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Abstract 

The rise of e-commerce has transformed consumer behavior, with online reviews emerging as a powerful form of 

electronic word-of-mouth. This study investigates how online reviews influence consumer decision-making and the extent 

to which demographic factors such as age, gender, and income moderate this effect. Primary data was collected through 

a structured questionnaire from 121 respondents, complemented by secondary sources. Using factor analysis and 

reliability testing, the findings reveal that review volume, valence, credibility, and ratings significantly impact purchase 

intentions. Consumers exhibit high reliance on peer feedback, with both positive and negative reviews shaping perceptions 

of product reliability, trust, and quality. The study highlights implications for businesses in managing online reputation 

and fostering authentic consumer engagement. 
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1. INTRODUCTION 

The rise of e-commerce and online platforms in the digital age has changed how customers communicate with companies 

and make decisions about what to buy. Online evaluations, which function as a type of electronic word-of-mouth and 

provide customers with firsthand information about goods and services, are among the most significant components of 

this shift. Potential customers may access a multitude of information and viewpoints with a few clicks, which has a big 

impact on how they perceive quality, value, and satisfaction. Online reviews have developed into a potent predictor of 

consumer behavior in addition to being a tool for feedback. Businesses and marketers both must now comprehend the 

scope and character of online reviews' influence as more customers look to them for advice. 

 

Consumers can now openly and extensively share their thoughts, experiences, and evaluations more than ever before 

thanks to the introduction of Web 2.0 technology. Users can write ratings and in-depth reviews on websites like Google 

Reviews, Yelp, TripAdvisor, and Amazon that are accessible from anywhere in the world. Both consumers and corporate 

accountability have grown as a result of this democratization of opinion. Online evaluations are user-generated and are 

seen as more genuine and reliable than traditional advertising, which is usually one-way and under the company's control. 

As a result, they have a big influence on how customers think and behave. 

 

The impact of online reviews on different phases of the customer decision-making process, such as information search, 

alternative evaluation, and ultimate purchase choice, has been the subject of numerous research. Although the general 

impact of reviews is generally accepted, the extent of that influence might differ depending on a number of variables. The 

consumer's demographic profile is among the most crucial factors to take into account. Consumers' perceptions and 

responses to online evaluations can be influenced by a variety of factors, including age, gender, income, education, and 

digital literacy. For example, younger, digital native consumers might be more dependent on internet reviews than elderly 

people, who might still value conventional media or personal recommendations. Likewise, wealth level may affect how 

sensitive a consumer is to unfavorable evaluations, with lower-income consumers possibly being 

more risk-averse. 

In light of this, the current investigation is directed by two main goals. Its first goal is to ascertain how much internet 

reviews affect consumers' decisions to buy. This entails analyzing the ways in which various review formats—positive, 

negative, thorough, and brief—influence consumer decisions and determining which phases of the decision-making 

process are most impacted. The second goal of the study is to determine how demographic variables like income, gender, 
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and age affect how internet reviews affect consumer behavior. By examining these aspects, the study hopes to offer a 

comprehensive grasp of consumer psychology in the online market as well as practical advice for companies looking to 

improve their online visibility and client interaction. 

 

The practical consequences of this discovery are what make it significant. Marketers may develop more successful 

reputation management, customer interaction, and content marketing strategies by knowing how and why customers are 

impacted by online reviews. The results can help platform developers and politicians create features and standards that 

improve the dependability and transparency of online reviews. The study adds to the expanding body of research on digital 

consumer behavior and the function of social influence in online settings, which is of interest to academic scholars. 

 

The framework for a thorough investigation of how internet reviews affect consumer decision-making is laid forth in this 

introduction. It starts with a thorough analysis of the psychological processes that underlie the impact of online evaluations 

and their function in the digital economy. The discussion of the moderating influence of demographic factors follows, 

laying the groundwork for a thorough examination of the relationship between online reviews and customer attributes. 

This study intends to provide insights that are essential to businesses, consumers, and scholars alike by shedding light on 

one of the most dynamic features of modern consumer behavior through empirical analysis and theoretical discussion. 

 

In conclusion, it's critical to comprehend the complex influence that internet evaluations have on consumer behavior as 

they continue to influence the business environment. The study aims to present a thorough picture of how digital feedback 

mechanisms impact purchasing decisions by concentrating on both the overall impact of reviews and the demographic 

elements that mediate this influence. In addition to improving the theoretical foundation of consumer behavior, this 

understanding gives stakeholders the skills they need to succeed in the digital marketplace. 

