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ONLINE CUSTOMER REVIEWS AS A POWERFUL MARKETING
TOOL
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ABSTRACT

Social media are becoming a more popular option for companies and brands to market their
product and services as it is proven by previous research that marketing is more effective on
these platforms, especially if the product is segmented towards the youngsters. Besides the hard
work brands pull off to market their products, reviews from consumers are considered a huge
success factor in online marketing. This article aims to analyze various aspects on how online
customer reviews contributes as a powerful marketing tool and influence purchase decision.

Keywords: Online product reviews; online word of mouth; online marketing; retail platforms

INTRODUCTION

Customer review is a review of a product or service made by a customer who has
purchased, used and had experience with the product or service (Marchand, Hennig-Thurau, &
Wiertz, 2017). Customer review is also a form of customer feedback on electronic commerce and
retail platforms (Petrescu, O’Leary, Goldring, & Ben Mrad, 2016). With the growing popularity of
social media and retail platforms in the recent years, online product reviews are now becoming
an important determinant in customer purchasing decisions to ensure they reach the desired
satisfaction level for their purchases. A survey on importance of online review has reported that
(Saleh, 2016).

Online reviews can be divided into two categories which are genuine customer reviews
and paid reviews (also referred as influencer marketing). Genuine customer reviews are usually
written willingly by customers based on their real experience towards the products or services.
This type of review can often be found at retail platforms such as Shopee, Zalora and Lazada.
Recently, these retail platforms have started to incentivize their customers to post a review about
their purchases. This is because these retail platforms have acknowledged how powerful a
customer review can be. Customer reviews on retail platforms play a major role to build potential
customer’s trust, confidence and willingness to purchase the product. This type of review is often
more appealing to potential customers as they are considered more trustworthy. On the other
hand, paid reviews are usually presented by social media influencers that brands hire to enhance
product awareness and features. Influencer marketing today has undeniably enhanced social
media marketing. Paid reviews can often be seen on YouTube or Instagram, depending on the
suitability for marketing the product. However, because these influencers are being paid to talk
about the product they were given as public relations or “PR”, some customers may perceive
their review as less trustworthy than a genuine customer review.
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THE IMPORTANCE OF ONLINE CUSTOMER REVIEWS

In this digital age, product review videos on YouTube, retail platforms and review sites
such as Trip Advisor can play an important role in consumers’ purchase decision. This type of
user contribution content should be given greater exposure by marketers because people rely
more on the opinion or experience of the third party to develop their attitudes towards products
and brands. Statistics suggest that most online customers read reviews before making any
purchasing decisions (Anderson, 2018).

Furthermore, customer reviews today not only have the power to influence other potential
customer decisions, but they can also enhance the reputation of a brand. Today's customer
reviews have the power to build customers' trust and attract customers to engage with the brand.
Ultimately, customer engagement contributes to increased profitability for companies. In the U.S.,
68% of online shoppers are more likely to engage with businesses that have positive reviews
(Bright Local, 2020) and 93% determine whether a business has a good reputation based upon
the available reviews.

In 2018, Anderson reported that 92% of consumers hesitated to make a purchase if there
weren’t any customer reviews, and 97% say customer reviews are one of the factors into of
buying decisions (Anderson, 2018). A survey on the website “Marketing Land” has also reported
that 90% of customers say that what they decide to buy is influenced by positive online reviews,
and 94% will use a business with at least four stars (Amy, 2013). Therefore, it shows the
importance of review and its usefulness for brands in aspects such as sales.

Good reviews are also proven to have a positive impact on sales as customers nowadays
are very reliant towards product reviews (Zhu & Zhang, 2010). Hence, brands must always be
aware of reviews of their products being posted online. For instance, if negative reviews are being
detected, companies must assist the customer complaints and take the commentary as
constructive criticism to improve their product quality. Moreover, assisting unsatisfied customers
can actually lead to repeat business, and up to 70% of complaining customers will give the
business another shot if their concerns are resolved (Cory, 2018).

THE INFLUENCE OF CUSTOMER REVIEWS ON PURCHASE DECISION

Reviews have changed the way consumers make purchase decisions. Currently, there
are even more than one way for online shoppers to acquire product information. As many
customers rely on reviews today when searching for products or services, good reviews can have
a significant effect on customer purchasing decision. According to a Bright Local survey, 85% of
customers read online reviews before making a purchase decision (Bright Local, 2020). In a study
conducted (McGowan-Watson, 2012), it was found that 42% of adults searched businesses on
the internet before doing business with them and 45% changed their minds about doing business
with a company due to something they discovered about a business online. However, less than
10% of consumers don’t read online reviews and 40% of people make a purchasing decision
after reading about one to three reviews (Truthfinder, 2017). When purchasing a product,
customers usually want information from someone they can trust or someone they can relate to.
Hence, many customers nowadays reach for available reviews on Google, social media and
online shopping sites.

Online reviews have significantly influenced purchasing decision, particularly in the recent
years. Product reviews are often more beneficial to potential buyers as reviews from previous
consumers are perceived as more trustworthy and may reduce customer’s risk of purchasing an
unsatisfactory product. Prior research has suggested that information created by consumers,
such as online reviews, is more convincing than information provided by marketers, since
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consumers do not have a vested interest and are therefore independent and more reliable
(Reimer & Benkenstein, 2018).

Furthermore, a prior research has proven that online customer reviews are interrelated
with customer purchasing decision (Marchand et al., 2017). Customers tend to look up reviews
on products that they are interested in before actually purchasing the product. However, if several
reviews from previous customer were unsatisfactory, it might affect the potential customer
intention to purchase the product. A study was carried out in 2016 that discusses consumer
motives for researching online reviews prior to purchase. The findings of the study showed that
consumer search for online reviews before purchasing a product to seek for information about
the product they are considering, to reduce risk of making a bad decision, to analyze product
benefits and drawbacks, and to understand and contribute to a virtual community (Constantinides
& Holleschovsky, 2016). Moreover, when it comes to making purchase decisions, consumers
often make emotional decisions and can easily be swayed by convincing and positive online
reviews to make their first purchase from a brand. When they’ve had a positive experience, it is
much easier to persuade them to make repeat purchases. Hence, online customer reviews are
considered as one of the important determinants in customer purchasing decision in this era.

CONCLUSION

To sum up, customer reviews are important to businesses today and it is becoming more
important as time goes on. Reviews from customers, especially those which are publicly available
are considered as marketing has many forms and serves several purposes in e-commerce.
Hence, the importance of online reviews should never be underestimated. Although there are
times when businesses receive negative reviews, it can always be turned into a good review later
in the future. This article has shown that customer reviews do affect purchasing decision and
contributes as marketing tool.
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