Secondary data has been used to build the theoretical and conceptual background of the 

study. Sources include published research papers, academic journals, textbooks, and credible 

industry reports. This data helped in understanding existing knowledge on the subject and 

identifying the research gap that the present study addresses. 

4. Research Instrument 

A structured questionnaire has been used as the main tool for collecting primary data. The 

questionnaire has been designed to be simple, clear, and easy to respond to. It includes a mix 

of multiple-choice questions, Likert scale-based rating questions, and demographic questions. 

Care has been taken to ensure that the questions are directly linked to the objectives of the 

study and cover all relevant aspects of social proof and consumer trust in e-commerce. 

https://ijsrem.com/
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5. Area of Study 

The study has been carried out in Pune city, Maharashtra. Pune was selected for a specific 

reason — it has a large and diverse urban population that is highly comfortable with digital 

technology and online shopping. The city's mix of students, IT professionals, young working 

adults, and business owners makes it an ideal location to study e-commerce consumer 

behaviour and the role of social proof in shaping purchase decisions. 

6. Population of the Study 

The study population includes consumers living in Pune who have shopped online at least 

once in the past six months. This population spans different age groups, income levels, 

occupations, and educational backgrounds. Since the study is focused on active e-commerce 

users, only those who have recent online shopping experience have been considered as part of 

the target population. 

7. Sample Size 

A total of 210 respondents have been selected for this study. This sample size has been 

chosen keeping in mind the time available, the scope of the study, and the need for a 

reasonably diverse set of responses. The 156 responses collected provide enough data to 

identify patterns and draw meaningful conclusions about consumer behaviour related to 

social proof and trust. 

8. Sampling Method 

Convenience sampling has been used to select respondents for this study. This is a non-

probability sampling method where individuals are chosen based on their availability and 

willingness to participate. It is one of the most commonly used methods in consumer 

behaviour studies, especially when the research is conducted over a limited time period. 

Respondents were approached through online platforms and social media networks and were 

requested to fill in the questionnaire voluntarily. 

9. Data Collection Method 

The questionnaire was shared digitally with respondents through WhatsApp, email, and 

social media platforms. An online mode of data collection was chosen because the target 

group — e-commerce consumers in Pune — is digitally active and comfortable with online 

surveys. This approach also made it possible to reach a wider group of respondents quickly 

and efficiently without geographical restrictions within the city. 

 

 

10. Data Analysis Tools 

Once the data was collected, the following tools and techniques were used to analyse and 

interpret it — 

• Percentage Analysis — to understand how responses were distributed across 

different questions and demographic groups 

• Likert Scale Analysis — to measure the strength of consumer agreement or 

disagreement with statements related to social proof and trust 

https://ijsrem.com/
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• Bar Charts, Pie Charts, and Tables — to present data visually so that patterns and 

trends can be easily identified 

• Mean and Frequency Analysis — to determine which social proof elements carry 

the most weight in consumer decision-making 

11. Limitations of the Study 

No research is without its boundaries, and this study is no exception — 

• The geographical focus is limited to Pune city, so the findings may not apply directly 

to consumers in smaller towns or rural areas 

• Since convenience sampling has been used, the sample may not be a perfect reflection 

of all e-commerce consumers in Pune 

• The data is based entirely on self-reported responses, which means there is a 

possibility of respondent bias 

• The study captures consumer behaviour during the academic year 2025–2026 and 

may not account for rapid shifts in e-commerce trends that could occur in the future 

https://ijsrem.com/
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Data Analysis & Interpretation 

Q1 Gender of Respondents 
 

Gender Frequency Percentage 

Male 89 57.05% 

Female 62 39.74% 

Prefer not to say 5 3.21% 

Total 156 100% 

 

Interpretation: Out of 156 respondents, majority were Male (57.05%), followed by Female 

respondents (39.74%). Only 3.21% preferred not to disclose their gender. This indicates a 

slightly higher male participation in e-commerce activities in Pune, though female 

representation is also considerable. 

