International Journal of Science and Research (1JSR)
ISSN: 2319-7064
SJIF (2022): 7.942

A Study on Impact of Online Reviews and Ratings
Influence on Consumer Trust and Purchasing
Decisions in the Digital Market Place
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Abstract: The rise of online platforms and social media has transformed consumer behavior, with online reviews and ratings
becoming essential in shaping purchasing decisions. This report explores the influence of online reviews on consumer trust, examining
factors such as review authenticity, sentiment, and content detail. By analyzing how these factors affect purchasing choices, the study
highlights the importance of transparent, detailed reviews in fostering consumer confidence. It also provides insights for businesses on
how to manage their online reputation and leverage consumer feedback to improve products and services. The findings suggest that
consumers are highly influenced by reviews from verified purchasers, those offering detailed and balanced opinions, and those from
credible reviewers, which underscores the significant role online reviews play in driving sales and shaping brand perception in the

digital marketplace.
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1. Introduction

The digital era has significantly transformed consumer
behavior, particularly in terms of how purchasing decisions
are made. With the rise of online platforms and social media,
consumers now have easy access to an extensive array of
information, making reviews and ratings vital to their
decision - making processes. These online evaluations not
only convey the experiences of previous buyers but also act
as a form of social proof, heavily influencing consumer
trust. As individuals increasingly look to the insights and
opinions of others, the importance of online reviews has
become paramount.

This report investigates the complex connection between
online reviews and consumer trust, analyzing how elements
like review quantity, sentiment, and authenticity collectively
influence purchasing choices. It also examines the
implications for businesses, highlighting strategies for
effective online reputation management and the use of
consumer feedback to enhance offerings. By understanding
this relationship, companies can better navigate the digital
marketplace, adapting their engagement strategies to build
consumer confidence and increase sales. Through a thorough
analysis, this report aims to clarify the critical role of online
reviews in shaping consumer behavior in today's
interconnected environment. So, this study is an attempt to
know whether Online Reviews and Ratings Influence on
Consumer Trust and Purchasing Decisions.

2. Review of Literature

Research indicates that online reviews are crucial in building
consumer trust in India. Gupta and Harris (2010) found
that positive online reviews significantly enhance trust
among Indian consumers, leading to higher purchase
intentions. Similarly, a study by Sharma et al. (2019)
highlighted that consumers view reviews as a reliable source
of information, especially in a market where personal
recommendations may be limited.

A study by Sinha and Thakur (2020) demonstrated that
detailed reviews, which provide comprehensive insights into
product performance, are more persuasive for Indian
consumers. Additionally, the sentiment of reviews—positive
or negative—was found to correlate with consumers'
purchase intentions, reinforcing findings from global
research (Khan et al., 2021).

A study by Verma et al. (2020) suggested that Indian
consumers place a high value on community and familial
recommendations, which extend to online reviews. This
collectivist culture leads consumers to consider the opinions
of others more heavily, particularly in categories such as
travel and electronics.

Research by Roy and Sahu (2021) indicated that social
media platforms amplify the impact of online reviews, as
consumers frequently share their experiences and seek
validation from peers. This interconnectedness heightens the
influence of both positive and negative reviews on
purchasing behavior.

A study by Jain and Khanna (2022) highlighted that the
prevalence of fraudulent reviews undermines consumer
trust, prompting calls for more robust mechanisms to verify
authenticity. Future research should explore strategies for
combating fake reviews and investigate the long - term
effects of consumer trust on brand loyalty in India.

Significance of the study

As the digital marketplace continues to expand,
understanding how consumers make purchasing decisions is
crucial. This study provides insights into the factors that
shape consumer trust, particularly in the context of online
reviews, which are now integral to the buying process.

For businesses operating in an increasingly competitive
environment, leveraging online reviews can be a game -
changer. By identifying the specific elements of reviews that
influence consumer trust, companies can enhance their
marketing strategies, manage their online reputation
effectively, and ultimately drive sales.
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By clarifying the connection between online reviews,
consumer trust, and purchasing decisions, this study offers
practical insights that can enhance practices in the digital
marketplace and foster a more informed consumer audience.

Scope of the study

This study aims to provide a comprehensive understanding
of the relationship between online reviews, consumer trust,
and purchasing decisions among customers, offering
valuable insights for businesses, consumers, and
policymakers in navigating the complexities of the digital
marketplace.

