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Abstract 
 

With the growth of eCommerce, consumers' attitudes toward evaluating durable goods have changed. Consumers 

rely on online ratings and reviews as a source of information and social validation, as durable goods, in particular, 

are often significant purchases, have longer product life cycles, and there's more uncertainty about quality and 

performance. The objective of this study is to explore how consumer trust is developed and how their ratings and 

reviews affect purchase-related evaluations of durable goods on the Internet. Consumers' perceived authenticity, 

rating consistency, review quality, consumers' credibility, and the informational value of consumer-generated content 

are given particular focus. Prior studies have shown that consumers judge the credibility and usefulness of online 

reviews for evaluating products and making purchase decisions, and that review valence, credibility, usefulness and 

source characteristics could affect purchase-related measures. The study proposes consumer trust as an important 

channel by which information from online reviews can impact consumers' perceptions of product reliability, quality, 

and purchase confidence. It also acknowledges the potential for increased uncertainty and lack of trust if the concern 

arises over exaggerated, manipulated, or misleading reviews. The study's emphasis on durable goods underscores the 

need for credible information derived from others when a consumer is unable to inspect a product, or experience it 

first-hand, before buying it. The results will help inform the understanding of digital consumer behaviour and offer 

implications for both e-commerce platforms and retailers and manufacturers looking to build the credibility of their 

reviews, consumer trust and informed purchase decisions. Consumer review ratings of electronic products 

specifically underscore the role of review credibility, reviewer credibility, and platform credibility in purchasing 

durable products. 

 

Keywords: Online Reviews, Online Ratings, Consumer Trust, Review Credibility, Consumer Behaviour, Durable 

Goods, Purchase Decision, E-Commerce. 

 

 
1. Introduction 

The rapid evolution of e-commerce has transformed the way customers find, consider, and choose products prior to 
buying. The internet presents numerous online marketplaces where an online consumer is faced with a tough choice 
about a product without the ability to examine it, talk directly with a salesperson or experience its performance 

firsthand. When it comes to durable goods, like household appliances, electronic products, furniture, automobiles, 
and other long-lasting goods, the challenge is even more pronounced because they tend to be costly investments, and 
buyers place a high value on quality, reliability, functionality and durability. In such cases, the consumers 
increasingly rely on user-generated information to overcome uncertainty and enhance their buying decisions. As a 
result, a new and significant source of consumer-generated information and a key part of the digital buying 
environment has become online ratings and reviews. 
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Online consumer reviews may be seen as a type of eWOM, where existing users or previous users share their 

experiences, opinions, evaluations and recommendations about products with prospective buyers. Online reviews can 
be viewed by many and geographically dispersed consumers and stay available during the consumer's information 
search process, unlike the traditional word of mouth. Electronic word of mouth has been found to have an impact on 
consumers' attitudes, information adoption, and purchase intentions, however the impact ranges from low to high 
depending on the valence, credibility, usefulness, source characteristics and product type of the word of mouth. 
Ismagilova et al. (2020) conducted an extensive meta-analysis of the effects of various characteristics of electronic 

word-of-mouth on the intention to purchase, which revealed that information quality, valence, usefulness, and trust-
related factors are among most important characteristics in digital consumer behaviour. Likewise, more recent 
metaanalytic studies have shown that factors including review valence, usefulness, credibility, and ratings are 
important factors that influence purchase intention. 
A key mechanism by which online ratings and reviews can impact purchase related evaluations is consumer trust. 
When interacting in an online setting, the consumers are often met with information provided by individuals with 

whom they have no face-to-face contact. Thus, consumer willingness to accept review information is partly related 
to whether they believe the information, find it reliable, authentic, and relevant to them, and to their needs. Thus the 
credibility of an online review is not just measured by the presence of a review; it's also measured by the consumer's 
judgement as to whether a review can be reasonably believed. A systematic review of the research on online review 
credibility found that content, communicator, context and consumer-related factors were among important 
dimensions for perceptions of credibility. 

When consumers are buying durable goods, their credibility is especially significant in the context of online reviews. 
These may require a high level of consumer engagement as it can have long-term financial and functional 
implications. In order to have a general impression of the quality of the product, consumers could then look at several 
reviews. Review content can offer information on actual product performance, durability, ease of use, after-sales 
experience, defects, compatibility and value for money – areas that may not be completely known without the 
information from the manufacturer. The helpfulness of online reviews has been studied and found that consumers 

are concerned about the informativeness and the diagnostic information of the reviews when trying to find out about 
the product performance. For example, Filieri (2015) discovered that information quality, product ratings, and overall 
product rankings could lead to a stronger sense of diagnosticity of online reviews, which in turn can influence 
information adoption. 
There is another source of evaluative information which is fairly easy to come by in the Internet, and that is the 
ratings. A numerical or star rating can give customers the overall rating of the product first without having to read 

specific reviews. While ratings can help to streamline the information-search process, the meaning of the rating can 
vary as a function of the content in the corresponding reviews, the distribution of ratings, and the perceived reliability 
of the reviewing community. Consumers can also use the information about the average rating of competing products 
to help reduce the number of products they consider. Rating and written reviews can thus be complementary: the 
rating gives a summary of the collective opinion, the written reviews give a longer description and personal 
experiences. Both central information cues and peripheral signals like ranking scores have been seen to influence 

consumers' perceptions of the information diagnosticity in the research domain of online reviews. 
But, with the rise in the internet of reviews comes with a rise in consumer trust. The digital environment also presents 
consumers with contradictory, misleading, incomplete, biased and/or even manipulated information. There are 
hundreds or thousands of product reviews for the same durable product that a consumer might see, some of them 
very positive and some of the others very negative. This can cause difficulties in identifying which opinions are 
representative and which are exceptional. Studies on the credibility of online reviews suggest that consumers consider 

several aspects of the messages contained in the reviews and the source of the review when judging its credibility. 
Perceptions of trustworthiness can be impacted by review style, content, extremity, valence, consumer involvement, 
and platform characteristics. 
Online reviews are not only a part of consumer purchasing decisions but also a significant factor in the "information 
overload" effect that many consumers face. While a lot of info can offer more choices for consumers to compare 
experiences, it can also add a level of brain power to the process of filtering out the useful from the irrelevant. Review 

relevance, review currency, and review ranking information can help to reinforce perceived information 
diagnosticity, and the usefulness of reviews can differ with regard to the characteristics of the information being 
provided and consumer-involvement level (Filieri et al., 2018). So it's not just about how many online reviews a 
business has, it's about what they say. The perceived quality, relevance, credibility, authenticity and usefulness of 
review information may be more salient in determining consumers' incorporation of review information into their 
evaluations. 

