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JRD -2025-171155 In the digital age, e-commerce has emerged as a dominant force in retail, with customer reviews
serving as a critical factor in influencing purchasing decisions. This research investigates how online
reviews affect consumer purchase intentions and brand loyalty. Through primary survey data from 600
respondents and secondary literature, the study examines variables such as review credibility, sentiment,
volume, and recency. Findings reveal that reviews significantly impact trust, conversion rates, and long-
term customer loyalty. The paper highlights managerial implications for e-commerce platforms and
Issue 11 (1) brands, emphasizing the strategic use of customer feedback.
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Introduction:

E-commerce platforms such as Amazon, Flipkart, and Alibaba have revolutionized

how consumers shop, with purchasing decisions increasingly influenced by peer-generated
submitted-17 Oct. 2025 content in the form of customer reviews. Unlike traditional advertising, reviews are perceived as
more authentic, thereby playing a pivotal role in consumer trust and decision-making. This
paper investigates how e-commerce customer reviews shape buying intentions and foster brand
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The primary objectives of this study are:
e To evaluate the impact of customer reviews on consumer purchase intentions.
To analyze the role of review credibility, sentiment, and volume in influencing decisions.
To determine how customer reviews foster or weaken brand loyalty.
To suggest managerial strategies for leveraging reviews effectively.

Literature REVIEW

Several studies emphasize the importance of electronic word-of-mouth (eWOM) in
shaping consumer behavior. Chen & Xie (2022) argue that consumers perceive peer reviews as
more reliable than advertisements. Duan et al. (2021) found that the volume and recency of
reviews significantly affect product sales rankings. Kumar & Singh (2020) highlight the role of
sentiment polarity (positive vs. negative) in driving purchase intentions. Moreover, Park et al.
(2019) establish that trust in review credibility enhances long-term brand loyalty.

Research Methodology

The study adopts a quantitative approach through primary data collection using
structured surveys. A total of 600 respondents were surveyed across different demographics.
Questions focused on frequency of online shopping, influence of reviews, trust in reviewers, and
brand loyalty. Statistical tools such as regression analysis, correlation, chi-square tests, and
ANOVA were employed using SPSS.
The following hypotheses were tested:
» H1: Customer reviews positively influence purchase intentions.
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» H2: Review credibility strengthens consumer trust and brand loyalty.
* H3: Review volume and recency correlate with higher purchase conversion.
* H4: Negative reviews reduce purchase intentions more strongly than positive reviews increase them.

Findings and Discussion

Factor Percentage of Impact on
Respondents Purchase
Purchased after reading positive reviews 82% Strongly Positive
Avoided purchase after negative reviews 76% Strongly Negative
Trusted verified buyer reviews 88% High Trust
Relied on review recency (last 3 months) 65% Moderate Positive
Review Characteristic Correlation Coefficient Impact on Brand
(r) Loyalty
Credibility of reviewer 0.78 High Positive
Volume of reviews 0.65 Moderate Positive
Recency of reviews 0.59 Positive
Negative sentiment -0.71 High Negative

The findings indicate that consumer trust in reviews is pivotal to purchase intentions. A significant 82% of
respondents admitted making a purchase after reading positive reviews, while 76% avoided a purchase due to negative
reviews. Verified buyer tags and credibility strongly enhanced trust. Regression analysis showed review credibility
(B=0.62) as the strongest predictor of brand loyalty.

Conclusion

This study confirms that e-commerce customer reviews play a significant role in shaping purchase intentions
and fostering brand loyalty. Positive, credible, and recent reviews drive higher conversion, whereas negative reviews
cause stronger deterrence. Businesses must prioritize strategies to encourage authentic customer feedback, manage
negative reviews constructively, and highlight verified buyer experiences.

Recommendations
e Encourage verified buyers to leave detailed reviews to increase credibility.

e Implement Al tools for sentiment analysis to track review trends.

e Address negative reviews promptly to mitigate damage and improve trust.
e Highlight recent and relevant reviews to enhance consumer confidence.

e Integrate multimedia reviews (images/videos) to provide authenticity.
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