Objectives of the study

e To assess how online reviews and ratings impact
consumer trust in products.

o To explore the relationship between online reviews and
consumer purchasing decisions.

e To understand the extent to which online reviews
influence consumers' purchasing decisions.

« To identify factors that contributes to the credibility and
authenticity of online reviews.

3. Research Methodology

Selection of Sample:
The respondents of the study consist of consumers who are
from Ernakulam City.

Sample Size:
A sample of 100 respondents has been selected for the study.

Sampling Method:
Simple random sampling method has been adopted for
selecting the sample.

Data Collection:

The study is designed as a descriptive one and makes use of
relevant information and it is collected through both primary
and secondary sources. The primary data are collected from
consumers in  Ernakulam District through structured
questionnaire. Secondary data were collected from journals
and websites.

Tools for Analysis:

The data were suitably classified and analyzed based on the
objective of the study. For analysis, statistical tools like
percentages and chi square were used.

Hypothesis:

Ho: Online reviews do not significantly influence consumer
trust in a product or service.

H1: Online reviews significantly influence consumer trust in
a product or service.

Data Analysis

Table 1: Factors Influence to Trust A Review

Reasons No of respondent | Percentage

Detailed content 30 30%
Verified purchase label 30 30%
Reviewer profile and history 20 20%
Consistency with other reviews 9 9%
Images or videos included 6 6%
Length of the review 5 5%

Total 100 100%

Source: Primary Data

Table 1 reveals that the survey results highlight that when
evaluating product reviews, the most important factors for
respondents are detailed content and a verified purchase
label, each accounting for 30% of the responses. This
suggests that consumers prioritize thorough, specific reviews
and place significant trust in reviews from verified
purchasers, as they are seen as more authentic. Additionally,
20% of respondents value the reviewer's profile and history,
indicating that a consistent and credible review track record
enhances trust. While consistency with other reviews (9%)
and the inclusion of images or videos (6%) provide
additional credibility, they are secondary to the content and
authenticity of the review itself. The length of the review
was the least influential factor (5%), showing that
respondents value quality over quantity in review content.
Overall, consumers tend to prioritize detailed, authentic, and
credible reviews, with less emphasis on length or visuals.

Table 2: Factors that Contributes to the Determine
Credibility and Authenticity of Online Reviews

. No. of
Particulars Respondents Percentage
Verified purchase 35 35%
Detailed and specific information 28 28%
Balanced opinions 20 20%
Reviewer’s profile 10 10%
Writing style 7 7%
Total 50 100%

Source: Primary Data

The survey results indicate that the key factors determining
the credibility and authenticity of online reviews are a
verified purchase, with 35% of respondents considering it
the most important, followed by detailed and specific
information (28%). This highlights that consumers place
high trust in reviews from individuals who have actually
purchased the product and in reviews that offer
comprehensive, specific insights into the product’s features
and performance. Balanced opinions, which account for
20% of responses, suggest that reviewers who provide a mix
of pros and cons are seen as more reliable, as they are
perceived as objective and less biased. A reviewer’s profile
(10%) also contributes to credibility, with respondents
valuing reviewers who have a credible history of posting
helpful feedback. Finally, writing style (7%) is the least
influential factor, indicating that while clarity and
professionalism may play a role, they are secondary to
substance and authenticity. Overall, the findings suggest that
consumers prioritize authenticity, detailed content, and
transparency when evaluating the credibility of online
reviews.
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Table 3: Reactions to a Product with Mostly Negative
Reviews

Particulars No of respondents|Percentage
Avoid purchasing 45 45%
Consider but proceed with caution 35 35%
Ignore the reviews 10 10%
Other 10 10%
Total 50 100%

Source: Primary Data

The survey results reveal how consumers typically react to a
product with mostly negative reviews. A significant 45% of
respondents indicated that they would avoid purchasing a
product with predominantly negative reviews, highlighting
the powerful influence of negative feedback on purchasing
decisions. Meanwhile, 35% of respondents stated they
would consider the product but proceed with caution,
suggesting that some buyers are still open to the product if
they believe the negative reviews might not be fully
representative or relevant to their needs. Only 10% of
respondents would ignore the reviews altogether, indicating
that a minority of consumers are either more confident in
their own judgment or less influenced by online feedback.
Another 10% cited other responses, possibly indicating
factors such as personal experience or trust in specific
reviewers.

