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Abstract

Word-of-mouth (WOM) communication is broadly acknowledged as a significant factor in
building marketing strategies and communications. Invention of the Internet and expansion of social
media have added a new electronic dimension to traditional WOM, consequently changing it into
electronic WOM (eWOM). eWOM is defined as all informal communications directed at consumers
through Internet-based technology related to the usage or characteristics of particular goods and
services, or their sellers. Customers recognize that online consumer reviews help them to determine
eWOM credibility and to make buying decisions. The objective of the study is to assess the impact of
eWOM (Online Consumer Reviews) on consumers’ buying decision of electronic products. This
emphasizes on the relationship between online reviews and buying behaviour of consumers. An
instrument was set up to gauge the proposed builds, with questionnaire items taken from prior studies.
This descriptive study involved the Survey technique to collect primary data with the help of Google
forms. The outcomes demonstrate that consumer reviews have an underlying impact on consumer
Buying behaviour and they have an effect on choosing the products by consumer. The results show that
customers are especially impacted by eWOM, and that a larger percentage of them are dependent on
such online reviews when making decisions to buy products through the Internet.
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Introduction
Local Consumer Review Survey, 2014 report demonstrates that 88 per cent of the

consumers trust online reviews as much as personal recommendations. This is further
supported by another study by Dimensional Research in 2013, which demonstrates that an
staggering 90 per cent of the shoppers say that their buying decisions are impacted by online
reviews (Marketing Land, 2013). Online reviews are one type of electronic word-of-mouth
(eWOM) communication.

Word Of Mouth (WOM) communication defines as passing of information between a
non-commercial communicator (i.e., someone who is not rewarded) and a receiver concerning
a brand, a product, or a service. The creation of the Internet has added a technological
dimension to it by introducing electronic channel (medium) Dichter (1966).
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eWOM (Electronic Word of Mouth) communication refers to any positive or negative
statement made by potential, real, or former customers about a product or a company, which
is made accessible to a multitude of people and institutions via the Internet (Hennig-Thurau et
al., 2004). eWOM can be communicated in different structures such as opinions, online ratings,
online feedback, reviews, comments, and experience sharing on the Internet. It utilizes online
communication channels, for example, blogs (blogger.com, worldpress.com), review sites
(yelp.com, epinions. com), discussion forums (chan4, gaia online), online e-retailers
(Amazon.com, bestbuy.com), company’s own brand and product sites (Microsoft, Apple), and
social networking sites (Facebook, Twitter) (Mishra & Satish, 2016). Technological flexibility
makes it possible to express eWOM content not only by using textual information but also by
using rich multimedia such as images, videos, and animations. Much of the time, eWOM isn't
restricted to geological limits and does not vanish with the progression of time. The life of
eWOM content is boundless. It stays always and is not erased or removed at regular time
intervals, except there are lawful issues joined to it.

Consumers have grasped and will persistently tap the importance of Web 2.0 tools in
the exchange of opinions, posting of remarks, reviews, and studies on the digital platform. The
digital platform is comprised of weblogs, newsgroups, discussion forums, social network
websites, review websites, and online newspaper columns.

One type of eWOM is online consumer reviews, it comprises of analyses and
discourses created and posted by the end users of products who have spent their cash on the
item and without a doubt utilized it. It is a credible source of consumer insight and it can be
used by businesses to make corrective or improvement measures on their products and
services. Through online reviews, different customers share their shopping experiences.
Online shoppers always undertake a review of other shoppers’ remarks and encounters before
they purchase products online. Online reviews provide an essential component of online
shopping decisions as the measure of apparent risk involved is amazingly high. Many
potential online shoppers frequently wait for comments of other shoppers before taking up an
offer. Such data is acquires from online customer review platforms (Cheung & Lee, 2008). This
paper focuses on the impact of online consumer reviews have on consumer buying decisions
taking into consideration the Consumer review, reviewers' reputation and the website’s
reputation as a reliable source of information.

Literature Review

Word-of-mouth (WOM) has been perceived as a standout amongst the most
persuasive assets of data transmission since the start of human culture (Godes and Mayzlin
2004; Maxham and Netemeyer 2002). Before the Internet time, customers shared every others'
item related encounters through conventional WOM (for example discourses with companions
and family (e.g. discussions with friends and family (Sundaram et.al, 1998).