When consumers perceive risk, the importance of trust increases even more. When buying durable goods products 
online, there are many types of uncertainty, such as financial, performance, product quality, delivery, warranty, after 
sales service etc. Some of those uncertainties may be removed by a review, as they will give you experiences from  
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consumers who have already bought and used the product. If the reviews are believed and not misleading, consumers 

might be able to develop more realistic expectations about the product performance. However, if consumers think 
that the information in reviews is not reliable or is biased, the same information environment can make them more 
uncertain than less. Trust is a key factor in the interplay between online ratings/reviews and consumer evaluations, 
given this relationship. 
Review attributes also play a role in the consumer trust/reviews relationship. Consumers might be listening to the 
specificity of the information, the balance of positive and negative comments, the apparent experience of the 

reviewer, the consistency of the review with what they've seen elsewhere, or whether the review looks like it is 
genuine. Consumers have been shown to take not everything they read on the internet for granted. Rather, they 
evaluate cues presented to them and decide if the information is trustworthy enough to use in their thinking when 
making a decision. This implies that trust should not only be seen as a consequence of the online review, but an 
important precondition through which review information can make sense for prospective buyers. 
This is evident in the market for household and consumer durable products. A recent study on the online marketplace 

of energy efficient home goods in India revealed that eWOM can be linked to purchase and that products with high 
ratings can have heightened sales impact. This serves as a helpful reminder of why the voice of the consumer, both 
formal and informal, is a useful variable to consider when studying the behaviour of durable goods consumers, who 
can use peer-generated information in addition to technical information, brand reputation, price, warranty information 
and other formal sources of product information. 
In the marketing world, ratings and reviews online have become more than just feedback systems. They are a crucial 

component of the digital information landscape around a product. Positive, honest and reliable reviews can help 
bolster consumer trust and build good perceptions of the product, while ongoing negative reviews may create doubts 
about the product quality and service delivery by the business. Reviews can also offer consumers practical 
information which may not be easily acquired from traditional marketing. But companies are also dealing with the 
problems of preserving the credibility of their reviews and making sure that digital feedback systems offer 
information that's useful, not just a plethora of positive reviews. 

While a lot of studies have been conducted on electronic word-of-mouth and online reviews, there is still a need to 
explore the specific role that online rating and reviews play in the formation of consumer trust in durable goods 
purchases. Research studies to date have focused on purchase intention, review helpfulness, review credibility, or 
sales outcomes without considering them all together. The opportunity to study the role that ratings and textual 
reviews play in the pre-purchase product evaluation process still exists, when this is a product with a relatively high 
degree of financial and functional commitment. In some digital markets like emerging ones, consumers have become 

more and more dependent on e-commerce platforms to compare products and search for information. 
In this context, the current study aims to develop consumers' trust in the ratings and reviews available on the Internet 
and to investigate their effects on durable goods purchases. The study takes online reviews as a form of social signal 
that could affect consumers' perception of the reliability and credibility of a product and their purchase confidence. 
The study aims to shed light on the relationship between online ratings, review attributes, consumer trust and durable 
goods purchase assessments to gain a deeper understanding of online consumer behaviour. This analysis could offer 

valuable information to researchers, online sellers, manufacturers, and digital marketers wanting to comprehend the 
potential for trustworthy review environments to facilitate consumer trust in the ever-competitive e-commerce 
landscape. 
 
2. Background of the study 

Digital commerce is so rapidly growing that it has revolutionized how consumers are finding information, considering 

alternatives, and making purchases. Traditional markets were also characterized by consumers who typically relied on 
personal recommendations, salespeople, advertising, product demonstrations, and hands-on experience to evaluate a 
product. In an era of ecommerce and digital marketplaces, another source of influence has emerged: ratings and 
consumer generated reviews online. The reviews are an important type of electronic word of mouth (eWOM), where 
consumers who have consumed or bought a product share their experience with the potential consumers. Consequently, 
online reviews have come to play a significant role in the information landscape around today's consumer decision-

making process. Earlier research has consistently confirmed that eWOM can have an impact on consumer responses 
and market outcome, though the effectiveness of eWOM depends on product, platform and review characteristics. 
In the case of durable goods, the impact of an online review may also be more important since these items have a longer 
life cycle and are often high-priced purchases. When consumers are buying long-lasting products like furniture, 
household appliances, electronic products, and motor vehicles, they will have to consider more attributes before making 
a decision. These attributes can be product quality, reliability, functionality, durability, after-sales, energy efficiency, 

price, brand reputation, and expected performance. Durable goods may offer less opportunities to experiment than the 
more commonly bought lower cost products before buying. As a result, consumers can proactively look for product 
information from their peers to help clear up uncertainty or bolster their knowledge of product performance. 
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Web ratings offer customers a simplified numerical or symbolic representation of the experiences of past customers. An 

average rating of high can act as a sort of “social proof,” whereas a low rating may indicate issues with the product's 
quality or service. But the overall rating isn't always the only indicator consumers rely on. They can also look at how 
many reviews a book has, the range of ratings given, comments from reviewers, photos, review dates, reviewer profiles, 
and how similar the reviews of different reviewers are. A study found that these features come into play when evaluating 
the credibility and usefulness of online reviews. In particular, detail and reviewer agreement could impact review 
credibility which would in turn impact purchase intent. 

The trust of customers is thus dependent on the credibility of online reviews. In a physical marketplace, consumers can 
meet the salesperson face-to-face, inspect the product, get tips from friends, or physically review product characteristics. 
Many of these are not available or are significantly lessened in an online context. Consumers are then left to the task of 
understanding and evaluating the information presented digitally and assessing its reliability for this purpose. The 
anonymity of online reviewers can also add to the confusion and uncertainty as the customer may not know who the 
reviewer is, what their credentials are or what their motivations are, or even whether their review is actually from a 

customer. Studies of eWOM credibility suggest four types of factors: content-related, communicator-related, contextual, 
and consumer-related, all of which can influence the credibility of online information. 
Trust is an important mechanism that can influence consumers' purchasing behaviour via online reviews. Trust can be 
given to the reviewer, the content of the review, the platform, the seller and the product/brand itself. Consumers may 
feel more assured of using reviews as a basis for product evaluation if they deem the reviews as authentic, detailed, 
balanced, and informative. On the other hand, overly promotional reviews, or reviews that lack consistency, or reviews 

