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ABSTRACT 

A customer's decision-making process is being increasingly influenced by online 

consumer evaluations, suggestions of products and services, and the opinions of their 

peers. The several internet platforms that provide product reviews and 

recommendations are distinct from one another in terms of their goals, functions, and 

qualities. Up to this point, the literature has insufficient attention was made to the 

functional qualities of these platforms as a component of customer adoption and choice. 

In light of the fact that this type of consumer-generated material has a significant impact 

on the sales and profitability of businesses, the monitoring of customer reviews and the 

frequent response to those reviews by business organizations has become a significant 

managerial task and an important issue in terms of reputation management. It is 

necessary for businesses to discover consumer review sites, have an understanding of 

the characteristics of these platforms, and continually evaluate the impact that these 

platforms have on the purchase decisions of customers in order to respond effectively 

to customer evaluations. It has been determined through this research that there are 

four primary categories of online review platforms. These categories are company 

websites, social media platforms, e-commerce websites, and google reviews. The 

product reviews that are presented on these platforms are presented in a variety of ways, 

with an emphasis on the various review function aspects. The results of an online poll 

were evaluated to determine how consumers feel about the various review systems and 

platforms, as well as the influence that these factors have on consumer purchasing 

behavior. The results highlight the significance of the legitimacy and usefulness of the 

platform in relation to the faith that customers have in reviews and their dependence on 

them as a source of information during the decision-making process. 
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1. INTRODUCTION 

In the rapidly evolving landscape of modern commerce, the influence of customer reviews on 

customer buying decisions has emerged as a paramount force, reshaping the dynamics of 

consumer behavior. As the digital age provides consumers with unprecedented access to 

information, online reviews have become integral in shaping perceptions, influencing 

preferences, and ultimately guiding purchasing decisions. This introduction seeks to explore the 

latest literature on the profound impact of customer reviews on the contemporary consumer 

landscape, drawing insights from recent studies that capture the nuances of this influential 

phenomenon. Recent research in this field has delved into the multifaceted dimensions of 

customer reviews, offering fresh perspectives on their role in shaping consumer choices. 

Scholars have extended their exploration beyond traditional metrics of review positivity, 

recognizing the importance of nuanced content analysis. Advanced natural language processing 

(NLP) techniques are now employed to decipher the subtleties of sentiment, identifying key 

themes within customer reviews (Liu, 2017; Zhang et al., 2019). Understanding the language 

used in reviews provides deeper insights into the emotional resonance and experiential nuances 

that sway consumer perceptions. Furthermore, the literature underscores the evolving nature of 

the platforms through which customer reviews are disseminated. With the rise of social media, 

researchers have examined how customer reviews intersect with and are influenced by social 

networks. Social influence dynamics, along with the amplification effects facilitated by 

platforms like Instagram, Twitter, and YouTube, contribute to a complex web of interactions 

that significantly impact consumer decision-making (Cheung et al., 2020; Hajli et al., 2017). 

The integration of artificial intelligence (AI) and machine learning (ML) technologies has also 

ushered in a new era in understanding and leveraging customer reviews. Recent studies explore 

predictive analytics models that forecast consumer behavior based on historical review patterns, 

helping businesses anticipate market trends and tailor strategies to meet evolving consumer 

expectations (Ghose & Ipeirotis, 2011; Li et al., 2021). Ethical considerations surrounding 

customer reviews have become increasingly prominent in the latest literature. Scholars examine 

issues such as the prevalence of fake reviews, the ethical responsibilities of businesses in 

managing online reputation, and the potential biases embedded within review platforms 

(Feizollah et al., 2021; Min et al., 2019). The ethical dimension adds a critical layer to the 

discourse on the credibility and authenticity of online reviews. This exploration aims to 

synthesize these recent advancements in the literature, providing a comprehensive 

understanding of how customer reviews, in their current state, influence and shape customer 

buying decisions. By embracing the latest insights from a diverse range of disciplines, this 

review sets the stage for a deeper exploration of the intricacies that define the symbiotic 

relationship between consumers and customer reviews in the contemporary marketplace. 

2. LITERATURE REVIEW 

E-Commerce websites Trust and Credibility: Recent studies have highlighted the crucial role 

of customer reviews in establishing trust and credibility on e-commerce platforms (Li et al., 

2019). Positive reviews contribute to the perceived reliability of products and sellers. Review 

Volume and Recency: A consensus in the literature suggests that a higher volume of reviews, 

especially recent ones, positively influences consumer trust and decision-making (Lee & Youn, 

2009).  
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Company Websites: Control and Moderation: Literature acknowledges that company-

hosted reviews on their websites provide businesses with control over the review ecosystem. 

