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Abstract  

This research examined the historical influence of user evaluations on Chinese 

consumers' purchase choices, looking at both physical things and intangible services. It used a 

mixed-methods research methodology, combining quantitative data from a participant survey 

with qualitative insights from focus groups. The participants, Chinese customers who had done 

online buying in the previous year, offered a large sample size for studying the impact of 

reviews. Positive ratings dramatically increased purchase probability, whereas bad reviews 

decreased it. Notably, the survey discovered a predominance of bogus reviews, classified as ' 

scams' rather than ' scans' - misleading tactics by businesses and customers that skewed buying 

choices. These phony evaluations came in various forms, including sponsored endorsements 

and false user feedback, and were methodically classified and studied. The study indicated that 

genuine customer evaluations are essential in affecting buyer behavior and suggested ways for 

recognizing and minimizing the impact of phony reviews. 

 

Keywords: Consumer Reviews, Purchase Decisions, China 

 

1. Introduction  

 The impact of user evaluations on purchase choices goes beyond just evaluating items 

and services; it includes the whole marketing mix, including distribution channels and 

promotional techniques. The complicated interaction between these aspects and customer 

feedback is crucial, especially in China's digital marketplace, where the number and visibility 

of evaluations are ubiquitous. According to the literature, although customer evaluations have 

a significant impact on purchase decisions, other variables such as price, product quality, 

channel of distribution or location, and promotional activities also have a considerable impact 

(Weisstein & et al., 2017; Greeven & et al., 2021; Flora, 2016). Coppola (2022) adds to this 

discussion by arguing that there is no uniform criterion for the 'optimal' amount of user 
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evaluations, implying the complex dynamics of consumer perception and its influence on 

behavior. This research will look into the genuine vs. inauthentic dichotomy of customer 

evaluations, analyzing their trustworthiness and the degree to which they influence consumer 

behavior with the goal of a balanced investigation and the discovery of new information.  

As a result, the study questions are intended to be objective, analyzing both the 

excellent and negative spectrum of reviews: 

 

Research Questions: 

1: What effect do positive user evaluations have on consumer behavior? 

2: How can bad customer evaluations influence consumer behavior? 

3: In their purchase process, how can buyers distinguish between fake and truth reviews? 

The research intends to give a fair analysis via these questions, revealing light on the actual 

consequences of consumer evaluations and providing insights that might change the strategic 

approach to customer interaction and trust-building in the digital marketplace. 

 

Research Question?     

1: What effect do positive user evaluations have on consumer behavior? 

2: How can bad customer evaluations influence consumer behavior? 

3: In their purchase process, how can buyers distinguish between fake and truth reviews? 

The research intends to give a fair analysis via these questions, revealing light on the actual 

consequences of consumer evaluations and providing insights that might change the strategic 

approach to customer interaction and trust-building in the digital marketplace. 

 

2. Review of Related Literature 

2.1 Definition 

Consumer Reviews: These can be considered as a reflection of the experience of the 

consumers concerning the products or services they have used. Askalidis and Malthouse (2016) 

defined consumer reviews as e-word of mouth, which is widely encountered in the present time 

and represents the purchase journey of the consumers. It is used by large companies in the form 

of the positive aspects of their products and develops trust among the consumers. 

Consumer Behavior: Consumer behavior is a concept, which reflects the ways in which 

individuals or groups select, buy, or use goods and services, for satisfying their needs and wants 

(Rita & et al., 2019).  

Consumer Purchase Decision: It is a decision-making process adopted by the 

consumers, to evaluate a product or service, to make their purchase decision (Elwalda & Lu, 

2016).  

        Product: A product is an item or service supplied to customers to satisfy a desire or 

meet a need in marketing (Burke, 2002). It includes physical items, intangible services, 

experiences, events, people, locations, real estate, organizations, information, and ideas, among 

other things. The definition of a product extends beyond physical goods to encompass 

numerous types of value that can be delivered to a client. 

