Law Audience Journal, Volume 6 & Issue 4 29tk April 2026,
e-ISSN: 2581-6705, Indexed Journal, Impact Factor 5.988, Published at
https://www.lawaudience.com/volume-6-issue-4-2/, Pages: 138 to 142,

Title. A Study On The Impact Of Customer Reviews And Ratings On Purchase
Decisions In Online Shopping Websites,

Authored By: Gagandeep Singh & Co-Authored By: Dr. Jayanti Srivastava,
Assistant Professor, ABS, Amity University Lucknow Campus, Uttar Pradesh,
India.

Cite this article as:

GAGANDEEP SINGH & DR. JAYANTI SRIVASTAVA , “A Study On The Impact Of Customer Reviews
And Ratings On Purchase Decisions In Online Shopping Websites”, Vol.6 & Issue 4, Law Audience
Journal (e-ISSN: 2581-6705), Pages 138 to 142 (29" April 2026), available at

https://www.lawaudience.com/a-study-on-the-impact-of-customer-reviews-and-ratings-on-

purchase-decisions-in-online-shopping-websites/.

WWW.LAWAUDIENCE.COM | ALL RIGHTS ARE RESERVED WITH LAW AUDIENCE. 34



https://www.lawaudience.com/volume-6-issue-4-2/
https://www.lawaudience.com/a-study-on-the-impact-of-customer-reviews-and-ratings-on-purchase-decisions-in-online-shopping-websites/
https://www.lawaudience.com/a-study-on-the-impact-of-customer-reviews-and-ratings-on-purchase-decisions-in-online-shopping-websites/

Law Audience Journal, Volume 6 & Issue 4 29th April 2026,
e-ISSN: 2581-6705, Indexed Journal, Impact Factor 5.988, Published at
https://www.lawaudience.com/volume-6-issue-4-2/, Pages: 138 to 142,

Title. A Study On The Impact Of Customer Reviews And Ratings On Purchase
Decisions In Online Shopping Websites,

Authored By: Gagandeep Singh & Co-Authored By: Dr. Jayanti Srivastava,
Assistant Professor, ABS, Amity University Lucknow Campus, Uttar Pradesh,
India.

| Copyright © 2026 By Law Audience Journal |

(E-ISSN: 2581-6705)

All Copyrights are reserved with the Authors. But, however, the Authors have
granted to the Journal (Law Audience Journal), an irrevocable, non-
exclusive, royalty-free, and transferable license to publish, reproduce,
store, transmit, display, and distribute it in the Journal or books or in any
form and all other media, retrieval systems and other formats now or
hereafter known.

No part of this publication may be reproduced, distributed, or transmitted in any
form or by any means, including photocopying, recording, or other electronic or
mechanical methods, without the prior written permission of the publisher, except
in the case of brief quotations embodied in critical reviews and certain other non-
commercial uses permitted by copyright law.

For permission requests, write. to. the publisher, subject of the email must be
“Permission Required” at the email addresses given below.

Email(s): lawjournal@lawaudience.com, info@lawaudience.com,
lawaudience@gmail.com.

Phone (No(s)): +91-8351033361,

Website: www.lawaudience.com.

Facebook: www.facebook.com/lawaudience.

Instagram: www.instagram.com/lawaudienceofficial.

Contact Timings: 10:00 AM to 8:00 PM.

WWW.LAWAUDIENCE.COM | ALL RIGHTS ARE RESERVED WITH LAW AUDIENCE. [33



https://www.lawaudience.com/volume-6-issue-4-2/
mailto:lawjournal@lawaudience.com
mailto:info@lawaudience.com
mailto:lawaudience@gmail.com
http://www.lawaudience.com/
http://www.facebook.com/lawaudience
http://www.instagram.com/lawaudienceofficial

Law Audience Journal, Volume 6 & Issue 4 29th April 2026,
e-ISSN: 2581-6705, Indexed Journal, Impact Factor 5.988, Published at
https://www.lawaudience.com/volume-6-issue-4-2/, Pages: 138 to 142,

Title. A Study On The Impact Of Customer Reviews And Ratings On Purchase
Decisions In Online Shopping Websites,

Authored By: Gagandeep Singh & Co-Authored By: Dr. Jayanti Srivastava,
Assistant Professor, ABS, Amity University Lucknow Campus, Uttar Pradesh,
India.

Disclaimer:

Law Audience Journal (e-ISSN: 2581-6705) and Its Editorial Board Members do
not guarantee that the material published in it is 100 percent reliable. You can
rely upon it at your own risk. But, however, the Journal and Its Editorial Board
Members have taken the proper steps to provide the readers with relevant
material. Proper footnotes & references have been given to avoid any copyright
or plagiarism issue. Articles published in Volume 6 & Issue 4 are the original
work of the authors.

Views or Opinions or Suggestions (if any) expressed or published in the Journal
are the personal points of views of the Author(s) or Contributor(s) and the Journal
& Its Editorial Board Members are not liable for the same.