The eWOM phenomenon has been changing individuals' conduct as a result of the
development of Internet utilization. Individuals regularly settle on disconnected choices based
on online data; besides, they will in general depend on the sentiments of different purchasers
when settling on choices about issues, for example, which motion picture to watch or what
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stocks to put resources into (Dellarocas, 2003). Impacts shopper choice as well as effects firm
benefits as it can produce an incentive through market development and market speeding up
(Libai et al., 2013). Notwithstanding, online audits might be exposed to self-choice
predispositions that sway client buy conduct. The peculiar inclinations of early purchasers can
influence long haul customer buy conduct just as social welfare made by the survey
frameworks (Li & Hitt, 2008).

Online consumer reviews (OCR), one type of electronic word-of-mouth, give product
information and recommendations from the customer perspective (Lee et al., 2008). Khammash
(2008) investigated one type of eWOM, online purchaser audits, and the reasons regarding why
customers depend on item surveys preceding making ends on regardless of whether to request
or buy an item on the web. Online purchaser reviews fill in as choice guides, shopper criticism
components, and a suggestion framework in a web based shopping stage. It has likewise been
found by Bae & Lee (2011) that online reviews are adopted by consumers in the light of reducing
perceived risk of negative effects of online shopping. This can influence their attitude towards a
certain product and ultimately their purchasing decision.

Do-Hyung et al., (2008) looked into the impact of various kinds of audit and the amount of
such surveys on buyer aim to buy on the web. The exploration demonstrated that accomplished
customers respect the sort of audit exceedingly to settle on acquiring choices not at all like learners.
Moreover, the quantity of audits influences beginners when contrasted with experienced
customers. The innovative qualities of the Internet and web-based social networking empower
eWOM to spread like out of control fire inside an exceptionally limited ability to focus time. In
response to any faulty explanation or action, the web based life clients can make floods of shock
inside only a couple of hours alluded to as online firestorms (Pfeffer et al., 2014).

The intriguing part is that few studies contradict each other, even though they have
used the similar industry and information. For example, Chevalier and Mayzlin (2006) inspect
book sales at Amazon.com and find that online reviews influence book sales; however, using
information from the same Amazon.com, Chen, Wu, and Yoon (2004) locate that more shopper
suggestions improve the sales, but consumer ratings are not found to be related to sales. In the
movie industry, while Dellarocas, Zhang, and Awad (2007) find online reviews affecting box
office collections, Duan, Gu, and Whinston (2008) propose that the rating of online user
reviews has no significant impact on movies’ box office revenues after accounting for the
endogeneity, but they find film industry sales to be significantly impacted by the volume of
online posting, suggesting the importance of awareness effect. Compared with traditional
word-of-mouth, the electronic word-of-mouth has the features of extensiveness of spreading
information, fast, large volume of information, savable, instant to receive, anonymous and
transcend space and time (Hennig-Thurau et al., 2004). Throughout the eWOM activity,
consumers can obtain high levels of market transparency.

Research Methodology
Objective of the Study: the primary objective of the study is to analyse the impact of

online consumer reviews on buying decisions.
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Hypothesis

 There is no significant impact of online consumer reviews on buying decisions.

 There is no significant impact of Reviewers on buying decisions.

 There is no significant impact of website on buying decisions.

 Research Design

A Descriptive study has been conducted to examine the impact of Online Consumer
reviews on buying decisions. Survey method has been used to collect the responses.

 Sampling Method

A non-probability convenience sampling method has been used.

 Sampling Size

107 respondents from all age group including Academicians and students.

 Data Collection

The primary data has been collected through structured non-disguised questionnaire
which was prepared and circulated by Google forms.

 Instrument of Data Collection

The research instrument is based on various literature reviews. The Items for these
variables (Consumer Reviews, Reviewer and Website) are extracted from the existing research
instruments already developed on these measures (Yayli & Bayram, 2012). A five-point Likert
type scale was used in all the items with ranks 1 (strongly disagree) to (strongly agree) 5. A
total of 20-item questionnaire has been used to measure the three construct variables.

 Data Analysis Techniques

Statistical analysis has been done on IBM SPSS 20 package. Mean, Standard Deviation,
chi-square, etc., are used to analyse the data.