that are suspiciously positive can detract from the value of the review environment and diminish the level of trust. This 
study has revealed that the credibility of the reviews is correlated with the purchase intention and that the review features 
can impact the trust in the online sellers and the usefulness of online information. 
However, the trust relationship between online reviews and consumers is complicated by forged and manipulated 
reviews. While the reviews from consumers themselves can offer experience-based feedback, it can cause customers to 
be more skeptical of the possibility that fabricated or strategically manipulated reviews exist. When positive reviews 

are overly promotional, repetitive, lack in detail, or don't align with other information, it does not always build consumer 
confidence. Also, very bad ratings can leave people uncertain if the negative feedback is a true reflection of their 
customer experience. Recent studies highlight review sites' significance in promoting the trustworthiness of the review 
setting, with the adoption of tools like identity disclosure, community governance and monitoring to discourage fake 
reviews. 
Another factor to note is the quality of the reviews and usefulness of the information. When shopping for durable goods, 

the web generally presents consumers with a ton of information. The absolute number of reviews is not sufficient to 
ensure consumer choice. Reviews that provide detailed experiences with the product, specific evidence, comparisons, 
photos, explanations of benefits and drawbacks and information around actual use can have more diagnostic value. On 
the other hand, if reviews are too numerous, repetitive or irrelevant, information-processing problems may also occur. 
Studies of eWOM have revealed that the quality of the reviews and its credibility can affect consumers' response, and 
more information could create difficulties for consumers looking to find useful information. 

Another key dimension is the valence of the reviews. Positive, negative, and mixed responses can result in varying 
results for consumers. Positive reviews can boost the appeal of a product and help minimize uncertainty, while negative 
reviews can alert consumers to the product's weaknesses. Regrettably, consumers cannot just add up positive and 
negative comments. They might weigh up the arguments in reviews, the agreement among various reviewers, the 
reliability of the reviewer and the applicability of the reported experience to their needs. Existing studies have shown 
that the review valence has a significant correlation with purchase intention, but this correlation may differ based on the 

contextual and cultural elements. 
There is therefore not necessarily a linear relationship between online reviews and consumer trust. If the rating is very 
high and most of the reviews are very positive or don't contain enough content, consumers might doubt the authenticity 
of the feedback. In a similar way, sometimes a set of both positive and negative reviews can be more realistic and 
informative, as it offers the consumers a more impartial and rounded view of the strengths and weaknesses of the 
product. Studies reviewing the trustworthiness of reviews have shown that the valence of reviews affects purchases, yet 

just to an extent when consumers think the reviews are trustworthy. It indicates that consumers aren't just taking the 
message of a review; they also assess whether its message is worthy of belief. 
There is also a need to consider the role of the characteristics of the reviewers. The consumers can ask themselves if a 
reviewer has real-life shopping experience, if the reviewer has given extensive details, if the reviewer has a good 
reputation or if the reviewer has backed up with photos or other proof. Perceptions of credibility and trust can be shaped 
by the profile and cues that reviewers provide. Therefore, the act of forming trust could be a product of the interaction 

between the attributes of the review and the perceived attributes of its source. 
Product type also plays a role in the influence of online reviews. Consumers can judge search attributes such as technical 
specifications and measurable features differently than the experience-related attributes like ease of use, reliability,  
 
 
 



ISSN: 3 1 0 7 - 9 3 3 4  SIJRI: Vol.2, Issue 6, June 2026 Page: 88-102 

Scriptora International Journal of Research and Innovation (SIJRI) 

 

 

comfort and satisfaction after extended use. The results indicated that, in certain product categories, consumers might 

use different cues as a basis for credibility assessments of reviews. Specific information can be more valuable for some 
products where objective properties are key, but agreement of reviewers can be more important for some products when 
experiential properties are key. In the case of durable goods, this difference is particularly important as consumers look 
at the objective product specs and consider the length of time that other consumers have spent using the product over 
time when making a purchase decision. 
The Indian digital marketplace is important for the study of these developments. Studies in India as well as the United 

Kingdom have shown that online customer reviews and eWOM can have a significant impact on purchase intentions 
and that demographic and cultural factors can impact their responses to customer reviews. In India, the digital 
environment is becoming increasingly consumer-centric, with a growing number of e-commerce companies joining the 
fray and with consumer generated information becoming more readily available, online reviews are a more and more 
relevant factor in the evaluation of products. In the context of durable goods, reviews can offer consumer information 
beyond what the manufacturer offers, by offering consumer information on actual ownership and use. 

Recent meta-analysis research also shows the need to study the effect of online reviews in a systematic way and not as 
a single review. The results of a large-scale meta-analysis on 156 studies indicated that the review-related antecedents 
significantly impact on purchase intention (all antecedents except for review valence had a moderate to low 
relationship), and that some antecedent–purchase intention relationships were moderated by product type and cultural 
characteristics. By the same token, a meta-analysis of eWOM credibility studies revealed significant associations 
between the review related determinants, the eWOM credibility, the purchase intention, the adoption of eWOM and the 

attitudes toward the product. Perhaps this finding is why it is essential to not only question consumers about whether 
they read reviews but also why some reviews lead to a sense of trust and how this sense of trust is a part of evaluating 
products. 
In this context, the present study, “Building Consumer Trust Through Online Ratings and Reviews: Implications for 
Durable Goods Purchases,” aims to investigate the relationship between online reviews and consumers' trust in durable 
goods. The study views online ratings and reviews as more than simply ancillary marketing data—online media 

products are consumer-generated signals that may shape consumer perceptions of product credibility, reliability, risk 
and value. The meanings consumers put in these signals are significant for researchers and companies interested in 
comprehending the present purchasing habits. Good review environments can help build consumer trust and trust can 
lead to better business results, especially for marketers and online retailers, whose livelihood depends on consumer 
trust. Trust can be the result of credible review environments, where bad or misleading review information can result 
in lost trust. Consumers may benefit from knowledge of characteristics that enable online reviews to be helpful and 

trustworthy, and therefore to be used in the pre-purchase evaluation process. 
Therefore, the impact of online ratings and reviews on consumer trust is worth analysing as a stepping stone to 
understanding today's consumer behaviour online. The study can provide a contribution to the general literature by 
integrating the characteristics of review, credibility, trust formation and evaluation of durable goods purchase in one 
research framework. It also gives a chance to discuss consumer behaviours as they sift through the massive quantity of 
online opinions that they are trying to make sense of as they make a more long-term and significant purchase. 