 

 

Q.2 Age Group of Respondents 
 

Age Group Frequency Percentage 

18–25 years 74 47.44% 

26–35 years 48 30.77% 

36–45 years 22 14.10% 

46 years & above 12 7.69% 

Total 156 100% 

https://ijsrem.com/
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Interpretation: The majority of respondents belonged to the 18–25 years age group 

(47.44%), followed by 26–35 years (30.77%). Respondents aged 36–45 years accounted for 

14.10%, while those above 46 years represented 7.69%. This indicates that younger 

consumers are the most active users of e-commerce platforms in Pune. 

 

 

Q3 — Occupation of Respondents 
 

Occupation Frequency Percentage 

Student 58 37.18% 

Working Professional 61 39.10% 

Homemaker 19 12.18% 

Self-employed 18 11.54% 

Total 156 100% 

 

 

 

Interpretation: Working Professionals formed the largest group (39.10%), followed closely 

by Students (37.18%). Homemakers accounted for 12.18% and Self-employed respondents 

for 11.54%. This suggests that both employed individuals and students are the most active 

online shoppers in Pune, making them the key audience for social proof-driven marketing 

strategies. 

https://ijsrem.com/
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Q4 — Monthly Income / Pocket Money of Respondents 
 

Monthly Income Frequency Percentage 

Below ₹15,000 42 26.92% 

₹15,001 – ₹30,000 51 32.69% 

₹30,001 – ₹50,000 38 24.36% 

Above ₹50,000 25 16.03% 

Total 156 100% 

 

Interpretation: The largest group of respondents fell in the ₹15,001 – ₹30,000 monthly 

income bracket (32.69%), followed by those earning below ₹15,000 (26.92%). Respondents 

earning ₹30,001 – ₹50,000 accounted for 24.36%, while those earning above ₹50,000 

represented 16.03%. This indicates that middle-income consumers form the core of e- 

commerce shoppers in Pune and are likely more influenced by social proof while making 

purchase decisions. 

Q5 — Educational Qualification of Respondents 
 

 

Education Frequency Percentage 

HSC / 12th 18 11.54% 

Graduate 79 50.64% 

Post Graduate 51 32.69% 

Other 8 5.13% 

Total 156 100% 

https://ijsrem.com/
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Interpretation: The largest group of respondents fell in the ₹15,001 – ₹30,000 monthly 

income bracket (32.69%), followed by those earning below ₹15,000 (26.92%). Respondents 

earning ₹30,001 – ₹50,000 accounted for 24.36%, while those earning above ₹50,000 

represented 16.03%. This indicates that middle-income consumers form the core of e- 

commerce shoppers in Pune and are likely more influenced by social proof while making 

purchase decisions. 

 

 

Q6 — Frequency of Online Shopping 
 

 

Frequency Frequency Percentage 

Daily 14 8.97% 

Weekly 48 30.77% 

Monthly 62 39.74% 

Rarely 32 20.52% 

Total 156 100% 

 

 

https://ijsrem.com/
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Interpretation: Monthly shoppers formed the largest group (39.74%), followed by Weekly 

shoppers (30.77%). Respondents who shop rarely accounted for 20.52%, while Daily 

shoppers were the smallest group (8.97%). This indicates that most consumers in Pune shop 

online on a monthly basis, suggesting that social proof elements like reviews and ratings play 

a key role during their periodic purchase decision-making process. 

 

 

Q7 — Most Used E-commerce Platform 
 

Platform Frequency Percentage 

Amazon 68 43.59% 

Flipkart 49 31.41% 

Myntra 21 13.46% 

Meesho 12 7.69% 

Others 6 3.85% 

Total 156 100% 

 

 

Interpretation: Amazon emerged as the most preferred e-commerce platform among 

respondents (43.59%), followed by Flipkart (31.41%). Myntra accounted for 13.46%, while 

Meesho and Others represented 7.69% and 3.85% respectively. This highlights Amazon and 

Flipkart as the dominant platforms where social proof elements such as reviews and ratings 

have the highest influence on consumer trust in Pune. 

