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Abstract: Customers' reliance on eWOM 

(electronic word of mouth) communication has 

increased as the Internet has become more 

pervasive. reviews of products that are shared on the 

web Consumers rely on the internet more than any 

other medium when making purchasing decisions. 

Effective e-marketing is now a vital success factor 

for new product launches because of the importance 

of user-generated material, notably online product 

reviews, in helping consumers make well-informed 

purchasing decisions. Sales of media like books, 

movies, and video games can be boosted by good 

evaluations posted online, according to an ever-

growing body of academic literature. Researchers 

have offered strategies for altering online product 

reviews to help marketers take advantage of 

eWOM. Methods such as targeting powerful 

individuals, praising advocates, and hiding product 

details are used. However, empirical data on how 

the sales of new products are impacted by internet 

reviews is not always trustworthy. 

Keywords: Online product reviews, panel data 

analytics, word-of-mouth marketing, and sales of 

new products. 

 

1. INTRODUCTION 

Customers' reliance on eWOM (or electronic word 

of mouth) communication as a resource for 

information before making a purchase has grown in 

importance since the advent of the Internet. Internet 

product review websites are more effective than any 

other medium at persuading consumers to make a 

purchase. User-generated content, in particular 

online product reviews, has become a major driving 

factor in new product sales, making efficient e-

marketing essential to the success of new product 

launches.[1]. Online customer reviews of products 

including books, films, and video games have been 

linked to increased sales in a growing number of 

studies. Researchers have suggested several tactics 

on how to sway online product reviews, including 

identifying the influentials, motivating supporters, 
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and withholding product details, to assist marketers 

in harnessing the power of eWOM. Online product 

reviews can have a significant impact on sales, 

however there is a lack of trustworthy empirical 

data on this topic. 

Three variables of customer product reviews have 

been closely scrutinized in the Internet market: 

volume, valence, and dispersion. The justification 

for tracking the quantity of product reviews is clear: 

Online forum conversations about a product raise 

customer awareness of it. 

Potential buyers can gain insight into the quality of 

a product and be given a recommendation when 

ratings and the ratio of positive to negative 

comments are considered[2]. Previous research on 

online WOM have used product ratings to estimate 

sales of "new products" like television episodes, 

movies, and books. 

 

2. RESEARCH FRAMEWORK  

WOM serves as the foundation for interpersonal 

communications in the marketplace, which have a 

big impact on how customers evaluate products and 

make purchases. WOM, especially text messages 

designed for online distribution, has demonstrated 

greater effectiveness than printed information since 

it is regarded as more valuable and credible.[3]. 

Studies on the spread of innovations have 

discovered a strong correlation between consumer 

behavior and market performance and the volume 

of WOM[4]. Marketers worry a lot about negative 

word-of-mouth (WOM) spreading faster than 

positive WOM, especially online. Since WOM may 

be both beneficial and detrimental, especially for 

new products, many professionals view it as a two-

sided coin. Word of Mouth (WOM) has been 

described as "the world's most effective, yet least 

understood marketing instrument" due to its 

pervasive effects. Even before the broad availability 

of the Internet, there was a lot of theoretical data to 

support the impact of WOM on the sales of new 

products. Due to their propensity to follow in the 

footsteps of innovators and early adopters, 

researchers have spent a lot of time studying the 

efficacy of word of mouth as a communication route 

among the early majority and late majority.[5]. 

Product creators and early adopters are most 

influenced by the media (PLC). People's opinions 

on newly released products are spread through 

WOM networks after they've had a chance to try 

them out for themselves. 

As a result, the link between word of mouth and 

sales of new products takes the form of a U-curve. 

The density function of time is used to determine 

the coefficients of word-of-mouth (WOM) 

influence for imitators and mass media impact for 

innovators in studies of innovation dissemination. 
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Sales data, rather than surveys or experiments, has 

been used to infer the effect of WOM on the market 

share of new items. The Bass model's demonstrated 

ability to predict the growth trends of a variety of 

new items has led to its widespread use in sales 

projections across industries.[6]. 