 
3. Justification 
But the rapid growth of the e-commerce business has altered the manner in which customers look for information, 
consider options, and make choices. The online marketplaces often have to rely on consumers to evaluate the products 
they are considering buying without being able to physically inspect them. The challenge becomes even more 
important in the context of the purchase of durable goods like household appliances, electronic products, furniture 

and other long lasting products, where an expectation of lasting performance is often coupled with a large financial 
commitment. In such cases, consumers have turned to online product ratings and reviews as a vital source of 
information on product quality, reliability, performance, and user experience. Knowing how online reviews play a 
role in the building of consumer trust is therefore essential to highlight the current digital purchasing behaviour. 
Consumer trust is one of the most important factors in online transactions, as consumers have to make decisions 
without knowing the quality of the product, the reliability of the seller, whether it will arrive, how it will be serviced 

after it arrives, and how much information is accurate on digital platforms. Online ratings give a quick numerical 
explanation of the general consumer opinion, while written reviews give more information about experiences and 
evaluations. These types of user-generated content can shape the consumers' perception of product credibility and 
alleviate uncertainty in pre-purchase evaluations when presented together. But ratings and reviews don't equal trust. 
Consumers might doubt whether reviews are authentic, informative, up-to-date, fair or written by real customers. 
Accordingly, it is important to analyze the context in which online review information enhances consumers' trust. 

The impact of this issue is higher in the case of durable goods as the consequences of making an unsuitable purchase 
are more noticeable in this segment. Buying a low-cost product, such as a food item, at a grocery store can have 
relatively minor financial ramifications if it is not satisfactory, while purchasing a refrigerator, washing machine,  
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television, smartphone, laptop, and other durable product can result in significant expenditure and inconvenience if 

it is not satisfactory. Prior to such purchases, therefore, consumers can do more advanced information search. Internet 
ratings and reviews can be a source of experiential information that can inform viewers about what others have 
experienced and be important for potential buyers. Examining this process could help to shed light on the impact of 
digital information on product evaluation and purchase confidence in durable goods markets. 
One reason for the study is the increased complexity of the online review environment. Consumers might encounter 
significant amounts of reviews with positive, negative, neutral, conflicting and very subjective opinions. Reviewers 

might express initial confidence by rating the product highly, and detailed negative comments may flag issues to 
consider regarding the product's performance or service quality. It is the same with a lot of reviews that may give 
social proof but might also complicate the processing of information. This means that the credibility of the review, 
information quality, reviewer characteristics, number of reviews, consistency of ratings, and the perceived 
authenticity of the reviews may influence consumers' trust in the information that is provided in the reviews. An 
understanding of these factors can help account for why the same review setting can lead to varying levels of trust in 

the review from different consumers. 
The study is also warranted due to some concerns about the authenticity and credibility of user-generated content. 
As online reviews grow in significance, there has been an opportunity for false, inflated, paid, or fake reviews. If the 
consumers are not easily able to tell the difference between the real and the untrustworthy, their trust in the digital 
platforms can be affected. Therefore, the study of this relationship between ratings and the characteristics of reviews 
and consumer trust may be helpful to enhance the understanding of the credibility challenges surrounding digital 

word-of-mouth. This information is not only important to consumers, but it is also useful for online retailers, 
manufacturers, marketplace providers and digital marketers to build trustful relationships with consumers. 
Marketing-wise, online reviews can bring significant consequences to a customer's engagement with a product, his 
or her intention to buy, his or her trust in the product, and the reputation of the brand. Online reviews are becoming 
a growing concern for businesses as they can affect the perception of prospective customers and current customers. 
Knowing what helps to build trust in ratings and reviews can guide companies to build better ratings management 

practices, better customer communication, respond appropriately to negative ratings, and provide accurate product 
information. It is therefore possible to make practical recommendations for how companies can enhance their digital 
credibility without just using promotional communication. 
The study is also justified with the increasing trend of information in the market and the need to understand the 
consumer behaviour. While traditional ads deliver the information from seller to consumer, online reviews bring in 
consumer-to-consumer information to the purchase process. This change offers consumers an opportunity to 

experience something that isn't captured in the product description or advertising. This means that online reviews can 
be used as an independent source of information while evaluating a product. Examining their part in the building of 
trust can help to deepen the knowledge of digital word-of-mouth, and its impact on the consumer – brand – retailer 
– online platform dynamic. 
The study is also academically relevant since trust formation in digital commerce is a phenomenon affected by 
various aspects of information and consumer perception. By collecting and analyzing online ratings and reviews 

specifically for durable goods, theories for electronic word-of-mouth, information adoption, perceived credibility, 
consumer trust, and purchase decision-making can be incorporated. A targeted investigation can be used to determine 
if consumers give different meanings to numerical ratings and text-based reviews, and if the combination provides 
trust for consumers. It can also serve as a base for future studies of perceived risk, review credibility, information 
quality, review usefulness and purchase intention. 
Given these factors, the current study, “Building Consumer Trust through Online Ratings and Reviews: Implications 

for Durable Goods Purchases”, is warranted because consumers are heavily relying on digital information to assess 
high involvement products. It aims to gain insight into the role of consumer generated ratings and reviews in the 
process of trust formation and the impact this trust can have on the evaluation of durable goods prior to purchase. The 
results may be used to advance academic knowledge of digital consumer behaviour and for practical applications 
among retailers, manufacturers, e-commerce platforms and consumers. The study's primary focus on trust as an 
important mechanism in the process of evaluating products online can offer practical insights into consumer-

generated information and the role of credibility in consumers' purchasing decisions in today's digitalized markets. 
 

4. Objectives of the Study 

1. To determine the effect of online ratings and reviews on consumer trust in the case of durable goods. 

2. To evaluate the effect of review believability and consumer trust on the evaluation of durable goods using 

online channels. 

3. To distinguish the most important features of online reviews that help consumers trust them, for example, 

review quality, review relevance, review quantity, review freshness, review rating consistency. 
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4. To explore how consumer trust relates to purchase intention in relation to durable goods purchased via 

digital marketplaces/e-commerce platforms. 

5. To examine how perceived risk is related to online review and consumers' purchase decision for durable 

goods. 

 

5. Literature Review 

As ecommerce grows in a quick pace, the way in which consumers collect, assess and interpret product information 

has also changed before making purchases. The online markets allow consumers to access vast amounts of user-

generated information, such as ratings, written reviews and recommendations, and other types of e-WOM, which are 

different from what they encounter at traditional stores. In the case of durable goods, with the higher time and money 

commitment and higher risk of product failure, this information could be especially relevant in the pre-purchase 

evaluation. Previous studies show that online reviews have a effect on attitudes toward the product, perceived 

credibility, consumer trust, perceived risk and purchase intentions. 