Online Consumer: An online consumer is someone who purchases goods or services 

via the internet (Gu & et al., 2021). They use digital markets to do research and execute 

purchases, and they are often influenced by online reviews, marketing, and peer 

recommendations. The ease, variety, and accessibility of internet shopping platforms often aid 

their purchase selections.  

Online feedback: Consumers' comments, ratings, and reviews about their experiences 

with a product or service are referred to as online feedback. 
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Impulse (Impulsive) Buyer: An impulse buyer, according to the Hawkins Stern 

Impulse Buying Theory, is a customer who makes a spontaneous purchase choice motivated 

by external cues, frequently without premeditation (Zaki & Ab Hamid, 2021). 
 

2.2 Theories 

According to the Hawkins-Stern Impulse Buying Theory, customers' purchasing 

intentions are highly tied to external cues rather than the conventional decision-making process. 

In other words, purchasers often engage in impulsive purchasing behavior due to the effect of 

external stimuli (Zaki & Ab Hamid, 2021). This is connected to affected customer behavior 

toward the acquisition of a product or service depending on the presence of user evaluations. 

This is because, when comparing data or analyzing information about a product or service, 

customer evaluations are external factors that affect consumers' impulsive purchase behavior 

based on good ratings. Reasoned action may be understood to understand customer 

expectations based on consumer evaluations, which impact their behavior. Effendi & et al. 

(2020) developed the idea of reasoned action, which states that when customers anticipate an 

inevitable consequence of a product or service, they make a favorable buying choice. Thus, 

good customer evaluations on online platforms for products and services might impact 

consumer purchasing behavior based on the expectations reflected in the reviews. 

Expectations: In consumer evaluations, expectations relate to the preconceived 

notions and assumptions that customers have about a product or service before they try it. Many 

variables influence these expectations, including previous evaluations, company reputation, 

and marketing messages (Elwalda & Lu, 2016). They serve as a standard against which the 

actual product experience is assessed, and they may have a substantial impact on satisfaction 

and purchasing behavior. 

Review Quality: Review quality assesses how helpful, genuine, and honest 

customer input is regarded (Liu & Ji, 2018). High-quality evaluations often include extensive 

explanations, balanced viewpoints, and reliable data to help people make educated judgments. 

The credibility and usefulness of reviews may have a significant influence on their ability to 

persuade prospective purchasers. 

Deceptive (phony) Reviews: Deceptive (or phony) reviews are deceptive 

endorsements masquerading as authentic customer comments (Filieri, 2016). They are 

designed to misrepresent the genuine picture of a product or service, frequently leading to 

mistaken trust and customer decisions. These may be created by parties with a vested interest, 

such as marketers or rivals, to raise or harm a product's reputation artificially. 

Consumer Electronic Word of Mouth (e-WOM): Consumer Electronic Word 

of Mouth (e-WOM) is the online sharing of product or service-related information. This 

contemporary take on classic word-of-mouth occurs via social media, review sites, forums, and 

other digital venues (Dwidienawati & et al., 2020). E-WOM is a potent public opinion 

influencer that can swiftly magnify customer attitudes, shaping brand images and affecting 

large-scale purchase choices. 

Factual Information: Factual material in customer evaluations consists of 

objective statistics and personal testimonials that can be verified without prejudice. Specific 

product or service features, performance outcomes, and direct observations from user 

experiences are typical examples of such information (Xu & et al., 2021). Consumers may 

establish realistic expectations and make judgments based on actual merits rather than 

subjective or promotional material when they can access accurate information. 

Each of these words is essential for understanding customer behavior and 

purchasing choices. Theories and ideas about customer reviews, including sub-variables such 

as expectations, quality, and authenticity of reviews, will be critical in correlating the study 

results. Proponents of these sub-variables and the theories that underpin them will be 
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appropriately recognized in the reference list in order to give credit to their contributions to the 

field. 

 

2.3 Research Hypothesis 

Hypothesis 1: Positive consumer reviews have an impact on consumer purchase 

decisions 

         When making online purchases, it is associated with risks, such as quality and 

deceptive practices of the brand. In this concern, Maslowska & et al. (2017) revealed that to 

minimize the risk of online shopping, the trend of relying on consumer reviews has increased. 

