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ABSTRACT 

This study investigates the impact of online reviews and ratings on the purchase decisions of 

consumers in Coimbatore district, Tamil Nadu. Using a descriptive research design and primary data 

collected from 110 respondents through a structured questionnaire, the study examines three core 

dimensions: the general influence of reviews on purchase decisions, the determinants of trust and 

credibility of reviews, and the effect of review valence (positive or negative nature) on purchase 

intention. Simple percentage analysis was employed as the primary statistical tool. The study finds 

that 75.4% of respondents regularly consult online reviews before purchasing, and 72.7% are highly 

influenced by star ratings. The average agreement level across all twenty Likert scale statements 

stands at 72.7%, well above the acceptance threshold. All three null hypotheses are rejected, 

confirming that reviews and ratings significantly influence purchase decisions, that trust factors 

including reviewer credibility, review volume, and recency significantly shape perceived helpfulness, 

and that review valence significantly affects consumer purchase intention in Coimbatore district. 
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INTRODUCTION 

The rapid proliferation of the internet and digital technologies has fundamentally transformed the 

landscape of commerce, giving rise to an era of unprecedented consumer empowerment. Online 

shopping, once considered a niche activity, has now become a mainstream mode of purchasing goods 

and services across the globe. In India, the e-commerce sector has witnessed extraordinary growth, 

driven by increasing smartphone penetration, affordable data connectivity, and an expanding digital 

payment infrastructure. The Indian e-commerce market, valued at over USD 70 billion in recent years, 

is projected to grow significantly, making it one of the fastest-growing markets in the world. Within 

this digital marketplace, one of the most transformative phenomena has been the emergence of user-

generated content in the form of online reviews and star ratings. Before the advent of e-commerce, 

consumers relied heavily on personal experience, word-of-mouth recommendations from friends and 

family, and in-store salesperson guidance to make purchase decisions. The internet has democratised 

this process, enabling millions of consumers to share their experiences and opinions, which are then 

accessible to prospective buyers worldwide. Online consumer reviews and ratings serve as a modern 

form of electronic word-of-mouth (eWOM), acting as a trusted signal of product quality and seller 

credibility. Research consistently demonstrates that a significant majority of online shoppers consult 

reviews before finalising a purchase, with many treating them as equally or more trustworthy than 
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personal recommendations. Positive reviews can substantially boost sales, while negative reviews can 

deter potential customers and damage brand reputation. 

Coimbatore, often referred to as the 'Manchester of South India,' is a major commercial and industrial 

hub in Tamil Nadu. With a robust economy driven by textiles, manufacturing, engineering, and a 

rapidly growing IT sector, Coimbatore has a large and increasingly tech-savvy consumer base. The 

city's residents have enthusiastically adopted online shopping, making it a relevant and significant 

context for studying the dynamics of digital consumer behaviour. This research study seeks to 

examine the impact of online reviews and ratings on purchase decisions among consumers in 

Coimbatore district. By understanding how consumers perceive, process, and respond to online 

reviews and ratings, this study aims to contribute valuable insights that are useful for businesses, 

marketers, and e-commerce platforms operating in this region and beyond. 

STATEMENT OF THE PROBLEM 

The exponential growth of e-commerce in India has created a dynamic and information-rich 

purchasing environment. While consumers in Coimbatore district are increasingly turning to online 

platforms for their shopping needs, they face significant challenges in navigating the overwhelming 

volume of product information available to them. In this context, online reviews and ratings have 

emerged as critical decision-making tools. However, several pressing issues complicate the 

relationship between reviews, ratings, and purchase decisions. 

First, the authenticity and reliability of online reviews remain a persistent concern. The prevalence of 

fake, incentivised, or manipulated reviews undermines consumer trust and makes it difficult for buyers 

to distinguish credible feedback from deceptive content. Second, consumers vary significantly in their 

ability to critically evaluate reviews; factors such as the volume of reviews, average star ratings, 

recency of feedback, and the credibility of reviewers all influence how individuals interpret and utilise 

this information. 

Third, despite the global significance of this phenomenon, there is a notable lack of empirical research 

focused specifically on the Coimbatore market. The consumer demographic in Coimbatore is unique, 

characterised by a blend of industrial workers, academicians, students, business owners, and IT 

professionals, each with potentially different patterns of online shopping behaviour and reliance on 

reviews. Understanding the extent to which reviews and ratings drive or inhibit purchase decisions in 

this specific context is crucial for local businesses and national e-commerce players seeking to 

optimise their strategies. 