However, the potential for bias and the need for transparent moderation practices are key areas 

of concern (Sparks & Browning, 2011). Interactive Elements: Recent research has highlighted 

the importance of interactive features on company websites, such as the ability for customers 

to ask questions and receive responses, enhancing the overall customer experience (Cheung & 

Lee, 2012). Social Media Platforms: Influence of Social Networks: Scholars emphasize the 

role of social influence dynamics on social media platforms. Customer reviews, when shared 

within social networks, can amplify their impact and contribute to the virality of product 

recommendations (Hajli et al., 2017). Visual Content and Engagement: Recent literature 

underscores the significance of visual content within social media reviews. The use of images, 

videos, and other multimedia elements enhances engagement and consumer trust (Lee et al., 

2018). Google Reviews: Local Business Impact: Google reviews play a significant role in 

shaping perceptions of local businesses. Recent studies suggest that a high volume of positive 

Google reviews can positively impact local search rankings and attract more customers 

(Mihaylov et al., 2020). Mobile Influence: With the increasing use of mobile devices, research 

points out that Google reviews accessed through mobile platforms significantly influence 

consumer decisions, especially for on-the-go consumers (Willemsen et al., 2011). 

3. DATA ANALYSIS  

An online survey (convenience sampling) in the format of a questionnaire was conducted in 

order to survey consumer purchasing behavior in relation to reviews. The questionnaire was 

Framed to collect the data related to consumer demographics, general social media and review 

behavior and perceptions of reviews The survey was filled in by 150 responders (100 fully 

completed). The respondents of the survey are youngsters about 20-25 age group in the 

Hyderabad city. 

1. Gender 
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2. How often do you purchase products or services online? 

 

3. Which online platforms do you trust the most for customer reviews? 

 

4. What factor is most important to you when evaluating customer reviews? 
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5. To what extent do positive customer reviews impact your perception of a 

product's quality? 

 

6.Do you believe that companies manipulate or influence customer reviews to 

portray their products more positively? 

 

4. DISCUSSIONS AND RECOMMENDATIONS 

1. This survey's respondents are young people between the ages of 20 and 25, and almost all of 

them, both male and female, are aware of online shopping. They also review products and 

services before purchasing them, so businesses should focus on getting feedback from those 

age groups after they have finished shopping. 

2. Respondents purchase the products on a regular and infrequent basis. Most young people will 

only go shopping on occasion. As a result, the company should focus on providing discounts 

and premium services during occasional sales, as well as correcting earlier comments prior to 

occasional sales. 

3. Social networking sites and Google reviews have a significant impact on customer purchasing 

decisions. So, every business organization should keep a social media account and urge clients 

to review their business, as well as distribute the feedback link via Google platforms to review 

after visits and shopping.  
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4. Customer written comments and overall ratings are two critical factors in influencing 

customers to make a purchasing decision. Furthermore, organizations keep cordial relationships 

with clients and give better services in order to receive positive feedback and comments from 

them. 

5. Adult consumers will be greatly influenced to make purchases if they read positive 

evaluations about the product or service they are considering acquiring. As a result, the 

organization makes an effort to address the unfavorable comments as quickly as they can. 

6. Respondents strongly believe that companies can obtain sponsored evaluations to entice more 

clients. As a result, organizations can prioritize organic ratings over purchased reviews. 

Furthermore, shoppers should be informed of fault reviews before purchase. 

5. PROPOSED MODEL 

 

 

Based on the results of the poll, we'd like to suggest a new model that can use customer 

reviews to change people's minds about what to buy.Teenage customers can first look at e-

commerce websites and social networking websites to get more information before making a 

purchase.Second, once customers have all the information they need, they can read the reviews 

and comments of other customers to make sure they want to buy.then, after reading reviews and 

comments on different sites, they will go ahead and place an order.Additionally, it has been 

observed that positive reviews have a big effect on teens' choices about what to buy.  

6. CONCLUSION 

This article examines the influence of online reviews on consumer purchasing behavior. Our 

research has revealed a significant correlation between consumer purchasing behavior and 

customer reviews. Online word of mouth, mostly influenced by these reviews, plays a crucial 

role in this relationship. Online reviews play a crucial role in the purchasing process by 

influencing potential customers to make a purchase, as they are an essential component of the 

overall shopping experience. The provision of informative reviews about a certain product has 

been observed to diminish the consumer's perceived risk, hence encouraging their purchase 

intention and subsequent behavior. These reviews and feedback have a dual purpose: they assist 

potential customers in making informed purchasing decisions and aid the business in enhancing 

the quality of its products and services. Several factors influence customer buying behavior, 

including online product reviews, brand reputation, product availability, pricing, and the buyer's 

desire for the goods. Among these aspects, online product reviews have a significant impact. 