Demographic Analysis

Fig. 1: Age of Respondents
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Fig. 2: Gender of Respondents

Fig. 1 shows that approximately 75% respondents are having age between 21 to 30
years. There are 68% male respondents and 32% female respondents shown in fig.-2. Fig.-3
shows that 41% respondents are having education level of Post-Graduate, 37% Graduate and
21% respondents are Ph.D. holders (Academicians).

Fig. 3: Education Level of Respondents

Fig. 4: Usage of Internet per week of Respondents
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39% respondents using internet per week are 1-5 hours, 21% respondents are having 6-
10 hours of internet usage and 20% respondents are having more than 21 hours of internet
usage (fig. 4).

Fig. 5: Stay in of Respondents

Fig. 6: Reading Reviews of Respondents

66% respondents stay in urban area and 34% respondents are from Rural area (fig-5).
92% respondents are using consumer reviews before buying products and 14% respondents
are sometimes using consumer reviews for buying products (fig-6)

Analysis of Online Consumer Reviews

The second section of the survey highlights the different factors and characteristics of
reviews that might have an impact on consumers. This part is divided into three main
subsections; the first is related to the characteristics of the review itself. It consists of ten
statements that seek to determine the reaction of the shoppers to the consumer reviews (Table
2). The second subsection highlights the characteristics of the reviewer; it includes six
statements that explore the nature of the writer of the review and the influence of such
character on purchasing decisions (Table 3). The third subsection contains four questions that
consider the characteristics of the websites that bear the consumer reviews and the influence of
those website characteristics on the decision making process of making a purchase or
otherwise (Table 4).
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Analysis Related to Characteristics of the Review

Table 1 indicates the descriptive analysis of the statements of respondents about
consumer reviews.

Table 1: Statements of Respondents about Consumer Reviews

Statement Strongly
Disagree Disagree

Neither
Disagree
nor Agree

Agree Strongly
Agree Mean Std.

Deviation Rank

(1) (2) (3) (4) (5)

Consistency of reviews posted
on the website affect my
purchase

F 4 13 18 54 18

3.64 1.021 5% 3.7 12.1 16.8 50.5 16.8

When I buy a product online,
the reviews presented on the
website are helpful for my
decision making

F 4 6 14 55 28

3.91 .976 1% 3.7 5.6 13.1 51.4 26.2

I believe that the product
reviews on the internet are
neutral

F 4 31 30 38 4

3.07 .974 9% 3.7 29.0 28.0 35.5 3.7

Recency of product reviews
posted on the website affect my
purchase decision

F 6 4 30 55 12

3.59 .941 6% 5.6 3.7 28.0 51.4 11.2

When I buy a product online, the
impact of negative online reviews
on my purchasing decision is
greater for expensive goods

F 2 11 26 41 27

3.75 1.010 2% 1.9 10.3 24.3 38.3 25.2

When I buy a product online,
the impact of positive online
reviews on my purchasing
decision is greater for expensive
goods

F 5 10 21 50 21

3.67 1.044 4% 4.7 9.3 19.6 46.7 19.6

Received high ratings for
product affect my purchase
decision

F 4 12 20 49 22

3.68 1.042 3% 3.7 11.2 18.7 45.8 20.6

The number of product reviews
affects my purchase decision

F 5 16 19 48 19

3.56 1.092 7% 4.6729 15 18 45 17.757

If I don’t read the reviews
presented on the website when I
buy a product online. I worry
about my decision

F 12 24 19 39 13

3.16 1.230 8% 11.215 22 18 36 12.1495

Spelling or grammar mistakes
in product review affect my
purchase decision]

F 16 36 18 19 18

2.88 1.337 10% 14.9533 34 17 18 16.8224

Table 1 states that Rank has been given to each statement based on the mean value.
First preference (mean-3.91) is given to the statement when consumers buy online; reviews on
website are helpful for decision making (78%). Second (mean-3.75) is impact of negative online
reviews on buying decisions is greater for expensive items (63%). Third preference (mean-3.68)
is given to the high ratings for product affect the buying decisions. In contrast, least
importance is given to spelling or grammar mistakes in reviews affect my decisions, believing
that the online reviews are neutral and consumer don’t read reviews when they buy a product
online because they worry about their decisions.
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Table 2: Test Statistics for Consumer Reviews
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Chi-Square 68.187a 82.579a 48.935a 85.570a 43.047a 56.879a 53.981a 47.533a 22.486a 12.673a

df 4 4 4 4 4 4 4 4 4 4
Asymp. Sig. .000 .000 .000 .000 .000 .000 .000 .000 .000 .013
Significant @ 0.05

Chi-square test (Table 2) has been conducted to test the hypothesis. Looking into the
p-value it is highly significant. So, researcher fails to accept the null hypothesis. Therefore,
there is significant impact of online reviews on buying decisions. The chi-square value is very
high for criteria- helpfulness of reviews for buying decisions, Recency of reviews, consistency
of reviews, negative reviews for expensive products and high ratings for product, which
shows significant impact of online reviews on buying decisions.