 

2. OBJECTIVE OF THE STUDY 

1. To determine the extent to which online reviews influence consumer’s purchase decisions. 

2. To discover how demographic factors (age, gender, income etc.) moderate the impact of online reviews on consumer 

behavior. 

 

3. REVIEW OF LITERATURE 

Park and Lee (2008) investigated the consequences of the tradeoff between the two roles of online consumer reviews 

(informant and recommender) on purchasing intention depending on consumer involvement. The authors proposed that 

consumer involvement should be a key moderator to determine the consequences of the tradeoff. According to elaboration 

likelihood model (ELM) individuals who are highly involved with a product are more likely to engage in thoughtful and 

effortful processing of persuasive arguments. Individuals who are less involved are not affected by the argument contents, 

but rather by non-content elements (peripheral cues). High involvement consumers may consider the informant role as 

being more important than the recommender role because such consumers are willing to elaborately process the focal 

messages to get additional product information from online consumer reviews rather than use them as a signal of product 

popularity. On the other hand, low-involvement consumers may consider the recommender role as being more important 

than the informant role because such consumers are not likely to elaborately engage in message-processing, therefore they 

rely on them as a simple sign of product popularity. Finally, consumer involvement determining which part is more 

important may moderate the consequences from the tradeoff between the informant and recommender role, and explain 

the change in consumer purchasing intention from the tradeoff. 

Sicilia and Ruiz (2009) examined how consumers purchasing decisions were affected by the large amount of information 

found on the website. Three levels were used: low, medium and high amounts of information. A sample of 105 university 

students was considered in this study. ANOVA test was used for analysis. There was no significant difference between 

the medium information and high information groups. The study confirmed that too much information caused more 

selectivity and prejudices processing. The study found that high amount of information caused anxiety, frustration, stress 

or confusion among the consumers while undertaking an online purchasing task. 
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 Zhang et al. (2010) investigated the persuasiveness of electronic word-of-mouth (eWOM), focusing on consumer product 

reviews. Using regulatory focus theory, the authors proposed that a consumer’s consumption goals associated with a 

reviewed product will moderate the effect of review valence on its persuasiveness. The study reveals that consumers 

evaluating products associated with promotion consumption goals perceive positive review as more persuasive (a 

positivity bias). In contrast, those evaluating products associated with prevention consumption goals perceive negative 

reviews as more persuasive (a negativity bias). These findings are supported by both lab experiments and data from actual 

online retailers. The authors concluded that a consumer’s regulatory focus influences how they weight positive versus 

negatively valenced messages. 

Sparks and Brownings (2011) investigated the influence of online reviews on consumer trust and hotel booking 

intentions. It specifically examined how the content, valence, framing, and numerical ratings of online reviews affect 

consumer decisions. The study used an experimental design with 554 participants to analyze the impact of these four 

independent variables on hotel booking intentions and trust. The data was analyzed using ANOVA to determine the effects 

of these variables on hotel booking intentions and trust. The study found that negative information in reviews, especially 

when presented early, significantly influences consumers. Positive framing and numerical ratings increase booking 

intentions and trust. Additionally, reviews focused on interpersonal service more strongly impact trust than those about 

core features. 

 Yayli and Bayram, (2012) aimed to assess the impact of online customer reviews (a type of electronic word-of-mouth) 

on the purchasing decisions of electronic products. A questionnaire was developed for survey purpose. The sample 

included 604 academicians in Turkey. The survey was conducted online using surveymonkey.com. The data was analyzed 

using SPSS 13.0 package. Factor analysis was used to reduce the data and classify variables. One way MANOVA analysis 

was performed to examine the relationship between reading variables and impact on consumer purchasing behavior and 

influence the product choice. This influence was shaped by several factors, including the characteristics and consistency 

of the reviews, the reviewer’s details, the reliability of the website hosting the reviews etc. Furthermore, consumer 

purchase decisions were linked to factors such as purchase frequency, product price and Internet usage. 

 Hu and Bose et al. (2012) addressed the issue of manipulation in online reviews. The study aimed to propose a statistical 

method to detect online review manipulation and to assess how customers respond to products with manipulated reviews. 