The study primarily relies on the examination of primary data, which encompasses individuals 

from various age cohorts. A questionnaire was devised to conduct a study in selected regions in 

order to gather pertinent data for research purposes. 

 

Customer Reviews 

• E-Commerce websites 

• Google reviews 

• Social media 

• Website reviews 

Review analysis 

• Overall rating 

• Number of reviews 

• Positive, negative 

Comments 

• Reviewer Credibility 

Buying Decisions 

• Placing order 
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[8] Bryman, A., & Bell, E. (2017). Företagsekonomiska for skningsme toder (3th ed). -Busu, M., 

ClodniȚchi, R., & MureȘan, M. L. (2019). Correlation analysis of the spot market prices of the 

Romanian electricity sector. Management & Marketing, vol.14(1), 150-162.  

[9] Campbell, S., Greenwood, M., Prior, S., Shearer, T., Walkem, K., Young, S., ... & Walker, K. 

(2020). Purposive sampling: complex or simple? Research case examples. Journal of Research 

in Nursing, 25(8), 652-661.  

[10] Chen, Y., Fay, S., & Wang, Q. (2011). The Role of Marketing in Social Media: How Online 

Consumer Reviews Evolve. Journal of interactive marketing, Vol.25 (2), p.85-94 -Chen, Y. H., 

Hsu, I. C., & Lin, C. C. (2010). The website attributes that increase consumer purchase: A 

conjoint analysis. Journal of Business Research, 63(9–10), 1007–1014. 

[11] Choshaly, S. H., & Mirabolghasemi, M. (2020). The role of viral marketing strategies in 

predicting purchasing intention of eco-labeled products. Journal of Islamic Marketing. Journal 

of Islamic Marketing, Vol.13 (5), p.997-1015.  



Sarathsimha Bhattaru and N. Niharika 

 

https://iaeme.com/Home/journal/IJARM 8 editor@iaeme.com 

[12] Chua, A. Y., & Banerjee, S. (2015). Understanding Review Helpfulness as a Function of 

Reviewer Reputation, Review Rating, and Review Depth. Journal of the Association for 

Information Science & Technology, vol. 66, issue 2, 354-362. 

[13] Saima, & Khan, M. A. (2020). Effect of Social Media Influencer Marketing on Consumers’ 

Purchase Intention and the Mediating Role of Credibility. Journal of Promotion Management, 

27(4), 503–523. 

[14]  Saumya, S., Singh, J. P., Baabdullah, A. M., Rana, N. P., & Dwivedi, Y. K. (2018). Ranking 

online consumer reviews. Electronic Commerce Research and Applications, 29, 78–89. 

[15]  Sarstedt, M., & Mooi, E. (2019). Regression analysis. In A Concise Guide to Market Research, 

pp. 209-256. 

[16]  Saunders, M., Lewis, P., & Thornhill, A. (2016). Research Methods for Business Students. 

Pearson Education Ltd. Harlow.  

[17] Sethi, R., & Kapoor, D. (2021). Influencer Review Effect on Customer Purchase Intention. 

International Journal of E-Business Research, 17(1), 1–15.  

[18] Shihab, M. R., & Putri, A. P. (2018, February 28). Negative online reviews of popular products: 

Understanding the effects of review proportion and quality on consumers' attitude and intention 

to buy - electronic commerce research. Springer Link. Retrieved April 16, 2022. 

 

 

 

Citation: Sarathsimha Bhattaru and N. Niharika, Buying in the Digital Age: The Significance of Customer Reviews 

for Young Adult Consumers, International Journal of Advanced Research in Management (IJARM). 15(1), 2024. 

pp. 1-8 

 

Abstract Link: https://iaeme.com/Home/article_id/IJARM_15_01_001 

 

Article Link:  

https://iaeme.com/MasterAdmin/Journal_uploads/IJARM/VOLUME_15_ISSUE_1/IJARM_15_01_001.pdf 

 

Copyright: © 2024 Authors. This is an open-access article distributed under the terms of the Creative Commons 

Attribution License, which permits unrestricted use, distribution, and reproduction in any medium, provided the 

original author and source are credited. 

 

This work is licensed under a Creative Commons Attribution 4.0 International License (CC BY 4.0).  

 

 
✉ editor@iaeme.com 