While every effort has been made to avoid any mistake or omission, this
publication is published online on the condition and understanding that the
publisher shall not be liable in-any manner to any person by reason of any mistake
or omission in this publication-or for.any action taken or omitted to be taken or
advice rendered or accepted on the basis of this work.

All disputes are subject to the exclusive jurisdiction of Courts, Tribunals and
Forums at India only.

Submit your article(s) for Publications at lawaudience@gmail.com, or

lawjournal@lawaudience.com, with subject as “Submission of Paper(s)

for Publication in Law Audience Journal”.

WWW.LAWAUDIENCE.COM | ALL RIGHTS ARE RESERVED WITH LAW AUDIENCE. 3B



https://www.lawaudience.com/volume-6-issue-4-2/
mailto:lawaudience@gmail.com
mailto:lawjournal@lawaudience.com

Law Audience Journal, Volume 6 & Issue 4 29th April 2026,
e-ISSN: 2581-6705, Indexed Journal, Impact Factor 5.988, Published at
https://www.lawaudience.com/volume-6-issue-4-2/, Pages: 138 to 142,

Title. A Study On The Impact Of Customer Reviews And Ratings On Purchase
Decisions In Online Shopping Websites,

Authored By: Gagandeep Singh & Co-Authored By: Dr. Jayanti Srivastava,
Assistant Professor, ABS, Amity University Lucknow Campus, Uttar Pradesh,
India.

Publisher Details:

Law Audience Journal (e-ISSN: 2581-6705),

Sole Proprietorship of Mr. Varun Kumar, Kharar, District.
S.A.S, Nagar, Mohali, 140301,

Phone No(s): +91-8351033361 (WhatsApp),

Email ID(s): lawjournal@lawaudience.com,
info@lawaudience.com or lawaudience@gmail.com.

Website: www.lawaudience.com.

Contact Timings: 10:00 AM to 8:00 PM.

Editor(s):

e Dr. Amit Yadav, Editor-In-Chief at Law Audience Journal,
Associate Professor (Senior Scale) at School of Law, Manipal University

Jaipur.
o Adv. Varun Kumar, Founder-CEO-Owner-Publisher-Publishing

Editor at Law Audience Journal.

Editorial Board Members Details Are Available At:

https//www.lawaudience.com/editorial-board-members/.

WWW.LAWAUDIENCE.COM | ALL RIGHTS ARE RESERVED WITH LAW AUDIENCE.



https://www.lawaudience.com/volume-6-issue-4-2/
mailto:lawjournal@lawaudience.com
mailto:info@lawaudience.com
mailto:lawaudience@gmail.com
https://www.lawaudience.com/
https://www.lawaudience.com/editorial-board-members/

Law Audience Journal, Volume 6 & Issue 4 29th April 2026,
e-ISSN: 2581-6705, Indexed Journal, Impact Factor 5.988, Published at
https://www.lawaudience.com/volume-6-issue-4-2/, Pages: 138 to 142,

Title. A Study On The Impact Of Customer Reviews And Ratings On Purchase
Decisions In Online Shopping Websites,

Authored By: Gagandeep Singh & Co-Authored By: Dr. Jayanti Srivastava,
Assistant Professor, ABS, Amity University Lucknow Campus, Uttar Pradesh,
India.

ABSTRACT:

“In the digital era, online shopping has become increasingly prevalent, with consumers relying
on customer reviews and ratings to make informed purchase decisions. This research paper
investigates the impact of customer reviews and ratings on consumer behaviour in online
shopping websites. Through a mixed-methods approach comprising qualitative interviews and
quantitative analysis, the study explores the relationship between reviews, ratings, and
purchase intentions. The findings reveal the significant influence of customer feedback on
consumer perceptions, attitudes, and behaviours, highlighting the importance of managing
online reputation and fostering transparency and authenticity in review systems. The paper
concludes with theoretical implications for understanding consumer behaviour and practical
recommendations for online retailers to enhance their marketing strategies and customer

engagement initiatives”.

CHAPTER I: INTRODUCTION:
1.1 BACKGROUND OF THE STUDY:

In today's digital age, onlineshopping has become ubiquitous, leading to a reliance on customer

reviews and ratings for making purchase decisions.
1.2 PROBLEM STATEMENT:

Despite the abundance of customer reviews and ratings, their true impact on purchase decisions

remains unclear, necessitating further exploration into their influence and the factors that

moderate it.
1.3 RESEARCH OBJECTIVES:

The study aims to investigate the relationship between customer reviews, ratings, and purchase

decisions, exploring moderating factors and providing insights for online retailers.
1.4 RESEARCH QUESTIONS:

Four research questions guide the inquiry, focusing on the influence of reviews, ratings, and

potential moderating factors on purchase decisions.
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1.5 SIGNIFICANCE OF THE STUDY:

The research holds significance for online retailers, consumers, and academia, offering insights

into consumer behaviour in digital environments and informing strategies for enhancing the

online shopping experience.
1.6 SCOPE AND LIMITATIONS:

The study focuses on online shopping websites, acknowledging potential limitations such as

sample bias and cultural differences.