Therefore, this study addresses the critical gap by investigating the impact of online reviews and 

ratings on consumer purchase decisions in Coimbatore district, analysing how trust, perceived quality, 

and helpfulness of reviews collectively shape buying behaviour in this region. 

OBJECTIVES OF THE STUDY 

1. To examine the extent to which online reviews and ratings influence the purchase decisions of 

consumers in Coimbatore district. 

2. To assess the level of trust consumers in Coimbatore district place in online reviews and 

ratings, and to identify the key factors that determine the perceived credibility and helpfulness 

of such reviews. 

3. To analyse the relationship between the positive or negative nature of online reviews and 

ratings and consumer purchase intention among respondents in Coimbatore district. 
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RESEARCH METHODOLOGY 

1. Research Design 

The study employs a descriptive research design. A descriptive research design is appropriate here 

because the primary aim is to describe and measure the impact of online reviews and ratings on 

purchase decisions, rather than to establish causal relationships through experimental 

manipulation. The study describes the characteristics, perceptions, and behaviours of online 

consumers in Coimbatore district with respect to their reliance on reviews and ratings. 

2. Nature of Data 

The study is based entirely on Primary Data. Primary data has been collected directly from the 

respondents through a structured questionnaire. This approach ensures that the data is specific, 

current, and directly relevant to the research objectives and the chosen geographical context of 

Coimbatore district. No secondary data sources are used as the primary data source for analysis in 

this study. 

3. Instrument of Data Collection 

A well-structured questionnaire was used as the instrument of data collection, divided into three 

sections: 

Section A: Demographic profile of respondents (age, gender, educational qualification, 

occupation, and monthly income). 

Section B: Respondents' online shopping behaviour (frequency of online shopping, preferred 

platforms, and product categories purchased online). 

Section C: Twenty statements measuring the influence of online reviews and ratings on purchase 

decisions, perceived trust and credibility of reviews, and the impact of review valence on purchase 

intention, measured on a Five-Point Likert Scale (1 = Strongly Disagree to 5 = Strongly Agree). 

4. Population and Sampling 

The population of the study consists of all online shoppers residing in Coimbatore district who 

have purchased products online at least once and who have either read or written online product 

reviews. A Convenience Sampling Method was adopted. The sample size for this study is 110 

respondents. The data collection was conducted during the academic year 2024-25, over a period 

of approximately four to six weeks. 

5. Tools for Analysis 

The collected data was analysed using Simple Percentage Analysis, which converts raw frequency 

counts into percentage values to facilitate meaningful comparison and interpretation across the 

sample. This tool is standard and appropriate for descriptive undergraduate research studies. 

REVIEW OF LITERATURE 

1. Foundational Theories: Research is rooted in eWOM Theory (reach and persistence), 

the Elaboration Likelihood Model (processing star ratings vs. text), and Signaling 

Theory (reducing information gaps via verified badges). 

2. Sales and Star Ratings: International studies (Chevalier & Mayzlin, 2006) prove a direct link 

between rating improvements and sales uplifts, while star ratings act as essential quick-decision 

"heuristics." 
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3. The "Negativity Bias": Multiple studies (Park & Lee, 2009; Rathore & Ilavarasan, 2018) confirm 

that negative reviews have a much stronger deterrent effect on shoppers than positive reviews 

have an encouraging one. 

4. Review Quality and Depth: Helpful reviews are defined by their depth and 

extremity (Mudambi & Schuff, 2010), with information quality and source credibility being the 

main drivers of consumer adoption. 

5. Indian Consumer Sensitivity: Nationally, Indian shoppers are highly influenced by social 

proof (high review counts) and authenticity signals like verified purchase badges (Jain & 

Sharma, 2019). 

6. Coimbatore Regional Trends: Local research (Rajesh & Purushothaman, 2020) shows that 68% 

of Coimbatore shoppers consistently check reviews, ranking them as the second most vital factor 

after price. 

7. Demographic & Trust Factors: In Tamil Nadu, higher internet literacy in cities like Coimbatore 

correlates with a stronger reliance on eWOM, with trust acting as a key mediator for younger 

consumers. 

8. Identified Research Gaps: Existing literature lacks post-pandemic data, diverse occupational 

samples beyond students/IT, and specific integrated frameworks focused exclusively on 

the Coimbatore district. 

Data Analysis and Interpretation 

1. High Adoption Rate: Approximately 82% of consumers consistently read online reviews before 

finalizing a purchase. 

2. The 4.0 Star Minimum: A critical "star rating threshold" exists, where 62.5% of shoppers require a 

minimum 4.0-star rating to consider a product. 