Presently, brands can also be seen promoting their products or services based on their consumer 

reviews, highlighting that positive reviews reflect their quality and effectiveness. One of the 

positive impacts of consumer reviews is that consumers do not have to compare the products 

much through different sources available. On the other hand, Elwalda & et al. (2016) revealed 

that consumer reviews act positively in terms of influencing the purchase decision of the 

consumers because of the word-of-mouth concept associated with it. With the help of e-WOM 

(digital WOM), consumers are able to consider the products or services recommended by the 

users so as to understand factors, such as quality, price, perceived value, and worth through the 

reviews. Thus, e-WOM positively influences the purchase decision of consumers through 

consumer reviews, which is the main benefit. Therefore, hypothesis 1 is proposed. 

Hypothesis 2: Negative consumer reviews have an impact on consumer purchase 

decisions 

 Weisstein & et al. (2017) highlighted that the internet has given the power to consumers 

to present their views online strongly and truthfully. It is found that negative reviews are easily 

highlighted by the consumers because they like to report their negative experiences and the 

issues they faced so that the brands can improve. These contribute to negative consumer 

reviews on online platforms. On the other hand, another negative impact of consumer reviews 

on the purchase decision of the consumers can be seen in the form of deceptive reviews. With 

the increasing competition over online platforms, brands tend to reflect their positive reviews 

to market, which has led the brands to spam reviews on their website, wherein multiple reviews 

are posted on the website or on particular products or services that reflect positive attributes 

and deceive the consumers (Cardoso& et al., 2018). Thus, it can be inferred from the findings 

that spam reviews and negative reviews act as the negative impact of consumer reviews on the 

purchase decision of consumers. Therefore, hypothesis 2 is proposed. 

Hypothesis 3: Fake consumer reviews have an impact on consumer purchase decisions 

Consumer reviews are playing a crucial role in the online purchase behavior of 

consumers. Similar to the findings of the impulse buying theory Mo & et al. (2015) stated that 

consumer reviews presented online act as real-life experiences of the consumers who purchased 

the products and experienced them. Thus, based on the fact that consumer reviews provide real-

time experiences, consumers are influenced to purchase the product, if the reviews are as per 

their expectations. On the other hand, Elwalda & et al. (2016) highlighted that technology is 

playing a major role in helping consumers to post their views and experiences related to a 

product or service online in the form of consumer reviews. Furthermore, Hlee & et al. (2021) 

stated that this freedom and easiness for the consumers to post their views has both helped and 

created a sense of doubt in the reviews. This is because it has become easy for consumers to 

express their views in the form of reviews, whether authentic or fake. Further, Luo and Ye 

(2019) affirmed that when considering online reviews, gender plays a crucial role. It has been 

identified that males look for the quality of reviews, while women look for the quantity of 

reviews presented online. This reflects that the authenticity of a review and gender plays a 

major role in online reviews concerning consumers’ purchase decision. Belton (2015) opined 
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that when analyzing the behavior of consumer online, it can be stated that negative reviews 

shape the behavior more rigorously as compared to the positive reviews. However, in recent 

times, the increase in fraudulent reviews or fake reviews, wherein the people are paid to give 

reviews have increased. This has led to feeling of distrust among the consumers, reflective 

negative consumer behavior towards online reviews. This shows that online reviews have a 

significant impact in shaping the behavior of consumers. Therefore, hypothesis 3 is proposed. 

 

3. Research Methodology  

3.1 Research Sampling Method and Data Collection 

In addressing the impact of user evaluations on purchase choices, our study focuses on 

a particular demographic: online shoppers in China's enormous marketplace. We purposefully 

limited our analysis to online consumers, avoiding onsite consumer behavior, which is 

impacted by a distinct set of characteristics and is less vulnerable to online reviews. This 

decision is influenced by the increasing popularity of e-commerce and the importance of online 

reviews in the digital customer journey. The choice of a sample size of 250 participants was 

guided by pragmatic considerations, balancing the need for varied input against time and 

budget constraints. While there is no one-size-fits-all method for establishing the appropriate 

sample size in qualitative research, a figure like 250 provides extensive data collection while 

allowing for manageability in analysis and depth of insight. The number was determined 

without using a particular statistical procedure but instead based on previous research 

precedents and the feasibility of engaging a more significant sample within the logistical 

restrictions of this study. 