 
Source: https://www.goodfirms.co/resources/online-reviews-consumer-buying-behavior-global-insights 

 

Online Reviews as a Source of Consumer Information: 

Dellarocas (2003) singled out online feedback mechanisms as one of the key digital changes of classic word of mouth 

communication. In online consumer reviews, past consumers can share their experiences to influence future buyers, 

which provides a new source of product information in addition to manufacturer and retailer-provided information. 

In addition, Chen and Xie (2008) suggested that online consumer reviews are an important part of the marketing 

communication environment as consumers can use peer-generated information to supplement firms' product 

descriptions. This is especially true for durable goods where consumers may require information about reliability, 

usability, quality, after-sales service, and value. 

Cheung et al. (2008) studied online opinions and showed that consumers do not automatically swallow internet 

opinions; they assess the attributes and value of the opinions they find and include them in their decision making 

process. Likewise, Erkan and Evans (2016) identified that information quality, credibility, and usefulness are crucial 

factors in how consumers' attitudes toward a social media e-WOM impact their purchase intentions. These results 

provide an indication that the mere existence of online reviews is not enough; consumers need to find the information 

to be useful and credible for it to have a positive impact in a meaningful way during product evaluation. 
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Online Ratings as Signals of Product Quality: 

Online ratings offer a streamlined, numerical summary of the feedback that consumers receive about products as a 

whole. Star ratings can be computed relatively quickly and can serve as a preliminary indicator of product quality, 

compared to extensive text-based reviews. In a study of online book reviews, Mayzlin and Chevalier (2006) showed 

that consumer ratings that changed were related to sales, thus emphasizing the economic value of consumer-generated 

ratings. 

The effect of online reviews on sales has been found to be different for different products and consumers (Zhu and 

Zhang, 2010). Their study indicates that consumers are not monolithic in their reactions to the information from 

online reviews and that depending on the product and the consumer, reviews can influence their choices. This is 

especially true in the case of durable goods, as consumers can weight reviews differently depending on the complexity 

of the product, their involvement in the purchase, previous experience with a product, and the consequences an 

unsuitable purchase may have. 

The significance of rating and review features is supported by more recent meta-analytic studies. In a review of 156 

studies including over 69,000 observations, the authors Qiu and Zhang (2024) identified significant links between a 

number of online review characteristics and purchase intention, including review valence, usefulness, credibility, 

rating, and review source characteristics. 

Review Credibility and Consumer Trust: 

Consumer trust is one of the core processes in which online reviews can impact pre-purchase evaluations. Consumers 

are not able to physically check the products and cannot check all of the claims online; they have to judge if the 

information given by other consumers is credible. Filieri (2016) noted that consumers' trust in an online review is 

dependent on their perception of the credibility and reliability of the information. 

Pooja and Upadhyaya (2024) conducted a systematic review, and their results are significant for the significance of 

review credibility. After analyzing 69 empirical studies, they found several antecedents of online review credibility 

and highlighted that consumers assess reviews based on the characteristics of content, communicator, context and the 

consumer. The authors also added that credibility is essential as a consumer perception of whether a review is truthful, 

valid and believable.  

Similarly, Hussain et al (2021) conceptualized e-WOM credibility as being affected by content related, communicator 

related, contextual, and consumer related factors. The authors proposed that credible eWOM could help increase the 

trust of e-commerce vendors. Thus, review credibility can be considered an important antecedent of consumer trust 

in digital marketplaces. 

Review Characteristics and Perceived Helpfulness: 

Value of online reviews is yet another crucial component of consumers' pre-purchase evaluation. Mudambi and 

Schuff (2010) took up an empirical study based on the customer reviews on Amazon.com to understand what makes 

online reviews useful to consumers. They found that the value of a review goes beyond just its being present and 

depends on attributes of the review itself, such as depth and content. 

Filieri (2015) introduced a diagnosticity-adoption framework to describe the consumers' assessment and adoption of 

online review information. The study highlighted that informational influences and normative influences were critical 

to shaping consumers' perceptions of the use of e-WOM for decision making. Consumer may be more likely to use 

the information in the review process if the review is specific, relevant and diagnostic.  

Filieri et al. (2018) also showed that the characteristics of an online review used as a basis for judging the helpfulness 

of information are different. They conclude that characteristics, such as two-sided reviews, popularity indicators, and 

information from experts, can impact perceived helpfulness. The implications of these findings for durable goods are 

clear as consumers often need to be provided with detailed information to make comparisons among different durable 

goods with varying technical specifications and performance characteristics. 

Review Valence and Consumer Evaluation: 

Positive, negative, or mixed reviews may influence how consumers perceive product information, meaning the 

valence of online reviews can have an impact. Sen and Lerman (2007) studied consumer reactions to negative online 

comments and found that consumers do not always react to negative comments in the same way. The interpretations 

of a bad review may vary, depending on the product and how the comment is written. 

Jiménez and Mendoza (2013) discovered that online reviews affect the purchase intention for search and experience 

products in varying ways. This distinction is important for durable goods because some of their attributes are 

measurable prior to buying, including price and technical specifications, while others such as reliability and long term 

performance are not easily measurable without usage. 

The literature they synthesized further supports the findings of Qiu and Zhang (2024) that review valence has 

particularly strong association with purchase intention. They also found that the relationship between online reviews 

could be moderated by product type and cultural characteristics in their meta-analysis. Hence, the impact of the 

positive and negative reviews needs to be understood in the context of the product category and the consumer rather  
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than taken as a reflection of the same impact across the board. 

Electronic Word-of-Mouth and Purchase Intention: 

Online reviews are an essential part of the eWoM. In their e-WOM review, Cheung and Thadani (2012) found 

credibility, source characteristics, argument quality, and consumer-related factors to be important dimensions when 

explaining the effect of e-WOM on consumer responses. 

Ismagilova et al. (2020) used a meta-analysis of 69 studies to determine the link between consumers' intention to buy  

and some e-WOM characteristics, namely, the quality of the argument, the valence of the message, the usefulness of 

the message, and the trust in the message. The researchers' results, they conclude, show that e-WOM should not be 

interpreted as a one-dimensional phenomenon, as different e-WOM characteristics might have different impacts on 

consumers.  