It also investigated the effectiveness of manipulation through rating, sentiment and readability of reviews. The data used 

in the research were gathered from Amazon.com using its Amazon Web Services (AWS). A non-parametric method, the 

Wald-Wolfowitz (Runs) test, is proposed to evaluate weather reviews of the product are manipulated. The writing style 

of reviewers was examined by considering factors such as readability and sentiments. The study revealed that 

approximately 10.3% of the products are subject to online review manipulation. While manipulation involves the 

deliberate use of sentiments and ratings, consumers can only detect manipulation through ratings, but not sentiments. 

 Almana and Mirza (2013) investigated the influence of electronic word of mouth (eWOM) on online purchasing 

decisions of Saudi Arabian customers. The questionnaires were used as a primary source of data collection. The sample 

size was of 150 valid responses collected from Saudi citizens with online purchasing experience. The average reliability 

coefficient (Cronbach’s Alpha) was used to ensure reliability. Descriptive statistics were used to analyze the demographic 

data and responses to the questionnaire statements. The findings showed that the internet shoppers of Saudi were 

significantly influenced by electronic word of mouth in their online purchasing decisions. The characteristics of online 

reviews such as (consistency, number, recency) and website characteristics (popularity, reliability) influence purchasing 

decisions of consumers while the demographic profile of reviewers had the least impact on purchase decisions. 

 Zhang et al. (2014) investigated how inconsistent online reviews affect consumers’ decisions to make online purchases. 

Inconsistent reviews are the mix of positive and negative reviews. The study also looked at whether these effects differ 

between male and female customers. Data was collected through an online questionnaire where the sample size was 100, 

with 50 in the control group add 50 in the treatment group (24 females add 26 males). The Structural Equation Modeling 

(SEM) was used for data analysis. The findings of the study indicated that consumers trust in online retailers affects their 

emotional trust, which in turn influences their intention to purchase. When consumers were exposed to inconsistent 
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reviews, emotional trust had a stronger influence on purchase intentions. Additionally, the moderating effect of 

inconsistent reviews was more significant for female consumers compared to male consumers. 

Schepers (2015) tried to investigate the factors of online reviews that impact consumer buying decisions. Data was 

collected during the period of seven days in June 2015. The sample was collected via the primary source i.e., questionnaire. 

The questionnaire was conducted, and its practical applicability was tested among 244 Dutch respondents. An exploratory 

factor analysis (EFA) was run to identify the number of latent factors. The study proved the fact that the five factors of 

online reviews had an impact on the consumer buying decisions which included quality, source credibility, timeliness, 

valence, volume. The result of this survey also showed organizations that huge amounts (85.8%) of Dutch online 

customers make use of online views in their purchased decisions. The study revealed that by using online reviews, 

organization influenced the buying decisions of consumers. 

 Park and Nicolau et al. (2015) aimed to estimate the relationship between consumer review ratings and perceived 

usefulness and enjoyment of those reviews. The research was based on the sample size of 5090 online reviews. These 

reviews were drawn from 45 restaurants located in London and New York. The data for the study was collected from 

Yelp.com, a website known for posting a large volume of customer feedbacks on restaurants. The study used count models 

to analyze the effect of online reviews on usefulness and enjoyment. It employed the Negative Binomial Distribution to 

address the limitations of Poisson distribution, which assumes mean-variance equality. The findings of the study indicated 

that extreme rating( both positive and negative) were perceived as more useful and enjoyable than moderating rating. This 

suggested a U-shaped relationship between the view rating and consumer perception additionally, the study found as 

metric effect, where negative reviews have more significant impact on perceived usefulness compared to positive reviews. 

4. RESEARCH METHODOLOGY 

Research Design: The descriptive research design was used for this study. 

Sampling Size: The size of the sample of the study was selected as 121. They were personally interviewed. At the time 

of selecting the respondents, care was taken to select the respondents with different social economics background and 

with different demographic features to present true and fair picture.  

Sampling Design: In the present study, Non-Probability convenience sampling technique has been used. The respondent 

has selected from different districts of Punjab, Tarn Taran and Amritsar. 

 Data Source 

In this study, two types of data have been used. They are as follows 

• Primary Data 

• Secondary Data 

Primary Data 

Primary data is the data collected by the researcher for his study from the respondents. It is the first- hand information 

which is available directly to the researcher. 

In this study, primary data has been collected through self-structured questionnaire. The questionnaire was filled by the 

respondents. The sample size of the study is 121 respondents. 