 

 

Q8 — Type of Products Purchased Online 

https://ijsrem.com/
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Product Type Frequency Percentage 

Electronics 44 28.21% 

Fashion & Clothing 51 32.69% 

Groceries 28 17.95% 

Personal Care 21 13.46% 

Others 12 7.69% 

Total 156 100% 

 

Interpretation: Fashion & Clothing was the most purchased product category online 

(32.69%), followed by Electronics (28.21%). Groceries accounted for 17.95%, Personal Care 

for 13.46%, and Others for 7.69%. This indicates that product categories where appearance 

and quality cannot be physically verified are the most popular, making social proof through 

reviews and ratings especially critical in influencing purchase decisions. 

 

 

Q9 — Awareness of Social Proof 
 

 

Awareness Level Frequency Percentage 

Yes, fully aware 61 39.10% 

Somewhat aware 72 46.15% 

Not aware 23 14.74% 

Total 156 100% 

https://ijsrem.com/
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Interpretation: The majority of respondents were somewhat aware of social proof (46.15%), 

while 39.10% were fully aware. Only 14.75% reported being unaware of the concept. This 

indicates that a large proportion of e-commerce consumers in Pune recognise and engage 

with social proof elements while shopping online. 

Q10 — Most Attention-Grabbing Form of Social Proof 
 

 

Type of Social Proof Frequency Percentage 

Customer Reviews 78 50.00% 

Star Ratings 42 26.92% 

Influencer Endorsements 21 13.46% 

Bestseller Tags 15 9.62% 

Total 156 100% 

 

Interpretation: Customer Reviews were identified as the most influential form of social 

proof (50.00%), followed by Star Ratings (26.92%). Influencer Endorsements accounted for 

13.46% and Bestseller Tags for 9.62%. This clearly indicates that written customer reviews 

hold the highest credibility among e-commerce consumers in Pune when making purchase 

decisions. 

https://ijsrem.com/
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Q11 — Frequency of Reading Reviews Before Purchase 
 

 

Response Frequency Percentage 

Always 69 44.23% 

Sometimes 58 37.18% 

Rarely 21 13.46% 

Never 8 5.13% 

Total 156 100% 

 

Interpretation: A significant 44.23% of respondents always read customer reviews before 

making a purchase, while 37.18% do so sometimes. Only 13.46% rarely read reviews and 

5.13% never read them. This strongly suggests that reviews are a critical touchpoint in the 

online purchase journey for consumers in Pune. 

Q12 — Customer Ratings and Reviews Influence Trust 
 

Response Frequency Percentage 

Strongly Agree 58 37.18% 

Agree 61 39.10% 

Neutral 24 15.38% 

Disagree 9 5.77% 

Strongly Disagree 4 2.57% 

Total 156 100% 
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Interpretation: A combined 76.28% of respondents either Agreed or Strongly Agreed that 

customer ratings and reviews influence their trust in a product or seller on e-commerce 

platforms. Only 8.34% disagreed or strongly disagreed. This highlights that customer ratings 

are one of the most powerful social proof elements in building consumer trust during online 

shopping 

Q13 — Influencer or Celebrity Endorsements Increase Trust 
 

Response Frequency Percentage 

Strongly Agree 31 19.87% 

Agree 52 33.33% 

Neutral 41 26.28% 

Disagree 22 14.10% 

Strongly Disagree 10 6.41% 

Total 156 100% 

 

 

 

Interpretation: 53.20% of respondents agreed or strongly agreed that influencer and 

celebrity endorsements increase their trust in products listed on e-commerce platforms. 

However, a notable 26.28% remained neutral, and 20.51% disagreed. This suggests that while 
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influencer endorsements do have a positive impact on trust, their effectiveness varies across 

different consumer segments in Pune. 