Analysis Related to Characteristics of the Reviewers
Table 3 indicates the descriptive analysis of the statements of respondents about Reviewers.

Table 3: Statements of Respondents about Reviewers

Statement Strongly
Disagree Disagree

Neither
Disagree
nor Agree

Agree Strongly
Agree Mean Std.

Deviation Rank

(1) (2) (3) (4) (5)
Other reviewers’ rating
of usefulness of the
review affects my
purchase decision

F 2 23 23 49 10

3.39 0.988 1% 1.9 21.5 21.5 45.8 9.3

The nick name or the real
name of the reviewers
affects my buying decision

F 11 49 23 16 8

2.64 1.094 5% 10.3 45.8 21.5 15.0 7.5

The frequency of reviews
submitted by a specific
reviewer affects my
purchasing decisions

F 6 25 31 37 8

3.15 1.044 2% 5.6 23.4 29.0 34.6 7.5

The reviewer's age affect
my purchase decision

F 14 38 24 23 8
2.75 1.158 3% 13.1 35.5 22.4 21.5 7.5

The reviewer's residence
affects my purchase
decision

F 20 29 27 21 10

2.74 1.239% 18.7 27.1 25.2 19.6 9.3 4

The reviewer's gender
affects my purchase
decision

F 22 35 26 15 9

2.57 1.206 6% 20.6 32.7 24.3 14.0 8.4

Table 3 denotes the respondents’ responses towards actual product Reviewers. 58%
respondents are giving importance to the usefulness of rating of other reviewers for buying
decisions (mean-3.39). The frequency of reviews by a specific reviewer (42%) affects the buying
decisions (mean-3.15) with 29% respondents are neutral. Reviewer’ age, residence and Gender
are not playing vital role in affecting online buying decisions.

Table 4: Test Statistics for Reviewers
Statement-I Statement-2 Statement-3 Statement-4 Statement-5 Statement-6

Chi-Square 59.495a 50.523a 35.757a 24.262a 10.336a 18.748a

df 4 4 4 4 4 4
Asymp. Sig. .000 .000 .000 .000 .035 .001
Significant @ 0.05
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Table 4 shows the chi-square test to test the hypothesis no.2. The p-value is less than
0.05, therefore null hypothesis is rejected. The chi-square value is high for criteria- other
reviewers’ rating of usefulness of the review which indicates the significant impact of
Reviewers on buying decisions.

Analysis Related to Characteristics of the Website which presents the Reviews

Table 5 indicates the descriptive analysis of the statements of respondents about
Website.

Table 5: Statements of Respondents about Website

Statement Strongly
Disagree Disagree

Neither
Disagree
nor Agree

Agree Strongly
Agree Mean Std.

Deviation Rank

(1) (2) (3) (4) (5)

Reliability of the site that
present the reviews affect
my purchase decision

F 4 9 16 58 20
3.76 .979 1

% 3.7 8.4 15.0 54.2 18.7

Internationality of the web
site that present the reviews
affect my purchase decision

F 4 19 20 52 12
3.46 1.030 4

% 3.7 17.8 18.7 48.6 11.2

Popularity of web site that
present the reviews affect
my purchase decision

F 3 14 14 52 24
3.75 1.038 2

% 2.8 13.1 13.1 48.6 22.4

If the web site that present
the reviews belong to the
company whose product I
want to buy, my purchasing
decision is effected

F 6 9 26 50 16

3.57 1.029 3
% 5.6 8.4 24.3 46.7 15.0

Table 5 states the responses towards Website that presents the online product reviews.
The reliability of the site which presents the reviews (74%) affects buying decisions is very
important win online buying decisions (mean-3.76). Popularity of website (71%), Company’s
own website that presents reviews (62%) and Internationality of website (60%) also equally
important for online buying decisions (mean-3.75, 3.57 & 3.46 respectively).