With a view to determine whether there is an association
between online reviews and consumer trust in a product or
service, the following hypothesis is framed: -

Ho: Online reviews do not significantly influence consumer
trust in a product or service.

H1: Online reviews significantly influence consumer trust in
a product or service.

To test this hypothesis, chi square test is applied.

Case Processing Summary

Cases
Valid Missing Total
N | Percent [N [Percent | N | Percent

Review_Type *

Trust Level 1001100.00% | 0

0.00% |100 {100.00%

Review_Type * Trust_Level Crosstabulation

Count
Trust_Level Total
High Trust | Low Trust
Positive 40 5 45
Review_Type | Neutral 25 15 40
Negative 5 10 15
Total 70 30 100
Chi - Square Tests
Asymp. Sig.
Value | df (zy o d?
Pearson Chi - Square 18.3202 | 2 0
Likelihood Ratio 18.757 | 2 0
Linear - by - Linear Association |18.118 | 1 0
N of Valid Cases 100

a.l cells (16.7%) have expected count less than 5. The
minimum expected count is 4.50
Source: Primary Data

Since the p - value is less than 0.05, we reject the null
hypothesis. This means that there is a significant
association between the type of online review and the trust
level. This infers that online reviews significantly influence
consumer trust in a product or service.

4. Findings and Conclusion

1)  This study unveils that there is an association between
online reviews and customer trust in a product or
services. Online reviews significantly influence
consumer trust.

2) The study reveals that majority of respondents shop
online at least once a month.

3)  Electronics, clothing, and beauty products are the most
commonly purchased items, followed by groceries and
books.

4) A significant majority read online reviews -either
always, often, or sometimes before making a purchase,
indicating a high reliance on reviews.

5) It was found that majority of respondents find online
reviews to be either very important or important when
making a purchasing decision.

6) The survey revealed that a majority of respondents
always or often check ratings, reflecting the
importance of ratings in the decision - making process.

7)  Majority of respondents place high trust in reviews
when evaluating products.

8) Detailed content, verified purchase labels, and
reviewer profiles are key trust factors for respondents.

9) Verified purchases and detailed, specific information
are the most important indicators of authenticity.

10) Negative reviews have a significant impact, with most
of respondents avoiding products with mostly negative
feedback.

11) Over half of respondents have refrained from
purchasing a product after reading negative reviews,
underlining the powerful influence of reviews on
purchasing decisions.

12) Positive reviews are a strong motivator, with most of
respondents confirming that they’ve made purchases
based on favorable reviews.

13) Detailed written reviews are considered the most
helpful to decide whether purchase or not products,
followed by reviews that include images or videos.

14) Most respondents prefer recent reviews, reflecting the
importance of current feedback when making a
purchase.

15) The majority of respondents require at least a 4 - star
rating before considering a product for purchase.

16) Most respondents avoid products with no reviews,
reflecting the importance of reviews in building trust.

17) Amazon and Google Reviews are the most trusted
platforms, with independent review sites also gaining
some traction.

18) The study revealed that majority of respondents
acknowledging that the platform hosting reviews has a
significant impact on their trustworthiness.

19) A significant number of participants read business
responses to reviews at least sometimes, indicating a
moderate level of interest in how businesses engage
with feedback.
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20) Business responses to reviews positively influence
trust, with half of respondents indicating that such
responses increase their trust in a company.

21) A strong majority of respondents believe that
businesses should respond to all reviews, whether
positive or negative.

22) The overwhelming majority of respondents have a
positive opinion of online reviews, underscoring their
importance in the consumer decision - making process.

5. Conclusion

This study underscores the profound impact that online
reviews and ratings have on consumer trust and purchasing
decisions in the digital era. As the online marketplace
continues to evolve, reviews have become an integral part of
the consumer decision - making process, influencing not
only individual purchasing behavior but also shaping
broader market trends. The findings of this research confirm
that consumers place significant trust in the feedback
provided by their peers, with factors such as review quantity,
sentiment, authenticity, and the platform hosting the reviews
playing crucial roles in determining their influence.

Online reviews have become a cornerstone of consumer
decision - making, with their influence extending far beyond
simple product feedback. They are now a critical tool for
both consumers and businesses, shaping the way products
are perceived and purchased. As consumers continue to rely
on these digital evaluations, the importance of maintaining a
transparent, responsive and authentic online presence has
never been greater for businesses seeking to foster trust,
increase customer loyalty, and drive sales in the digital age.
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