Online WOM is more potent than ever because of 

its speed, ease, reach, and lack of in-person human 

pressure.[7]. Additionally, WOM conversations 

from online forums can now be stored in databases 

by e-commerce companies, providing 

an opportunity to directly and possibly more 

correctly quantify their effects. In order to help 

businesses take advantage of the possibilities 

presented by eWOM, researchers have been 

conducting an increasing number of studies that 

demonstrate customer reviews have a major impact 

on product sales. Results about the effects of online 

review metrics, however, have not always been 

consistent due to varying assessments and study 

techniques. Researches should not only focus on the 

number and quality of reviews, but also on the 

impact of product category, the involvement of 

followers, and the unique form of WOM (i.e., 

positive versus negative reviews). 

 

 

 

 

Figure 1. A Comprehensive Framework on How 

Online Reviews Affect Product Sale. 

 

3. LITERATURE REVIEW 

Numerous variables have been explored in depth to 

determine how internet reviews effect product sales. 

Overall, studies have demonstrated that reviews 

have a favourable effect on sales whereas negative 

evaluations have the opposite effect. [8] Other 

research investigating the effect of review sources 

found that independent review sites had a greater 

impact on sales than the company's own website. 

Detailed, enthusiastic reviews have been 

demonstrated to be more influential on sales than 

bare-bones factual ones. 

A. Online reviews' effects on consumer behavior 

91% of shoppers examine internet reviews before 
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making a purchase choice, according to a Bright 

Local survey. Consumers now rely heavily on 

online reviews because of the information they 

provide about the product's quality, features, and 

benefits. 

B. The Impact of Ratings and Reviews on Purchase 

Intentions- Online reviews have a major impact on 

how well a product does in the marketplace. A one-

star rise in a product's rating on Yelp results in a 5-

9 percent boost in revenue, according to a study 

conducted by Harvard Business School. The 

conversion rate for products with reviews was found 

to be 270% higher than for those without in a study 

conducted by the Spiegel Research Center. 

C. A consumer's faith and confidence in a business 

or a product may be swayed by what other 

customers say about it online. According to a 

Reevoo study, consumers are more likely to believe 

reviews when both good and negative feedback is 

present, and they are more likely to assume 

censorship or phony reviews when there aren't any 

bad evaluations at all. 

D. A company's search engine optimization (SEO) 

and website traffic might be affected by customer 

feedback posted on review websites. A study by 

Moz found that online reviews are one of the top 

factors that influence a business's local search 

ranking. [9]In addition, businesses with positive 

reviews tend to receive more website traffic than 

those with negative reviews. 

 

4. METHODOLOGY 

We did a systematic assessment of the literature to 

locate pertinent studies using a variety of databases 

and search phrases in order to give a thorough study 

of the effect of online reviews on product sales. We 

then analyzed the studies in terms of their research 

design, sample size, and key findings, drawing on 

both qualitative and quantitative data to build a 

detailed picture of the impact of reviews on 

sales.[10] In addition, we conducted a meta-analysis 

of the studies, using statistical techniques to identify 

overall effect sizes and examine the moderating 

factors that may influence the relationship between 

reviews and sales. A general methodology for such 

a study could involve the following steps: 

 

A. Define the research question: The research 

issue that the study is intended to address must be 

defined in detail as the first step. The inquiry might 

be, for instance, "What effect do online reviews 

have on product sales?" 

B. Select the sample: The next step is to select the 

sample of products and online reviews that will be 
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analyzed in the study. The sample should be 

representative of the population of products and 

online reviews that the study aims to generalize to. 

It may be necessary to use a random sampling 

method to ensure that the sample is unbiased. 

C. Collect the data: The next stage is to gather the 

data after the sample has been chosen. This can 

entail extracting information from internet review 

sites like Amazon, Yelp, or Google reviews. 

Alternatively, the data could be collected through 

surveys or interviews with consumers who have 

purchased the products in the sample. 

D. Clean and preprocess the data: Before 

analysis, the acquired data must be cleaned and 

processed to remove any errors, missing numbers, 

or inconsistencies. This step may involve data 

cleaning, data transformation, and data 

normalization techniques. 

E. Analyze the data: The data will next be analyzed 

using the proper statistical methods. This could 

involve regression analysis, correlation analysis, or 

machine learning techniques such as decision trees 

or random forests. 

F. Interpret the results: Once the data analysis is 

complete, the results should be interpreted in light 

of the research question. The results should be 

presented clearly and concisely and should include 

statistical significance testing and confidence 

intervals. 