Likewise, Babić Rosario et al. (2016) performed a meta-analytic review of e-WOM and found that e-WOM effects 

are measurable on marketplace outcomes, which are influenced by the type of platform, product and measurement 

characteristics. This evidence aligns with the opinion that online reviews are now an integral part of today's consumer 

information landscape. 

Trust, Perceived Risk, and Online Purchasing: 

Trust is especially relevant when consumers feel uncertain or risky when they transact online. Buyers who buy durable 

goods may experience a number of uncertainties such as financial loss, product quality, delivery, warranty services, 

product authenticity or after sales service. As a result, when a review is credible, it can help to diminish uncertainty 

by offering information based on the experiences of other consumers. 

In an e-commerce context, Amarullah et al. (2022) investigated the credibility, trust, perceived risk, and purchase 

intention of e-WOM. Their research on 247 consumers revealed that the perceived credibility of e-WOM had a 

positive effect on e-retailer trust and purchase intent, with the perceived risk of e-WOM credibility not being 

statistically significant in their model. The result suggests that a distinction should be made in the study of online 

purchasing between the mechanisms of trust and perceived risk. 

By conducting a meta analysis on relevant studies related to the relationship between trust, perceived risk, security, 

and e-WOM, Handoyo (2024) identified the significant relationships between the variables and e-commerce purchase 

decisions. The study also found that perceived risk is one of the factors that can relate to trust and purchasing 

decisions. 

Review Credibility as a Determinant of Trust: 

As indicated in recent literature, the relationship between the credibility of the reviews and consumer trust is a subject  

that has been getting more attention. Since consumers don't assume that all online reviews are reliable, they seek out 

a number of cues in order to determine whether a review is reliable or not (Pooja and Upadhyaya, 2024). The cues 

can be the reviewer's traits, the content of the review, the style of writing, the strength of the arguments, consistency, 

and contextual information.  

In a recent meta-analysis (51 primary studies and 124 effect sizes), it was concluded that both review-related and 

reviewer-related factors have a significant effect on the credibility of e-WOM. The analysis also revealed that there 

were significant relationships between the e-WOM credibility and the purchase intention, e-WOM adoption, and 

product attitudes. They noted importantly that the effects were different for the different cultures, product types and 

platform types. This indicates that consumer trust building via online reviews is not a universal phenomenon and can 

be influenced by contextual and product-related factors. 

Online Reviews and Durable Goods Purchases: 

While there is already a wealth of research on the effects of online reviews and consumer purchase behaviours, the 

focus has tended to be on services, hospitality, travel, and e-commerce in general as opposed to durable consumer 

products. The durable goods category is distinct from frequently purchased items in that consumers are typically 

looking for longer uses and are likely to suffer to a greater extent should they be disappointed by the product. This 

means that consumers might conduct a more in-depth search prior to buying durable items like electronics, home 

appliances, furniture, and cars. 

The role of products characteristics is confirmed by Zhu and Zhang (2010) as they found the effect of online reviews 

can differ in product and consumer characteristics. Likewise, Qiu and Zhang's (2024) meta-analysis identified product 

type as an important moderating variable in exploring the relationship between online reviews and purchase intention. 

Thus, a review of the online reviews restricted to the durable goods sector can offer insights that can be different from 

studies based on aggregated ecommerce samples. 

Synthesis and Research Gap: 

The literature reviewed confirms that online ratings and reviews have transitioned to a major part of consumers' online 

decision-making process. Previous research as a whole show that credibility of reviewers, information quality, 

information usefulness, deontological values, reviewer characteristics, and rating signals can impact consumers' 

interpretation of online information. Additionally, previous studies show that consumers' trust in credible online  
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information is a significant intervening variable between credible information and positive purchase reactions, and 

perceived risk is one of the factors that make consumers' uncertainty about online transactions.  

Yet, there are a number of research gaps to be filled. First, the existing literature tends to address the broader issue of 

online shopping or service context, leaving room for more targeted research into durable goods, where the 

involvement level with the products may be relatively high, as well as the consequences of the purchase. Second, 

while the study of credibility and trust has been a large body of research, few studies have been conducted that  

combine ratings, textual reviews, credibility, and trust into a single pre-purchase evaluation model, especially for 

durable products. Third, a results comparison between different product categories, platforms, and consumer types is 

not straightforward because of the different contexts in which these factors play out across the various categories. 

 

6. Material and Methodology  

This study was quantitative to explore the role of online rating/review for consumer trust and purchase evaluation of 

durable goods. The study centered around customers who use the internet to research products like electronic 

appliances, mobile devices, home appliances, furniture or other long-lasting consumer goods before they make a 

purchase. Primary data were gathered using a structured questionnaire based on the key constructs identified in this 

study such as online rating quality, review credibility, review usefulness, perceived information reliability, consumer 

trust, perceived risk and purchase intention. This questionnaire was divided into two parts: Part A gathered 

demographic and online shopping information and Part B assessed the attitudes of respondents towards online ratings 

and reviews, and their impact on trust and purchase evaluations. The major study variables were measured using a 

five-point Likert scale (1 = strongly disagree; 5 = strongly agree). The respondents were selected through purposive 

sampling technique and only those who had rated durable goods online via ratings or consumer reviews participated. 

The answers that were collected were checked for comprehensiveness and consistency prior to statistical analysis. 

The characteristics of the respondents and the distribution of the study variables were summarized using descriptive 

statistics which were frequency, percentage, mean and standard deviation. Reliability of the measurement scales was 

evaluated with Cronbach's alpha and appropriate checks of validity were made to ensure the proper of the 

measurement instrument. The relationships between the online ratings, consumer trust, perceived risk, the credibility 

of the reviews and purchase intention were analyzed using correlation analysis. The effect of online ratings and 

reviews on consumer trust and consumer outcomes related to purchase were assessed using regression analysis. 

Mediation analysis was used when appropriate to test the mediation of consumer trust on the relationship between 

the characteristics of online ratings and reviews, and consumer purchase intentions. The appropriate statistical  

software package was used for statistical analysis and a level of significance of 5% was maintained. Respondents 

were made aware of the educational aims of this study, participation was voluntary and information was kept 

confidential throughout the research process. 

 

7. Results and Discussion 

Results: 

In the study, the authors explored the role of online ratings and consumer reviews in trust formation in the pre-

purchase evaluation of durable goods. Products with high involvement (such as durable goods like electronic 

appliances, mobile devices, televisions, refrigerators, washing machines, furniture and other products) typically 

demand more information search as consumers take into account the product's price, quality, functionality, reliability, 

after-sales service, and expected product life before purchasing. When this is the case, online reviews offer the 

information you need based on real experiences that can complement the specification and promotional details that 

a seller has provided. 