Q14 — Bestseller Tags Increase Confidence in Buying 
 

Response Frequency Percentage 

Strongly Agree 44 28.21% 

Agree 63 40.38% 

Neutral 31 19.87% 

Disagree 12 7.69% 

Strongly Disagree 6 3.85% 

Total 156 100% 

 

 

Interpretation: A combined 68.59% of respondents agreed or strongly agreed that Bestseller 

tags increase their confidence in purchasing a product online. Only 11.54% disagreed, while 

19.87% remained neutral. This indicates that platform-generated social proof such as 

Bestseller and Trending tags effectively builds consumer confidence and encourages purchase 

decisions on e-commerce platforms in Pune. 

Q15 — Trust in User-Generated Content vs Brand Content 
 

Response Category Frequency Percentage 

Much More 48 30.77% 

Somewhat More 61 39.10% 

Equal 29 18.59% 

Less 14 8.97% 

Much Less 4 2.56% 

Total 156 100% 
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Total 

Yes, 
Always 

Yes, 
Sometimes 

NeverRarely 

Yes, Always Yes, Sometimes Rarely Never Total 

 

Interpretation : 

The above table shows that a majority of respondents (69.87%) trust user-generated content 

more than brand-generated content. Only a small percentage (11.53%) trust brand content 

more. 

Q16 — Changed Decision Based on Negative Reviews 
 

Response Category Frequency Percentage 

Yes, Always 52 33.33% 

Yes, Sometimes 71 45.51% 

Rarely 24 15.38% 

Never 9 5.77% 

Total 156 100% 

 

Interpretation: 

A significant majority of respondents (78.84%) have changed their purchase decisions either 

always or sometimes based on negative reviews.This shows that negative reviews play a 

Frequency Percentage 

180 

160 

140 

120 

100 

156 

80 

60 

40 

20 

0 

61 
48 

29 

30.77% 39.10% 

14 
18.59% 8.97% 4 2.56% 100% 

Much More Somewhat 
More 

Equal Less Much Less Total 
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Percentage Frequency 

60 80 100 120 140 160 180 40 20 0 

63 
40.38% Very Significant 

58 
37.18% Significant 

24 
15.38% Moderate 

5.13% 
8 Low 

1.92% 
3 No Influence 

156 
100% Total 

crucial role in influencing consumer decisions. Consumers carefully evaluate feedback before 

making purchases, and even a few negative comments can reduce trust. 

Q17 — Overall Influence of Social Proof 
 

Response Category Frequency Percentage 

Very Significant 63 40.38% 

Significant 58 37.18% 

Moderate 24 15.38% 

Low 8 5.13% 

No Influence 3 1.92% 

Total 156 100% 

 

Interpretation: 

A large majority of respondents (77.56%) believe that social proof has a significant or very 

significant influence on their purchase decisions.This clearly indicates that social proof is a 

powerful factor in digital marketing. Consumers depend heavily on ratings, reviews, and 

online engagement while making purchasing decisions. 
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Findings 

 
• The majority of respondents belonged to the 18–25 years age group (47.44%), 

indicating that younger consumers are the most active e-commerce users in Pune. 

• Working Professionals (39.10%) and Students (37.18%) formed the largest 

occupational groups, making them the primary audience for social proof-driven 

marketing. 

• Most respondents fell in the ₹15,001–₹30,000 monthly income bracket (32.69%), 

suggesting that middle-income consumers are the core online shoppers in Pune. 

• Over 83% of respondents were graduates or post-graduates, reflecting a well-educated 

and digitally aware consumer base. 

• Monthly shopping (39.74%) was the most common frequency, indicating that 

consumers take time before purchasing and rely on social proof during this decision 

window. 

• Amazon (43.59%) emerged as the most preferred e-commerce platform, followed by 

Flipkart (31.41%), both known for strong review and rating systems. 

• Fashion & Clothing (32.69%) and Electronics (28.21%) were the most purchased 

categories — product types where physical verification is not possible, making social 

proof especially critical. 

• Around 85% of respondents were at least somewhat aware of social proof elements, 

showing that Pune's consumers are already conditioned to look for social signals 

while shopping online. 

• Customer Reviews (50%) were identified as the most attention-grabbing and trusted 

form of social proof, far ahead of star ratings, influencer endorsements, and bestseller 

tags. 