China's billion-plus population necessarily limits the representativeness of any sample. 

The snowball sampling strategy used, on the other hand, seeks to minimize this by increasing 

the researcher's network to reach a diverse participant base. Despite this, it is prudent to refrain 

from generalizing the study's results to the Chinese internet consumer community since the 

sample may not wholly represent the country's demographic and psychographic variety. 

Although our research offers significant insights into the purchase behavior of Chinese internet 

customers as impacted by reviews, it does so with the awareness that the results are suggestive 

of the sample investigated and are not necessarily typical of the larger population. 

 

3.2 Research Framework 

 

 

 

 

 

 

 

 

 

 

 

 

The research's framework is organized around the fundamental premise that customer 

evaluations have a significant impact on online shopping choices in China. The independent 

variable in this paradigm is customer reviews, which include sub-variables such as 

Consumer Reviews 
Consumer Purchasing 

Decisions 

Independent Variable Dependent Variable 

Expectations, quality of reviews, deceptive 

reviews, electronic word of mouth, factual 

information present 

Age and Gender 

 

Control Variable 
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expectations, review quality, misleading reviews, electronic word of mouth (e-WOM), and 

factual information in reviews. Each sub-variable represents a different part of the customer 

review process and is anticipated to have a specific influence on online buyers' purchase 

choices—previous experiences and information gained from reviews shape expectations, 

impacting how new items are regarded. The quality of reviews is critical since well-reasoned 

and thorough criticism may impact buyers more effectively than ambiguous or generic ones. 

Deceptive reviews, which contain fraudulent and inaccurate comments, may harm customer 

trust and decision-making. e-WOM refers to the more significant effect of online opinions 

beyond direct evaluations, including social media and other digital venues where opinions are 

expressed. Finally, reliable information inside reviews offers a foundation for customers to 

make educated selections. The result impacted by these variables is the dependent variable, 

consumer buying choices. The framework also incorporates control factors such as age and 

gender, which are known to influence purchase behaviors. The research attempts to illuminate 

the complex interaction between user evaluations and purchase behavior by evaluating these 

variables within the context of the Chinese internet market, providing insights into how digital 

feedback mechanisms impact the current consumer journey. 

 

4. Data Analysis 

4.1 Demographic Findings 

Gender 

 
 

From the pie chart presented above, it can be identified that in the study, around a similar 

number of males and females participated that is 51% of females and 48% of males. 

Additionally, there was 1% of the sample, who did not wish to reveal their gender identity.                   

 

Age Group 

 
From the pie chart represented above, it can be observed that the majority of the 

participants of the survey that is 39% belonged to the age group of 25 to 35 years, while another 

35% of the participants belonged to the 18 to 25 years of age group. This represents that the 

48%
51%

1%

Gender

Male

Female

Do not want to
mention

35%

39%

8%

12%
6%

Age Group

18 to 25 years

25 to 35 years

35 to 45 years

45 to 55 years

55 and above
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majority of the participants of the survey belonged to the category of young consumers who 

are highly active on the social media platform or are concerned with online reviews. 

 

Occupation 

 
 

Lastly, from this pie chart, it can be inferred that the majority of the participants of the 

survey that is 40% are in private jobs, 28% of them are students, and 14% of them are self-

employed. Additionally, out of these participants, 10% were in government jobs, and the 

remaining 8% were unemployed. 

 

4.2 Statistical Findings 

Reliability Analysis 

 

Table 4-1 

 
 

With the help of the Cronbach-Alpha test, the reliability of the variables determined in 

the present research study can be determined, while also analyzing if hypothesis testing can be 

done or not. Looking at the general test score of the Cronbach-Alpha, if the score is 0.7, then 

it depicts that the variables determined in the study are reliable for completing the testing of 

the hypothesis. In the test conducted, the Cronbach-Alpha score came out to be 0.966, which 

can be considered as very high and also closer to value 1. This reflects that all the variables 

used in the present study are reliable and can complete the hypothesis testing. 