G. Conclude and make recommendations: 

Drawing conclusions from the study's findings and 

offering suggestions for additional research or 

practical applications are the study's last steps. The 

conclusions should be supported by the evidence 

presented in the study and should be relevant to the 

research question. 

5. COLLECTED DATA 

I've put together a survey asking people of varying 

ages their thoughts on the impact of online reviews 

on product sales. In order to gauge the impact that 

user ratings and comments have on a product's 

bottom line, I've included many new question types. 

A.Age group 

My survey includes people from different age 

groups. It is so because people from different age 

groups have different opinions on the same product. 
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Figure 2. Chart of age groups of people  

We have considered people from various age 

groups. our main focus is people whose age is 

between 19 to 21.  

 

B. Marital status 

 

Figure 3. Chart of the marital status of people in our 

survey  

About 87% of people in our survey are unmarried 

whereas 12.5 % of people are unmarried. 

 

C. Education 

Our survey includes people pursuing or having 

different education metrics. About 62.5% of people 

in the survey are undergraduates. About 20 % of 

people are postgraduate. About 3% of people are 

intermediate. We have considered people having 

different highest degrees of education because it 

helps us to understand the thinking of people 

belonging to different educational backgrounds on 

the online reviews of any product. 

 

 

Figure 4. Chart of Highest or pursuing the 

educational degree of people in our survey 

D.Impact of online review on purchasing 

decision 
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Figure 5. chart of the impact of online reviews on 

purchasing decisions. 

In our survey, when we ask various people do online 

reviews impact their purchasing decisions. Almost 

100% of people agreed that online reviews impact 

their purchasing decisions. They agreed that 

positive and negative reviews of products always 

impact their sales in good as well as bad ways 

respectively. A product with having good reviews 

have always high sales as compared to another 

product having bad reviews. 

E. Most purchased categories 

In my survey, I tried to know which category of 

product is most demanding on e-commerce 

websites. I asked many people about which category 

of product they buy most. 

 

 

 

Figure 6. Chart of most purchased product 

category. 

I have added various product categories to my 

survey. These product categories include Dresses, 

Makeup cosmetics, shoes and slippers, Home 

appliances, Electronic Devices, and Books. The 

majority of people agreed that they mostly purchase 

clothing items as compared to any other product. 

F. Preference of word of mouth over an online 

review of any product  

 

About 50 % of people agreed that they can prefer 

word of mouth over the online review of any 

product whereas 45% of people agreed that they 

never prefer word of mouth over the online review 

of any product. Sometimes many people take the 
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word-of-mouth review of any product from its 

existing customer because an existing user of any 

product can accurately give the pros and cons of any 

product.so, sometimes many people prefer word of 

mouth over online reviews. 

 

6. RESULT AND CONCLUSION 

Although each of the online review measures has an 

independent impact on consumer purchases, when 

taken together, they have a significant impact on the 

sales of new products. Due to the sheer volume of 

evaluations, there is an awareness effect that can 

sway consumers' opinions of a product, and 

experience products are especially susceptible to 

this[11]. These findings shed light on the impact of 

eWOM on new product sales, which should be of 

interest to those working in marketing. New product 

sales are significantly affected by all of the major 

online review metrics, but the exact nature of that 

influence differs depending on the product category 

and whether or not the product in question is a 

search or experience product. The number of 

reviews matters, especially for things that are meant 

to be experienced. For search items, though, 

customer reviews matter more. As a result, given the 

rapid spread and extensive reach of online WOM, 

the advantages of happy consumers serving as the 

best advertisement can be multiplied many times. 

Any product that receives favorable and favorable 

reviews draws more customers than one that 

receives unfavorable and unfavorable reviews[12]. 

According to our research, every online review that 

is available for a certain product has an equal chance 

of being viewed by consumers when they are 

deciding whether or not to make a purchase. 

Whereas, in the e-commerce industry, customer 

reviews help them purchase online, and as a result, 

customers are more and more reliant on review data 

to assess the quality of products and make a 

purchasing decision[13]. The vast majority of 

customers always read online reviews before 

making a purchase. We can therefore conclude that 

online reviews are critical to the sales of any goods. 

A positive review of a product has the potential to 

boost sales, whereas a negative review has the 

opposite effect. 
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