• A combined 81.41% of respondents always or sometimes read reviews before making 

a purchase, confirming that review-reading is a standard part of the buying process. 

• Over 76% agreed or strongly agreed that customer ratings and reviews directly 

increase their trust in a product or seller on e-commerce platforms. 

• Influencer endorsements positively influenced trust for 53.20% of respondents, 

though 26.28% remained neutral, indicating that their effectiveness varies across 

consumer segments. 

• Bestseller tags increased purchase confidence for 68.59% of respondents, showing 

that crowd-validated signals work as effective trust-builders. 

• Nearly 70% of respondents trust user-generated content more than brand-created 

content, confirming that authenticity matters more than polished advertising. 

• 78.84% of respondents have changed their purchase decision always or sometimes 

due to negative reviews, highlighting the powerful role of critical feedback in online 

buying behaviour. 

• A large majority (77.56%) rated social proof as having a significant or very significant 

overall influence on their purchase decisions, confirming its central role in e- 

commerce consumer behaviour in Pune. 

https://ijsrem.com/


           

              International Journal of Scientific Research in Engineering and Management (IJSREM) 
                       Volume: 10 Issue: 04 | April - 2026                          SJIF Rating: 8.659                                    ISSN: 2582-3930                                                                                                                                               

 

© 2026, IJSREM      | https://ijsrem.com                                                                                                      |        Page 24 
 

Recommendation 

The findings of this study suggest several important recommendations for e-commerce 

businesses, consumers, and regulatory bodies to strengthen the role of social proof in building 

genuine consumer trust. 

E-commerce platforms should actively encourage buyers to leave honest and detailed reviews 

after every purchase, as customer reviews were found to be the most trusted form of social 

proof among consumers in Pune. At the same time, businesses must invest in verifying the 

authenticity of reviews on their platforms, since fake or manipulated feedback can severely 

damage brand credibility once discovered. Influencer partnerships should be chosen based on 

relevance and genuineness rather than follower count alone, as consumers are becoming 

increasingly selective about the voices they trust online. Platform-generated signals such as 

bestseller and trending tags should be based on real and updated sales data so that they 

continue to serve as reliable trust indicators for buyers. Negative reviews should not be 

ignored — responding to critical feedback promptly and professionally demonstrates 

accountability and can help rebuild confidence among prospective buyers. 

From the consumer's perspective, it is advisable to read multiple reviews rather than 

depending on a single opinion before making a purchase. Consumers should also be mindful 

of overly positive or vague reviews that may lack authenticity, and should give equal 

attention to negative feedback which often highlights real product limitations. Influencer 

recommendations should be treated as one source of information rather than the only 

deciding factor. 

At the regulatory level, clear guidelines should be introduced to monitor and control fake 

reviews and undisclosed paid endorsements on e-commerce platforms. Influencers and brand 

partners should be required to transparently declare sponsored content so that consumers can 

make well-informed decisions. Regular audits of review systems by independent bodies 

would further strengthen public trust in the online shopping ecosystem. 

Overall, when social proof is managed with honesty and accountability, it has the potential to 

become one of the most powerful tools for building lasting consumer trust in the e-commerce 

industry. 
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Conclusion 

 
The present study was carried out with the aim of understanding how social proof influences 

consumer trust and purchase decisions in the e-commerce industry among consumers in 

Pune. Based on the data collected from 156 respondents and the analysis carried out, it is 

evident that social proof plays a deeply significant role in shaping the way urban consumers 

in Pune approach online shopping. 

The findings of the study make it clear that consumers in Pune do not shop in isolation. 

Before placing an order, most of them actively look for signals from other buyers — whether 

in the form of star ratings, written reviews, bestseller tags, or influencer recommendations. 

This behaviour is not limited to a specific age group or income level; it cuts across 

demographics and reflects a broader shift in how trust is built in the digital marketplace. 

Among all forms of social proof, customer reviews emerged as the most trusted and relied 

upon element. Consumers in Pune place far more confidence in the honest words of a fellow 

buyer than in any form of brand communication. This finding underlines a fundamental truth 

about modern e-commerce — authenticity drives trust more than advertising does. 