 

Correlation Analysis 

 In the present study, correlation analysis is beneficial because to analyze the impact of 

positive online consumer reviews on the purchase decisions made by them, in the region of 

China, there is a need for establishing a relationship between positive consumer reviews 

(independent variable) and consumer purchase decision (dependent variable). In this sub-

section, correlation analysis has been conducted based on the independent variables presented 

in the questionnaire, so that relationship between the variables can be determined, along with 

the action and magnitude between positive online reviews and consumer purchase decisions. 

 

 

 

 

 

 

28%

14%
40%

10%8%

Occupation
Student

Self-Employed

Private Job

Government Job
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Table 4-2 

 

Correlation Analysis (H1) Pearson 

Correlation  

Sig.(2-talled) N 

 

Positive consumer reviews 

significantly impact consumer 

purchase decisions 

1  250 

Expected reviews leads to positive 

purchase decisions 

.750** .000 250 

Positive reviews online help in 

purchasing without comparing with 

substitutes 

.663** .000 250 

Positive reviews act as e-WOM .766** .000 250 

Young consumers focus on online  

reviews more 

.696** .000 250 

Women consider quantity of 

consumer reviews 

.736** .000 250 

Men consider quantity of consumer 

reviews 

.655** .000 250 

Correlation Analysis (H2) Pearson 

Correlation  

Sig.(2-talled) N 

Negative consumer reviews 

significantly impact  purchase 

decisions of consumers  

1  250 

Negative reviews on product 

quality, feature and benefits leads 

the consumer to skip purchase 

.770** .000 250 

Negative reviews affect brand 

reputation, leading to poor purchase 

intention 

.658** .000 250 

Negative reviews leads consumers 

to different brands 

.601** .000 250 

Correlation Analysis (H3) Pearson 

Correlation  

Sig.(2-talled) N 

Fake consumer reviews affect 

purchase decision of consumers 

significantly 

1  250 

Consumers judge fake reviews 

based on its quality, factual 

information presented and 

effectiveness 

.769** .000 250 

Fake reviews affect trust of 

consumers 

.744** .000 250 

Notes: N=250; Sig (p<0.05) 

 

Hypothesis1: When the correlation analysis has been conducted against the hypothesis, the 

significance level of the relationship between positive consumer reviews and consumer 

purchase intention within China has been analyzed. From the results presented in the figure 
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above, all seven factors associated with positive consumer reviews have a strong relationship 

with consumer purchase decisions in China. This is because the Significance score is 0.00 for 

all the variables identified, wherein p<0.05. There are four independent variables that have a 

high correlation with the dependent variable. These independent variables include “Expected 

reviews leads to positive purchase decisions” with a Pearson correlation value of 0.75, 

“Positive reviews act as e-WOM” with a Pearson correlation value of 0.77, “Young consumers 

focus on online reviews more” with a Pearson correlation value of 0.70, and “Women consider 

quantity of consumer reviews” with a Pearson correlation value of 0.74. Further, the remaining 

two independent variables are found to have a moderate correlation with the dependent 

variable. These variables are “Positive reviews online helps in purchasing without comparing 

with substitutes” and “Men consider quality of consumer reviews” with a Pearson correlation 

value of 0.66. 

 

Hypothesis 2: The results reflected that all three factors associated with negative consumer 

reviews have a strong relationship with consumer purchase decisions in China. This is because 

the Significance score is 0.00 for all the variables identified, wherein p<0.05. Out of the three 

independent variables, “Negative reviews on product quality, features and benefits leads the 

consumers to skip purchase” is found to be highly correlated with the dependent variable as it 

has a Pearson correlation value of 0.77. The other two variables “Negative reviews affect brand 

reputation, leading to poor purchase intention” and “Negative reviews leads consumers to 

different brands” have a Pearson correlation value of 0.66 and 0.60 respectively, which reflects 

a moderate correlation with the dependent variable. 