Table 6: Test Statistics for Website that presents Reviews

Statement-I Statement-2 Statement-3 Statement-4

Chi-Square 85.383a 62.393a 65.009a 58.841a

df 4 4 4 4

Asymp. Sig. .000 .000 .000 .000

Significant at 0.05

Chi-square test (Table 6) is conducted to test the hypothesis-3. Looking into the p-
value, the null hypothesis is rejected. The chi-square value is high for criteria-reliability of the
website, popularity of the site and internationality of website, shows the significant impact of
Website that presents the reviews on buying decisions.

The following overall important criteria that affect online buying decisions denote in
Table 7.
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Table 7: Overall Ratings of Responses of Respondents
Sr. No. Statement From Mean Rank

1 Usefulness of reviews presented on the website Consumer Review 3.91 1
2 Reliability of the site that present the reviews Website 3.76 2

3 Impact of negative online reviews on buying decision is greater
for expensive goods Consumer Review 3.75 3

4 Popularity of web site that present the reviews Website 3.75 4
5 Received high ratings for product Consumer Review 3.68 5
6 Consistency of reviews posted on the website Consumer Review 3.64 6
7 Regency of product reviews posted on the website Consumer Review 3.59 7

8 Reviews on Company’s own website from where consumer
would like to buy Consumer Review 3.57 8

9 The number of product reviews Consumer Review 3.56 9
10 Other reviewers’ rating of usefulness of the review Reviewer 3.39 10

Table 7 describes the overall important statement that affects the buying decisions for
online buying. According to the table-5, Usefulness of reviews on website, high ratings,
consistency of reviews, Recency of reviews, reviews on company’s own website and no. of
reviews are very much important from the consumer reviews point of view. Reliability and
popularity of website is important from the website point of view. Lastly usefulness of other
reviewers’ rating from Reviewers’ point of view is affecting buying decisions. Consumers are
giving more importance on consumer reviews and website and not giving much importance
on reviewer except one.

Conclusion

eWOM is an augmentation of the settled idea of WOM on the Internet stage. The
conventional advertising approach is being changed and adjusted to use the intensity of the
Internet. Consumers have more power with them because of expansion of online networking
and the Internet gatherings and networks. Numerous shoppers specifically or by implication
make utilization of eWOM before making the last buy. Consumers use online reviews, one
type of eWOM, in the post-purchase process to share product experiences and to voice their
opinions. Consequently, the real commitment of this study is to investigate effect of the online
consumer reviews, one type of eWOM, on buying decision. Other than this, few conclusions
can be drawn from these analyses.

 The study results reveal that there is a significant impact of online reviews on buying
decisions. Participants are reading online reviews before buying the products or
services.

 The results also state that the participants agree to characteristics of reviews is
effective on purchasing decision. Specifically, Consistency and Recency of reviews are
more effective on purchasing decision. It can be said that consumers are more worried
about whether the reviews are true or manipulated.

 Participants have agreed that the negative reviews have more impact when consumers
are purchasing expensive products.  Also the no. of reviews and high ratings of
products are important in buying decisions.
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 In case of reviewers’ impact, only other reviewers’ ratings of usefulness affect the
buying decisions. It is also evident that the buyers don’t consider demographic
profiles (age, gender, residence, nick name, etc.) of reviewers as important factor of
buying process.

 The result of the study states that the importance of website that presents the product
reviews for buying decisions from the respondents. The reliability, popularity and
internationality of website are having significant impact on buying decisions of
consumers.

These findings help marketers to create strategic plans for future applications.
Marketers can use eWOM for building product awareness, improving sales and other related
performance parameters, strengthening brand value, and building customer loyalty. eWOM
also acts as a immediate feedback to marketers. They can use positive and negative eWOM to
improve their product and service deliveries and to offer recoveries and address consumer
complaints.

Limitations & Future Scope of Research

 Online review is one type of e-WOM which is having impact on buying decisions.
Other type of e-WOM can be studied to find out its impact on buying decision.

 Impact of online reviews can be studied product category wise.

 Comparison study on impact of eWOM between online and offline shopping of
products.

 Further study can be conducted on effect of eWOM with the stages of buying
decisions of consumers.

 Comparative study can be conducted between rural and urban consumers on impact
of e-WOM on buying decisions.
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