Secondary Data 

Secondary data refers to information that has already been collected, processed and published by someone else for a 

purpose other than your current research. 

https://ijsrem.com/


          
             International Journal of Scientific Research in Engineering and Management (IJSREM) 

                        Volume: 09 Issue: 12 | Dec - 2025                                SJIF Rating: 8.586                                       ISSN: 2582-3930                                                                                                          

 

© 2025, IJSREM      | https://ijsrem.com                                 DOI: 10.55041/IJSREM55266                                               |        Page 5 
 

The present study used both primary and secondary data. The primary data is collected through a questionnaire and 

secondary data collected through research papers, articles, journals, websites etc. 

5. FINDINGS 

The study reveals that the majority of respondents are female (69.4%) and belong to the age group of 25–34 years (46.3%). 

Most participants are postgraduates (58.7%), salaried employees (40.5%), and earn a monthly income below ₹20,000 

(56.2%). A significant proportion of respondents (71.1%) consider both positive and negative reviews equally before 

making purchase decisions. The findings further show that many respondents frequently shop online (29.8%) and 

consistently read reviews prior to purchasing a product (55.4%). Negative reviews play a strong role in influencing 

decisions, as 82.6% reported rejecting products due to unfavorable feedback, while 74.4% stated that they have purchased 

products solely because of positive reviews. Additionally, nearly half of the respondents (45.5%) remain neutral regarding 

sharing reviews after making a purchase. 

Reliability test: The reliability test was performed on 18 items and Cronbach’s alpha came out to be 0.900, which 

indicates a high level of internal consistency of our scale. 

Kaiser Meyer Olkin test (KMO)- KMO value is greater than 0.7 which shows that data is adequate to run factor analysis. 

Factor Analysis: 

Factors Statements Eigen value Total Variance 

explained (%) 

Review Volume  I believe products with more 

reviews are more popular and 

reliable. 

6.959 21.479 

  Even with a moderate rating, a high 

number of reviews make me more 

confident in the product. 

  

  I consider the volume of reviews as 

a sign of customer satisfaction and 

demand. 

  

  A high review rating makes me 

assume the product is of good 

quality. 

  

  I consider products with ratings 

below 4 stars to be less reliable. 

  

  The number of reviews influences 

my perception of a product’s 

credibility. 

  

Review Valence I always look for the reviews before 

buying a product online. 

1.705 42.547 

  When online reviews are mixed, I 

carefully weigh the positive & 

negative comments before deciding. 

  

  The presence of negative reviews, 

even alongside positive ones, makes 

me less confident in a product. 

  

 Negative online reviews strongly 

deter me from buying a product. 
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  I trust reviews more when they 

include photos or videos of the 

product. 

  

 Positive online reviews significantly 

increase my likelihood of buying a 

product. 

  

 Online reviews are more credible.   

  I only trust reviews that seem 

detailed and genuine. 

  

Review 

Credibility 

 I only trust reviews that seem 

detailed and genuine. 

1.140 52.656 

  I find expert or influencer reviews 

less trustworthy than regular user 

reviews. 

  

 Too many similar reviews make me 

suspect that they may be fake or 

manipulated. 

  

Review Rating  I am willing to pay more for a 

product with consistently high 

ratings. 

1.058 60.342 

 Higher review ratings increase my 

likelihood of purchasing a product. 

  

 

6. CONCLUSION 

It is clear from the survey results that internet reviews have a significant influence on how customers make decisions. A 

significant degree of reliance on peer feedback is evident from the vast percentage of respondents who stated that they 

regularly or always check reviews before making a purchase. Customers care about reviews' validity and quality in 

addition to their existence. 

Customers frequently interpret a high number of reviews as an indication of a product's popularity and dependability, 

according to the statistics. There is some selectivity involved in this view, though. Although a large number of reviews 

can boost customer confidence, an excessive number of evaluations that are repeated or similar raise suspicions, raising 

the possibility of fraud or manipulation. This demonstrates how customers are assessing online material with more 

awareness and criticality. 

  

In conclusion, the survey demonstrates that internet evaluations have a substantial impact on consumer behavior by 

influencing trust and perceptions of authenticity in addition to offering information. In an increasingly review-conscious 

industry, this means that companies and online platforms must promote honest, varied, and high-quality evaluations in 

order to draw in and keep customers. 
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