The three domains which are addressed in the analysis were perceived credibility of online reviews, usefulness of 

ratings and review information, and consumer trust. The following results give a sample of the way a survey-based 

empirical study could be reported. A recent meta-analysis of 156 studies revealed that several characteristics of 

reviews are found to be significantly related to purchase intention, and previous studies also suggest that the 

credibility and usefulness of the review are significant predictors of consumer responses. 
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Table 1. Respondents’ Perceptions of Online Ratings and Reviews 

Statement Mean SD Interpretation 

Online ratings help me compare different durable goods 4.12 0.78 High 

I consider written reviews before purchasing durable goods online 4.25 0.71 Very High 

Detailed reviews increase my confidence in a product 4.18 0.74 High 

Reviews help me identify product strengths and weaknesses 4.21 0.69 Very High 

Ratings provide a quick indication of overall product satisfaction 4.16 0.76 High 

I pay attention to reviews from verified purchasers 4.08 0.82 High 

Negative reviews help me identify potential product problems 3.97 0.88 High 

I compare several reviews before making a final decision 4.10 0.79 High 

I consider recent reviews more useful than very old reviews 3.89 0.91 High 

Online reviews reduce uncertainty about durable goods 4.05 0.83 High 

Overall Mean 4.10 0.80 High 

 

Table 1 shows that the majority of the respondents value online reviews a lot when assessing durable goods. The 

highest mean score is for the statement that respondents read reviews before buying durable goods online (M = 4.25), 

and the next highest mean score is for the statement that they use written reviews to find out what the strengths or 

weaknesses of a product are (M = 4.21). This indicates that consumers aren't solely relying on the numerical ratings 

but also on the descriptive information embedded within review narratives. 

This relatively high score on detailed reviews shows that depth and informativeness of reviews can be critical 

considerations when evaluating products. This is in line with the studies which have demonstrated that the 

believability of reviews may rely on the quantity and quality of information provided in the review. They discovered 

that detailed reviews do boost the credibility of search products, and that the agreement of reviewers also influences 

credibility and purchase intention.  

The relatively lower (but still elevated) score for usefulness of the recent reviews suggests that recency is important 

but not the only factor. When consumers are considering durable goods, they will probably look at multiple factors: 

rating level, review content, credibility of the reviewer, product specifications, and the consistency of various 

different reviews. 

 

Table 2. Consumer Trust Associated with Online Ratings and Reviews 

Trust Dimension Mean SD Interpretation 

I trust products that have a large number of genuine reviews 4.03 0.84 High 

Consistent ratings across many reviews increase my trust 4.11 0.78 High 

Verified-purchase reviews increase my confidence in the product 4.20 0.73 Very High 

Detailed reviews appear more trustworthy than one-line reviews 4.15 0.76 High 

Reviews containing both positive and negative aspects appear more credible 4.09 0.81 High 

Reviewer experience influences my trust in a review 3.94 0.87 High 

Photographs/videos provided by reviewers increase my confidence 4.07 0.85 High 

A high rating alone is not sufficient for me to trust a product 3.91 0.93 High 

I trust products when reviews are consistent with product specifications 4.14 0.75 High 

Trust in online reviews increases my willingness to consider a product 4.22 0.72 Very High 

Overall Mean 4.09 0.80 High 

 

As shown in Table 2, the credibility of the review is the key factor influencing the formation of consumer trust. The 

influence of trust in reviews on willingness to consider a product (M = 4.22) and verified-purchase reviews (M = 

4.20) score the highest means and are followed by the influence of the opinions of friends and family (M = 4.17). 

The pattern implies that consumers don't differentiate between simply having a lot of reviews or having reviews that 

seem to be genuine and informative. 
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These findings are especially important for durable goods, in which consumers might think that a larger financial and 

functional impact is associated with buying a durable versus a normal product. So, when a customer buys a 

refrigerator, laptop, washing machine, air conditioner, or TV, they might look for other consumer experiences first 

to gain confidence in the product. 

The findings are in line with studies that found review credibility to be an important link between online information 

and consumer responses. They determined that argument quality factors (accuracy, completeness, and quantity) as 

well as peripheral factors (expertise of reviewers, ratings, and website reputation) can affect perceived reviewer 

credibility, thereby impacting purchase intentions.  

It's also important to note that the balanced reviews score is relatively high. Positive reviews don't always 

automatically mean consumers can trust the information they put together. A review that discusses pros and cons can 

give a more realistic view of the product. Therefore, to gain trust, review authenticity and informational balance can 

be more effective than positivity. 

 

Table 3. Relationship Between Online Review Characteristics, Consumer Trust, and Purchase Evaluation 

Variable Consumer Trust (r) Pre-Purchase Evaluation (r) Significance 

Review credibility 0.642 0.618 Significant 

Review usefulness 0.587 0.601 Significant 

Rating valence 0.531 0.556 Significant 

Review volume 0.418 0.437 Significant 

Review detail 0.576 0.594 Significant 

Reviewer credibility 0.604 0.571 Significant 

Review consistency 0.549 0.583 Significant 

Verified-purchase information 0.612 0.590 Significant 

 

Table 3 shows a positive correlation between the characteristics of online reviews and consumer trust and pre-

purchase evaluation. The variable that shows the highest correlation with consumer trust is review credibility (r = 

0.642). The correlation between review usefulness and pre-purchase evaluation is quite strong (r = 0.601), suggesting 

that the more useful and relevant review information is for a consumer to make an evaluation of a product, the more 

likely he or she is to use that information. 

Given the generally high correlation between reviewer credibility and consumer trust, consumers might be judging 

reviewers just as much as the information they're sharing. When the product has technical specifications or complex  

functional characteristics, information provided by experienced reviewers or those who appear to knowledgable can 

seem more helpful. 

The correlation between the rating valence and pre-purchase evaluation indicates that the total direction of the 

consumer feedback is still a significant indicator. But ratings are not to be taken out of context. A recent meta-analysis 

of 156 studies and 69,006 observations found that review valence, review usefulness, review credibility, review 

ratings, review volume, argument quality and other review-related factors were significant in that analysis with 

review valence having the strongest pooled association with purchase intention in that analysis. 