The study also found that while influencer endorsements do contribute to trust building, their 

impact is inconsistent. A significant portion of respondents remained neutral about influencer-

driven content, suggesting that consumers are becoming increasingly selective about which 

voices they choose to believe online. Brands investing heavily in influencer marketing must 

therefore focus on genuine, relatable partnerships rather than purely reach-based campaigns. 

Another important observation from this study is the powerful impact of negative reviews. 

Nearly 79% of respondents have changed their purchase decision at least sometimes because 

of negative feedback. This highlights that social proof works both ways — it can build 

confidence just as effectively as it can destroy it. For e-commerce businesses, this means that 

managing review quality and responding to customer concerns is not optional but essential. 

The overall picture that emerges from this research is one where social proof has moved from 

being a supporting element to becoming a central pillar of consumer decision-making in e-

commerce. For businesses operating in this space, especially those targeting Pune's young, 

educated, and digitally active population, investing in genuine social proof strategies is no 

longer a choice — it is a necessity. 

In conclusion, this study successfully demonstrates that social proof has a strong, measurable, 

and direct impact on consumer trust and buying behaviour in the e-commerce industry in 

Pune. As online shopping continues to grow and competition among platforms intensifies, the 

brands that prioritise building authentic social proof will be the ones that earn lasting 

consumer trust and long-term loyalty. 
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Annexure 

Questionnaire 

"Impact of Social Proof on Consumer Trust in the E-commerce Industry among Consumers in 

Pune" 

Q1. What is your gender? 

• Male 

• Female 

• Prefer not to say 

Q2. What is your age group? 

• 18–25 years 

• 26–35 years 

• 36–45 years 

• 46 years & above 

Q3. What is your occupation? 

• Student 

• Working Professional 

• Homemaker 

• Self-employed 

Q4. What is your monthly income / pocket money? 

• Below ₹15,000 

• ₹15,001 – ₹30,000 

• ₹30,001 – ₹50,000 

• Above ₹50,000 

Q5. What is your educational qualification? 

• HSC / 12th 

• Graduate 

• Post Graduate 

• Other 

Q6. How frequently do you shop online? 

• Daily 

• Weekly 
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• Monthly 

• Rarely 

Q7. Which e-commerce platform do you use the most? 

• Amazon 

• Flipkart 

• Myntra 

• Meesho 

• Others 

Q8. What type of products do you mostly purchase online? 

• Electronics 

• Fashion & Clothing 

• Groceries 

• Personal Care 

• Others 

Q9. Are you aware of the concept of social proof in online shopping? 

• Yes, fully aware 

• Somewhat aware 

• Not aware 

Q10. Which form of social proof grabs your attention the most while shopping online? 

• Customer Reviews 

• Star Ratings 

• Influencer Endorsements 

• Bestseller Tags 

Q11. How often do you read customer reviews before making a purchase online? 

• Always 

• Sometimes 

• Rarely 

• Never 

Q12. Customer ratings and reviews influence my trust in a product or seller on e-

commerce platforms. 

• Strongly Agree 
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• Agree 

• Neutral 

• Disagree 

• Strongly Disagree 

Q13. Influencer or celebrity endorsements increase my trust in products listed on e-

commerce platforms. 

• Strongly Agree 

• Agree 

• Neutral 

• Disagree 

• Strongly Disagree 

Q14. Bestseller tags on e-commerce platforms increase my confidence in buying a 

product. 

• Strongly Agree 

• Agree 

• Neutral 

• Disagree 

• Strongly Disagree 

Q15. Compared to brand-generated content, how much do you trust user-generated 

content such as customer photos and videos? 

• Much More 

• Somewhat More 

• Equal 

• Less 

• Much Less 

Q16. Have you ever changed your purchase decision based on negative reviews? 

• Yes, Always 

• Yes, Sometimes 

• Rarely 

• Never 

Q17. How significant is the overall influence of social proof on your purchase decisions? 
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• Very Significant 

• Significant 

• Moderate 

• Low 

• No Influence 
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