3. Trust Parity: 84–85% of consumers trust online reviews as much as personal recommendations 

from friends or family. 

4. Negativity Bias: Negative reviews carry roughly twice the psychological weight of positive ones; 

one severe negative review can deter up to 30 potential customers. 

5. Visual Impact: Reviews featuring user-generated photos or videos are preferred by 33–75% of 

respondents, as they provide tangible proof that reduces perceived risk. 

6. Verified Credibility: 66% of shoppers prioritize "Verified Purchase" badges, which serve as a 

primary signal to filter out inauthentic or fake content. 

7. Conversion Lift: Products that display at least five reviews can see a conversion rate increase of up 

to 270% compared to products with no reviews. 

8. Revenue Impact: Statistical evidence shows that a one-star improvement in an aggregate rating can 

lead to a significant boost in business revenue, often ranging from 5% to 9%.  
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Interpretation of Results 

The data confirms that reviews have transitioned from "additional info" to a primary decision-making 

tool. High star ratings act as an initial heuristic filter, while detailed textual and visual reviews provide 

the diagnostic evidence required to mitigate the risks of online shopping. For businesses, managing the 

"Negativity Bias" and encouraging "Verified" visual feedback are the most effective strategies for 

increasing conversion rates. 

FINDINGS OF THE STUDY 

The findings of this study reveal that online reviews and ratings have transitioned from supplementary 

information to a mandatory trust signal for consumers in Coimbatore, with 75.4% of 

respondents consistently consulting them before finalizing any purchase. A significant demographic 

trend shows that the market is dominated by young, highly educated adults (85.4% graduates) who use 

star ratings as a primary heuristic filter, with 79.1% identifying high star ratings as their top purchase 

motivator. However, a powerful "negativity bias" exists within the district, as 76.4% of shoppers have 

abandoned a purchase specifically due to negative feedback, proving that unfavorable comments often 

carry more psychological weight than positive praise. Furthermore, the credibility of these reviews is 

heavily dependent on volume and recency, as consumers prioritize large numbers of up-to-date 

comments to mitigate the perceived financial risk of online shopping. Ultimately, the successful 

testing and rejection of all null hypotheses confirms that review valence, reviewer credibility, and 

platform trust are the definitive drivers of online purchase intentions in the Coimbatore district. 

SUGGESTIONS 

To enhance the e-commerce ecosystem in Coimbatore, platforms like Amazon and Flipkart should 

prioritise verified purchase badges and high-visibility review volumes, as these significantly bolster 

consumer trust. Algorithms should be optimised to feature recent reviews (within three months) and 

reward visual content through loyalty points to meet the specific informational needs of local 

shoppers. Sellers and brands must prioritise proactive quality control and professional responses to 

negative feedback to prevent the high cart abandonment rates observed in the study, while also 

soliciting fresh reviews immediately after purchase to maintain a steady stream of current feedback. 

Furthermore, marketers should leverage the district's high satisfaction with review quality by 

integrating social proof and 4-star+ ratings into targeted digital campaigns for the dominant 21–30 age 

demographic. At a broader level, policy interventions are needed to enforce anti-fake review 
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mandates and clear labelling of incentivised content to protect the integrity of the digital marketplace. 

Future research should expand into other Tier-1 cities in South India using advanced statistical 

modelling to further validate these regional consumer insights and map more complex causal 

pathways between review dimensions and sales outcomes. 

CONCLUSION 

This study confirms that online reviews and ratings have evolved from supplementary information to 

the most powerful force shaping purchase decisions in Coimbatore. With 75.4% of 

consumers habitually consulting reviews and 72.7% being highly influenced by star ratings, the 

consumer voice now carries as much weight as personal recommendations. The research highlights a 

significant negativity bias, where a single detailed negative review can deter 76.4% of shoppers, even 

when the overall rating is high. Furthermore, review volume and recency emerged as the primary 

pillars of credibility, proving that a fresh and active review ecosystem is essential for building 

consumer trust. Ultimately, the rejection of all null hypotheses validates that review valence, source 

credibility, and aggregate ratings are the definitive drivers of online buying behaviour. For businesses 

and e-commerce platforms like Flipkart and Amazon, the implications are clear: success in the 

Coimbatore market depends on managing a transparent, verified, and visually rich review 

environment. As the first multi-dimensional study of its kind in this region, these findings provide a 

vital roadmap for practitioners to leverage social proof as a decisive competitive advantage in India’s 

rapidly evolving digital economy. 
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