 

Hypothesis 3: The two factors associated with fake consumer reviews have a strong 

relationship with consumer purchase decisions in China. This is because the Significance score 

is 0.00 for all the variables identified, wherein p<0.05.  It is identified that both the independent 

variables are strongly correlated with the dependent variable. This is because the variable, 

“consumers judge fake reviews based on its quality, factual information presented and 

effectiveness” has a Pearson correlation value of 0.77, while the variable “Fake reviews affect 

trust of consumers” has a Pearson correlation value of 0.74.  

 

Regression Analysis 
In this section, regression analysis has been conducted with the purpose of analyzing the 

complex relationship and degree of impact that exists between AR implementation and 

consumer satisfaction/purchase intention in the fashion industry of the UK. For this, regression 

analysis has analyzed model summary (to determine the value of R Square), ANOVA analysis 

(to identify significance value), and coefficients, to evaluate the Beta and significance value. 

 

Table 4-3 

Coefficient Analysis (H1) Beta 

Value 

Significance 

Expected reviews leads to positive purchase 

decisions 

0.30 0.00* 

Positive reviews online helps in purchasing 

without comparing with substitutes 

0.11 0.03** 

Positive reviews act as e-WOM 0.18 0.00* 

Young consumers focus on online reviews more 0.13 0.01** 

Women consider quantity of consumer reviews 0.22 0.00* 

Coefficient Analysis (H1)  Beta 

Value 

Significance 
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Negative reviews on product quality, features 

and benefits leads the consumers to skip 

purchase 

0.63 0.00* 

Negative reviews affect brand reputation, leading 

to poor purchase intention 

0.17 0.03** 

Coefficient Analysis (H3) Beta 

Value 

Significance 

consumers judge fake reviews based on its 

quality, factual information presented and 

effectiveness 

0.48 0.00* 

Fake reviews affect trust of consumers 0.38 0.00* 

Notes: N=250; *p=0.00; **p>0.00 and p<0.05; p>0.05 

Source: Researcher 

 

Hypothesis 1: On the basis of the regression analysis conducted, the value of R-Square that is 

0.75 suggests that 75% of the changes or any modifications made in the dependent variable can 

be addressed with the help of the dataset given for the independent variable. In addition to this, 

ANOVA value identified from the regression analysis that is 0.00 [p<0.05] reflects that in the 

study null hypothesis has been rejected, while the alternative hypothesis has been accepted. 

This proves that “positive online consumer reviews have a significant impact on the consumer 

purchase decisions in China.” 

Further, on the basis of the summary of the coefficient analysis carried out in the table 

above, it can be stated that all the factors have a significant impact on the dependent variable. 

This is because all the variables have a Significance value of p<0.05. From the table, it is 

observed that the variables “Expected reviews leads to positive purchase decisions”, “Positive 

reviews act as e-WOM”, and “Women consider quantity of consumer reviews” have a 

Significance value of 0.00, which reflects a positive impact on consumer purchase decisions. 

Moreover, “Young consumers focus on online reviews more” has a Significance value of 0.01, 

“Positive reviews online helps in purchasing without comparing with substitutes” has a 

Significance value of 0.03, and “Men consider quality of consumer reviews” has a Significance 

value of 0.08. This also reflects a positive impact on consumer purchase decisions. 

 

Hypothesis 2: On the basis of the regression analysis conducted, the value of R-Square that is 

0.61 suggests that 61% of the changes or any modifications made in the dependent variable can 

be addressed with the help of the dataset given for the independent variable. In addition to this, 

ANOVA value identified from the regression analysis that is 0.00 [p<0.05] reflects that in the 

study null hypothesis has been rejected, while the alternative hypothesis has been accepted. 

This proves that “negative online consumer reviews have a significant impact on the consumer 

purchase decisions in China.” 