CHAPTER II: METHODOLOGY:
2.1 RESEARCH DESIGN:

A qualitative research approach using semi-structured interviews is adopted to explore

consumer experiences with customer reviews and ratings.
2.2 SAMPLING STRATEGY:

Purposive sampling is utilized to select participants with diverse demographics and online

shopping habits.
2.3 DATA COLLECTION:

Semi-structured interviews are conducted, guided by open-ended questions to capture detailed

insights from participants.
2.4 DATA ANALYSIS:

Thematic analysis is employed to identify recurring themes and patterns in the interview

transcripts.
2.5 ETHICAL CONSIDERATIONS:

Ethical guidelines regarding informed consent, confidentiality, and participant well-being are

adhered to throughout the research process.

2.6 LIMITATIONS:
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Potential limitations such as sample bias and the subjective nature of qualitative research are

acknowledged.

CHAPTER III: LITERATURE REVIEW:
3.1 THEORETICAL FRAMEWORK:

Theoretical perspectives such as the Theory of Reasoned Action and Social Influence Theory

provide a foundation for understanding consumer behaviour in the context of online reviews

and ratings.
3.2 CONCEPTUAL FRAMEWORK:

The conceptual framework integrates key constructs related to customer reviews, ratings,

consumer perceptions, attitudes, and purchase decisions.
3.3 HISTORICAL OVERVIEW:

The evolution of online reviews and ratings is discussed, highlighting their increasing

prominence and challenges related to credibility and trustworthiness.
3.4 ROLE OF CUSTOMER REVIEWS:

Customer reviews serve as sources of information and social proof, influencing product

perceptions, brand reputation, and purchase intentions.
3.5 FACTORS INFLUENCING PURCHASE DECISIONS:

Various factors, including product attributes, situational factors, and individual characteristics,

influence consumer purchase decisions alongside customer reviews and ratings.

3.6 IMPACT OF ONLINE RATINGS:

Online ratings significantly influence consumer behaviour, with high ratings signalling product

quality and satisfaction.
3.7 SUMMARY OF KEY FINDINGS:

The literature synthesis identifies key findings regarding the impact of customer reviews and

ratings on purchase decisions in online shopping.
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CHAPTER IV: ANALYSIS AND INTERPRETATION:

4.1 Descriptive Statistics:

Descriptive statistics summarize participant characteristics and key variables related to

customer reviews, ratings, and purchase decisions.

4.2 ANALYSIS OF CUSTOMER REVIEWS AND RATINGS:

Qualitative analysis provides insights into consumer perceptions and preferences regarding

online reviews and ratings.

4.3 INTERPRETATION OF RESULTS:

The analysis reveals a strong positive relationship between customer reviews, ratings, and

purchase decisions in online shopping websites.

4.4 COMPARISON WITH PREVIOUS RESEARCH:

The findings are compared with previous research, highlighting novel insights and

methodological contributions.

CHAPTER V: FINDINGS AND RECOMMENDATIONS
5.1 RELATIONSHIP BETWEEN REVIEWS, RATINGS, AND
PURCHASE DECISIONS:

The study elucidates the complex interplay between customer reviews, ratings, and purchase

decisions, emphasizing the significance of managing online reputation.
5.2 DISCUSSION OF FINDINGS:

The findings underscore the critical role of customer reviews and ratings in shaping consumer

behaviour and offer practical recommendations for online retailers.

5.3 THEORETICAL IMPLICATIONS:

Theoretical implications include validating existing frameworks and suggesting avenues for

future theoretical development.

5.4 PRACTICAL IMPLICATIONS:
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Practical recommendations are provided for online retailers to optimize their marketing

strategies and enhance customer trust and satisfaction.

5.5 RECOMMENDATIONS FOR ONLINE RETAILERS:

Actionable recommendations include implementing transparent review systems and leveraging

customer feedback for targeted marketing initiatives.
5.6 SUGGESTIONS FOR FUTURE RESEARCH:

Future research directions encompass exploring emerging technologies, cross-cultural

differences, and long-term effects of customer reviews and ratings.

CHAPTER VI: CONCLUSION:
6.1 SUMMARY OF FINDINGS:

The study provides valuable insights into the impact of customer reviews and ratings on

purchase decisions, emphasizing the importance of managing online reputation.
6.2 LIMITATIONS OF THE STUDY:

Limitations such as sample bias and reliance on self-reported data are acknowledged,

suggesting areas for future research.
6.3 IMPLICATIONS FOR THEORY AND PRACTICE:

Theoretical and practical implications are discussed, highlighting the relevance of the findings

for understanding consumer behaviour and informing marketing strategies.
6.4 CONCLUSION AND FINAL REMARKS:

In conclusion, the study contributes to our understanding of consumer behaviour in online

shopping and offers practical recommendations for online retailers to thrive in the digital

marketplace.
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