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With the smart growth in e-commerce and digital platforms, consumer
decision-making has undergone a radical shift. One of the most significant

Keywords: simple summary of the content of each study to an integrative theoretical
Consumer trust model that connects the review cues with psychological trust to behavioral
Digital marketplace intentions. Moreover, it covers essential new trends in the digital world,
Electronic word-of-mouth including social commerce sites (like TikTok and Instagram) and fake and Al-
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1. INTRODUCTION

Internet and e-commerce growth has dramatically changed the way consumers search, assess and buy
products and services. Nowadays, people are often reading online reviews before making any purchase, to
get a sense of the reliability of a vendor, product quality and functionality. One of the most important
forms of electronic word-of-mouth (eWOM), online reviews will impact the customer journey through
digital channels. While positive reviews build brand image and drive customer conversion, negative
reviews increase uncertainty and reduce the likelihood of further conversion efforts.

Questions of algorithmic governance, justice, and the future of work also frame contemporary debates
about institutional technology related work by Pandey and collaborators provides complementary context
for this study [1, 2].

Previous eWOM studies have mainly been conducted on traditional e-commerce sites (e.g., Amazon,
eBay) but today’s retail landscape includes social commerce sites (e.g., Instagram, TikTok, Facebook) and
the use of dynamic content formats. To understand how online reviews affect the purchasing process, it is
crucial to comprehend the underlying mechanisms. The mechanisms behind the impact of online reviews
on purchasing behavior are important for both research and management purposes.

1.1 Key Conceptual Definitions

Online Reviews: Customer, peer, or qualitative feedback and ratings that are posted online about products,
services, or vendors.
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Consumer Buying Behavior: The psychological and behavioral process that consumers go through in
order to meet needs: need recognition, information search, evaluation of alternatives, purchase decision
and post purchase evaluation.

Digital Marketplace is virtual platforms and e-commerce infrastructure which helps direct commercial
transactions and information exchange between buyers and sellers.

1.2 Research Questions

This review examines three fundamental research questions:
1. How do online reviews affect the decisions made by customers on digital platforms?
What are the most important structural attributes of online reviews (credibility, quality, quantity
and sentiment) on consumer purchasing decisions?
3. How does consumer trust act as a mediator between the online review cues and purchase
intentions?

2. LITERATURE REVIEW AND CONCEPTUAL FRAMEWORK

2.1 The immediate effects that online reviews have on purchase outcomes

The research literature from early on in the foundation of online reviews confirms that this effect of online
reviews on financial performance and market demand has been established. The relative change in book
reviews was a significant driver of sales velocity, and that negative reviews had a greater negative impact
than positive had a positive impact on purchase intent [3]. In a similar study, we found that online reviews
decreased consumer uncertainty by offering the prospective consumer with information on how the
product performs, particularly for less well-known brands [4].

In addition to online retail, eWOM has been found to be successful in specialized industries like
hospitality and tourism [5] and online discussion forums [6]. Empirical studies in recent years, including
scale development, confirm that modern customers consider online reviews to be a key, multidimensional
indicator of product value [7].

2.2 Online reviews possess a number of structural attributes, including valence, credibility,
quality and volume

Online reviews have a number of structural qualities: valence, credibility, quality, and size. There are
certain characteristics of the reviewing text and source that heavily influence consumers’ reliance on
online feedback.

Review is based on Credibility and Quality: According to information adoption theory, helpfulness
of reviews depends on the strength of information and the authenticity of the review. According to Filieri,
the quality and the diagnostic information increase the consumer’s diagnostic ability and acceptance along
with the review [8]. Moderately detailed, informative reviews are seen as much more valuable and
trustworthy than vague statements, added Mudambi and Schuff [9].

Valence (Sentiment): The overall number of reviews serve as an indicator of the product’s popularity
and market reach. Park and Lee and Park demonstrated that the volume of reviews positively increases
consumer awareness, and that the sentiment of reviews directly influences the attitude of the consumers.
Further, negative sentiment contributes to more robust causal explanations, which cause consumers to
question the motives of vendors [10-12].

Platform and contextual variations: User generated content on social media can receive different
degrees of consumer engagement, depending on the platform and context video platforms such as
YouTube, text/image platforms such as Facebook and Twitter [13].

Table 1. Summary of Key Literature and Core Findings.

Study Core Focus Area Primary Findings
Bickart & Forum eWOM vs. Corporate Information | Consumer-generated online feedback
Schindler generates higher credibility and purchase
(2001) interest than corporate content.
Chevalier & eWOM Impact on Retail Sales Positive reviews increase sales volume;
Mayzlin negative reviews exert a stronger deterrent
(2006) effect on intent.
Sen & Lerman |Review Valence & Attributions Consumers analyze negative reviews more
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Study Core Focus Area Primary Findings

(2007) critically, using them to lower transaction
risk.

Litvin et eWOM in Service/Tourism Sectors Intangible service evaluations depend

al. (2008) heavily on peer reviews to establish pre-
consumption trust.

Mudambi &  |Review Helpfulness Mechanics Structural depth and review detail directly

Schuff (2010) predict perceived review helpfulness on
Amazon.