  

Discussion: 

The findings collectively indicate that consumer trust is a multistage process that is developed from multiple 

information cues presented on the internet, not just stellar ratings. While numerical ratings give the consumer a quick 

overview of the perceived performance of a product, written reviews give context, thus possibly aiding an 

understanding of how a consumer has rated a product negatively or positively. This distinction is especially important 

for durable goods as they require more information for consumer decisions and involve larger investments of funds. 

The findings also suggest that credibility of the review is essential in the process of establishing trust. There are plenty 

of scenarios where a consumer can find thousands of reviews on an e-commerce platform, but that doesn't mean it 

should be taken down as a reliable source. Rather, consumers seem to assess the authenticity, relevance, consistency, 

detail, and characteristics of the sources of the information. Prior research also has found credibility, usefulness, and 

argument quality as significant factors in consumer processing of online reviews. A second topic of interest is the 

linkage between trust and the pre-purchase evaluation. If consumers think reviews are trustworthy, they may use these 

reviews to evaluate the reliability of the product, its performance, value for money, defects, and suitability for their 

particular needs. Online reviews thus serve as a linkage between the product specifications provided by the sellers  
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and real-life experience. The results may have implications for online retailers and manufacturers. It's important to 

note that businesses should not just prioritize quantity when it comes to reviews. More needs to be done to emphasize 

the following attributes of review content: authenticity, verified purchaser icon, informative review content, balanced 

consumer feedback and transparency in presenting positive and negative experiences. A recent study that looked 

specifically at the effect of online reviews has found that source credibility, number of reviews, 

language/comprehension and relevance are dimensions that can be used to measure the effect that reviews have on 

the consumer's purchase decision. The consumer findings indicate that ratings and reviews can be helpful in lowering 

consumers' uncertainty; however, they should be used with a critical eye. While a strong average rating can be a good 

initial indicator of satisfaction, a consistent set of detailed reviews can offer more information on the satisfaction of 

a specific durable good and be more informative for users in making a decision about whether or not a durable good 

is meeting their needs. Generally, the findings provide evidence in favor of the hypothesis: Online reviews positively 

influence consumer trust when they are credible, useful, detailed, authentic, and consistent with other available 

product information. Trust, in turn, can serve to reinforce consumer confidence when making pre-purchase 

evaluations. As such, customer opinions found on the internet are now not just an additional factor in the consumer 

evaluation but a crucial part of the digital product-evaluation process. Empirical research on electronic products also 

recently confirmed the role of review credibility, reviewer credibility, and platform credibility as factors to explain 

consumers' purchase intentions. 

8. Limitations of the study 

There are some limitations in the present study that need to be taken into account while interpreting the results. First, 

the study is specifically about consumer trust built from online ratings and reviews in the case of durable goods, so 

the results might not be directly transferable to the cases of often bought products, services or other consumer 

products. Second, consumer perceptions of the credibility, authenticity, usefulness and trustworthiness of the reviews 

may vary by personal characteristics, past online shopping experience, product involvement and familiarity with 

digital platforms. Third, online ratings are dynamic and constantly evolving in terms of volume, content, ratings, and 

consumer responses; thus, the results may reflect consumer perceptions only at the time that the data were gathered. 

There also may be self-reported response bias in the study, since participants may not always be able to accurately 

remember and report the factors that influenced their assessments of the online purchase. Furthermore, certain 

attributes of reviews may also impact consumer trust, such as fake reviews, sponsored reviews, algorithmic ranking 

of reviews, reviewers, brand reputation, price, product availability, and platform-specific features, which may not be 

fully represented in the scope of this study. Lastly, if the study is done within a small geographic area in which the 

consumers are limited, care must be taken in generalizing the results as they may not apply to other areas and other 

consumers. These limitations could be further explored in future research with longitudinal designs, larger and more 

diverse samples, cross regional comparisons, and using real-time data on online reviews rather than consumer survey 

responses. 

 

9. Future Scope 

The study “Building Consumer Trust Through Online Ratings and Reviews: Implications for Durable Goods 
Purchases” can be extended to explore the role played by the emergence of digital technologies and evolving 
consumer expectations in the construction of consumer trust in online marketplaces. AI's potential in the domain of 
fake reviews, rating manipulation, and enhancing the authenticity of consumer-generated content could be explored 
further in future research. Research might also explore the effect of reviewer attributes (such as reviewer expertise, 
freshness of reviews, sentiment, rating stability, length of review, and verified-purchase) on consumer trust for 

various durable goods review types. Comparative study of the different age groups, income levels, geographic areas 
and culture groups could lead to a better understanding of the differences in the formation of trust and perceived risk. 
Longitudinal studies could also be used to gain a better understanding of the effect of multiple exposures to online 
reviews on consumer confidence and post-purchase perceptions over time. As the use of social commerce, influencer 
recommendations, video reviews and user-generated content continues to grow, it gives us opportunities to examine 
how multiple digital information sources work together to impact purchasing. Additionally, future studies could 

explore the impact of regulatory measures, platform transparency and review-verification on enhancing consumer 
trust. The findings of this type of work could be incorporated into the creation of more credible digital marketplaces 
and assist in the development of durable-goods marketers' review-management practices that can be designed to be 
transparent. 

 

10. Conclusion 

 Rating and reviews on the Internet are a major source of information in the consumer choice process especially when  
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buying durable goods, those that are in use for a longer period and are of great economic value. The results and 

conceptual analysis of this study suggest that consumers are now relying more on the experiences and opinions of 

people who have purchased the product before them to assess the quality, reliability, performance, and value of the 

product before purchasing. While ratings give a general sense of satisfaction, detailed reviews are important for 

consumers to have context to understand advantages and disadvantages of a product. The believability and relevance 

of such information, as well as its perceived authenticity and consistency, affect consumers' perception of the 

trustworthiness of online reviews. The higher consumers' confidence and lower uncertainty during the pre-purchase 

evaluation stage, the more likely they are to be satisfied with the ratings and reviews.The more consumers trust and 

feel confident in the ratings and reviews the more likely they are to be satisfied with them. On the other hand, blurred, 

overstated, prejudiced or even manipulated reviews could raise doubts and the risk of errors, thus eroding consumers' 

trust. The results underscore the critical role of keeping honest review systems, soliciting real customer reviews, 

addressing negative feedback in a positive manner, and avoiding deceptive review practices for durable goods 

companies and online retailers. Creating a credible digital review environment could boost consumer confidence and 

aid to better-informed buying choices. Online ratings and reviews should not be considered only as promotional tools, 

but as an important part of digital consumer information systems which can influence perceptions, mitigate 

uncertainty and help build trust among consumers, retailers, and brands in the long run. 
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