Further, on the basis of the summary of the coefficient analysis carried out in 

the table above, it can be stated that two of the factors have a significant impact on the 

dependent variable. These independent variables include “Negative reviews on product quality, 

features and benefits leads the consumers to skip purchase” with a Significance value of 0.00, 

and “Negative reviews affect brand reputation, leading to poor purchase intention” with a 

Significance value of 0.03. Moreover, the variable “Negative reviews leads consumers to 

different brands” has a Significance value of 0.82, which reflects that it does not have an impact 

on consumer purchase decisions.  

 

Hypothesis 3: On the basis of the regression analysis conducted, the value of R-Square that is 

0.66 suggests that 66% of the changes or any modifications made in the dependent variable can 
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be addressed with the help of the dataset given for the independent variable. In addition to this, 

ANOVA value identified from the regression analysis that is 0.00 [p<0.05] reflects that in the 

study null hypothesis has been rejected, while the alternative hypothesis has been accepted. 

This proves that “fake consumer reviews have a significant impact on the consumer purchase 

decisions in China.” Further, on the basis of the summary of the coefficient analysis carried 

out in the table above, it can be stated that all of the factors have a significant impact on the 

dependent variable. These factors include “consumers judge fake reviews based on its quality, 

factual information presented and effectiveness” and “Fake reviews affect trust of consumers”, 

wherein both have a Significance value of 0.00, reflecting an impact on consumer purchase 

decision. 

 

5. Conclusion  

5.1 Summary and Conclusion 

It can be summarised based on the findings of the previous studies that consumer reviews 

impact the consumer behavior towards the purchase of any product or service.  

Thus, the research question can be addressed as, consumer reviews have a significant 

impact on consumer behavior. This is because when consumer post reviews online, they depict 

their real-life experiences related to the products or services they have used.  

Considering RQ1, it can be stated that positive consumer reviews significantly impact 

consumer behavior, leading to their purchase of products or services. 

Further, for RQ2, it can be stated that negative consumer reviews also impact consumer 

behavior significantly, which leads to their negative purchase intention towards products or 

services. 

Lastly, for RQ3, it can be stated that fake consumer reviews significantly affect consumer 

behavior, leading to their mistrust on products, services, and online reviews. 

With the increase in the influence of online consumer reviews and their impact on 

consumer behavior, brands may spam consumer reviews with fake reviews, or even individuals 

can post negative and fake reviews for particular products. In addition, when looking at the 

impact of consumer reviews on consumer behavior, gender plays a mediating role. Positive 

consumer reviews can be said to act as e-WOM on online platforms. Positive reviews often 

aim to present information, such as quality, price, perceived value, and worth, which tend to 

influence the purchase intention of the consumers. On the other hand, when negative reviews 

are considered, it can be stated that the freedom and power that have been provided by the 

internet to consumers around the world, lead the consumers to present their honest views about 

a product or service. Further, when considering the region of China, they are emphasised on 

comparing the products on different platforms before making a purchase, which also makes 

them review the consumer reviews presented online and make purchase intentions based on 

the authentic reviews presented. Overall, it can be concluded that online consumer reviews 

have a significant impact on consumer purchase decisions in China, wherein the reviews act as 

the e-WOM, which leads to the purchase decision of consumers. 

 

5.2 Results and Discussion 

From the results, it has been identified that there exists a significant impact of consumer 

reviews on consumer behavior. This result can be supported by the study of Dwidienawati et 

al. (2020) which stated that since the mid-1990s the growth of e-commerce can be seen as 

exceptional, as it has helped consumers in purchasing products and services online and make 

online purchases decisions. When consumer reviews are considered on e-commerce platforms, 

they are termed electronic word-of-mouth, which is a reliable information source for 

consumers. Further, Al-Abbadi et al. (2022) highlighted that consumer reviews can be termed 
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as electronic opinions of people from around the world, wherein people tend to communicate 

their opinion about a product or service in the form of their thoughts or suggestions. These 

online reviews tend to create a mental image in the minds of the consumers reviewing the 

electronic opinions and helping them in making a purchase decision. 