Smith et UGC across Social Networks Brand-related content performance varies

al. (2012) across social platform modalities
(YouTube vs. Facebook).

Filieri (2015)  |Diagnosticity & Information Adoption Source credibility and argument quality
determine whether consumers adopt
eWOM information.

Fernandes et  |Measurement of Review Impact Modern multidimensional scale validating

al. (2022) direct links between review cues and
intent.

2.3 Psychological mechanisms: trust as a key mediator

There are inherent risks in online transactions as it is not possible to inspect the goods before purchase in
person. The perceived risk can be diminished with the aid of reputation mechanism and eWOM, which
builds consumers’ trust. Feedback mechanisms are important within digital markets as institutional “trust
builders” as put by Dellarocas [14]. Hennig-Thurau also framed eWOM as a channel of information that
mitigates risk and is based on social interactions and community validation [15].

If reviews are considered genuine, consumers will gain confidence, which will directly boost purchase
intentions. On the other hand, the proliferation of fake reviews, user-generated complimentary content and
incentivized feedback poses a risk to this trust mediation channel, leading to today’s consumer skepticism.

2.4 Synthetic Model of eWOM Influence

To bring these disorganized views together, Figure 1 offers an integrative model of the relationship
between objective review attributes and cognitive and affective state changes that lead to behavioral
decisions.

[ REVIEW CUES ] [ MEDIATING PROCESS ] [ BEHAVIORAL OUTCOMES ]

» Review Quality + CONSUMER TRUST + Purchase Intention

* Review Volume ===> =« Perceived Risk ===> « Fipal Purchase Decision
» Source Credibility Reduction

» Valence & Depth

[ BOUNDARY CONDITIONS ]

s Platform Type (E-commerce vs. Social Commerce)

« Verification Status (Verified Buyer vs. AI/Fake
Review)

Figure 1. Integrative Model of Online Review Cues, Consumer Trust, and Purchase Intentions.

3. METHODOLOGY

This paper is done by means of a systematic literature review (SLR) method, and based on the qualitative
thematic analysis guidelines.

3.1 Search Strategy and Selection Criteria

The literature was compiled by conducting a targeted search in the main academic databases (Scopus, Web
of Science, ScienceDirect and Google Scholar). The search strings included ‘online reviews’ AND
‘consumer buying behavior’, ‘°eWOM’ AND ‘trust mediation’, and ‘review credibility” AND ‘purchase
intention’.
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Inclusion criteria: peer-reviewed journal articles, seminal books and foundational conference
proceedings of eWOM, online consumer behavior and attributes of reviews published in English.

Exclusion Criteria: Non-peer-reviewed commentaries, non-English publications, and studies that do
not have a theoretical or empirical connection to online consumer decision making.

3.2 Analytical Procedure

The data from the collected literature were analysed thematically. Information was gathered on context of
the study, methodology, the main review characteristics addressed, the mechanisms of mediation of trust,
and the most important behavioral findings. Findings were then combined to develop the conceptual model
in section 2.4.

4. DISCUSSION & GAPS IN EXISTING LITERATURE

Although the general consensus in the literature is that positive online reviews correlate with a consumer’s
likelihood of purchasing from a business, there are some shortcomings that need to be addressed in today’s
digital world:

Social Commerce vs. Traditional E-commerce: The existing foundational studies majorly focus on
traditional retail platforms such as Amazon or eBay. Current research on conversational eWOM, video-
first eWOM and influencer-driven eWOM in social commerce contexts (such as TikTok, Instagram Live)
is still limited and disjointed.

Hyper-realistic Al-generated reviews are possible at scale thanks to the speed at which Large
Language Models (LLMs) can be deployed, as are synthetic reviews [16]. The study of consumer response,
detection, and adjustment to Al reviews in environments populated by Al is very limited.

Most studies so far have been confined to studying individual attributes, such as volume or sentiment
separately (3rd category: Multi-Attribute Interaction Effects). Future studies should explore the interplay
of all three factors credibility, quality and quantity in the context of sentiment to better understand the
impact on trust [17].

5. FUTURE RESEARCH DIRECTIONS

Verbal tests are required to assess consumer reactions to platform verification badges, automatic fake
review detection and disclosures generated by Al

Social Commerce and Live Streaming: Scholars should explore the eWOM dynamics in interactive
digital media including short video reviews and live-stream shopping.

Cross-Cultural and Cross-Category Comparisons: Comparative empirical testing is needed to
determine if the effect of review cue dependence is similar for high involvement vs. low involvement
product categories, and across different geographic/cultural demographics.

Empirical Primary Validation: Methodological approaches should use experimental lab designs and
eye-tracking in combination with secondary data that were gathered over time to test the proposed
integrative model in this review.

6. CONCLUSION

The Internet has become more than just a place to find additional product details; online reviews have
become an important factor in online consumer decision making. The results of this literature review show
that the credibility, quality, volume and sentiment of reviews have a significant effect on purchase intent,
which is because they increase consumer trust and reduce perceived risk. In the modern clear digital
market, businesses need to be active on review venues, ensure that reviews are genuine and accurately
address consumer complaints. In an ever-changing digital landscape, researchers and practitioners alike
will have to tackle new challenges, from Al-generated feedback to the integration of social commerce.
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