From the results gained in the study based on the literature data and survey questionnaire 

findings, it has been identified that there exists a strong relationship between online reviews of 

consumers within China and their purchase intention. Additionally, it has been identified that 

the reviews presented online act as e-WOM for Chinese consumers and influences their 

purchase decision positively. These findings can be supported by Liu and Ji (2018), which 

stated that within China, online buying behavior has increased, wherein the influence of online 

consumer reviews can be found to be playing a crucial role in influencing consumer purchase 

decisions. In China, consumers are highly considerate of the quality of the review and its 

characteristics because it helps in identifying the credibility and usefulness of an online review 

for consumers. Based on the credibility and usefulness perceived by the consumers, their 

purchase decisions are influenced within China. In a similar manner, Xu et al. (2021) revealed 

that within China, positive and negative consumer reviews posted online have an impact on the 

purchase intention of the consumers. This is because online reviews serve as crucial 

information about a product or service presented online, which in turn motivates consumers to 

make an online purchase.  

 

To validate the study's findings with a review of relevant literature and determine 

whether they reflect capabilities or restrictions, we must cross-reference the results with the 

assertions of the referenced authors for each variable. 

Expectation: Elwalda and Lu (2016) addressed the expectation variable in customer 

reviews, arguing that reviews change consumer expectations, influencing purchase behavior. 

This assumption is supported by the study's results, which show that Chinese customers 

develop mental pictures based on electronic opinions that drive their purchasing choices. This 

indicates customer evaluations' capacity to shape expectations, which leads to educated 

purchase choices. 

Quality of Reviews: Liu and Ji (2018) stressed the relevance of review quality in 

influencing Chinese customer behavior. According to the present research, the perceived 

legitimacy and usefulness of internet reviews are essential in influencing purchase choices. 

This is consistent with the research, showing the capacity of high-quality reviews to influence 

customer behavior. 

Deceptive Reviews: According to the research, deceptive reviews are a severe 

limitation to the dependability of customer feedback systems (Filieri, 2016). The study's results 

did not explicitly address the effect of false reviews; nonetheless, the focus on review quality 

and trustworthiness suggests that the existence of fraudulent reviews may damage faith in the 

review system, possibly leading to lousy purchasing choices. 

Electronic Word of Mouth (e-WOM): According to Dwidienawati et al. (2020), e-

WOM is a trustworthy source of information for customers. The study's findings support this, 

demonstrating that online reviews serve as e-WOM and have a beneficial impact on buying 

choices. This is a competence because e-WOM successfully disseminates information that 

customers trust, impacting their purchasing inclinations. 

Factual Information: According to Xu et al. (2021), internet reviews provide essential 

information to customers, influencing their purchasing intentions. The research outcomes 

support this viewpoint, suggesting that the factual substance of reviews stimulates customers 

to make purchases. This implies the potential of factual information in evaluations to improve 

decision-making. 
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The study's findings point to consumer review capabilities: influencing expectations, 

offering quality evaluations, functioning as e-WOM, and supplying truthful information. These 

skills imply that well-written and credible evaluations may have a considerable and beneficial 

impact on customer purchase choices. However, the possibility of misleading reviews acting 

as a limitation, eroding confidence, and leading to unfavorable purchase choices is also 

mentioned and corresponds to the constraints addressed in the literature. 

 

5.3 Recommendations 

Brands must focus on responding to both positive and negative reviews, wherein the 

negative reviews must be addressed in a manner that the issues are resolved and are reflected 

in the replies (Manis et al., 2020). This can not only help in satisfying the consumers with 

negative feedback but can also attract the consumers looking for the products and services, and 

influence their purchase decision positively. 

Retailers should create an atmosphere that favors favorable user reviews and 

constructively responds to negative comments. Implementing a quality assurance procedure 

that reacts to and fixes concerns raised in negative reviews can increase customer trust and 

purchase rates. 

E-commerce companies should improve their review systems with verified purchase 

badges and powerful algorithms to identify irregularities that indicate false reviews. Education 

programs to educate customers on recognizing genuine reviews might also be valuable. 

These suggestions are based on the study's retrospective results on the effect of user 

evaluations, the problems of review authenticity, and the impact of distribution and 

advertising on Chinese consumer behavior. 
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