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Abstract:  The rapid expansion of e-commerce has fundamentally transformed consumer buying behavior, 

particularly within the fashion industry, where purchasing decisions are highly subjective and experience-

oriented. With the growing preference for online shopping, consumers increasingly face uncertainty due to 

the inability to physically inspect products before purchase. As a result, online reviews have emerged as a 

critical source of information, functioning as electronic word-of-mouth (e-WOM) that significantly 

influences consumer trust, perception, and purchase decisions. Online reviews provide insights into key 

product attributes such as fit, fabric quality, durability, comfort, and overall satisfaction, thereby helping 

consumers reduce perceived risk associated with online fashion purchases. 

The present study aims to examine the effect of online reviews on consumer purchase decisions in the 

fashion industry, with specific reference to Rajasthan. The research focuses on understanding how various 

online review characteristics—namely review valence (positive or negative), review volume, reviewer 

credibility, and perceived usefulness—influence consumers’ purchase behavior. Additionally, the study 

investigates whether perceived usefulness of online reviews acts as a mediating variable between review 

characteristics and purchase decisions. The research also explores differences in the influence of online 

reviews across demographic segments such as age and gender. 

A quantitative research approach was adopted using a descriptive and explanatory research design. Primary 

data was collected through a structured questionnaire administered to 200 online fashion consumers 

residing in Rajasthan. The respondents were selected using a combination of stratified and convenience 

sampling techniques to ensure demographic diversity and adequate representation. The questionnaire 

measured consumer perceptions regarding online reviews using Likert-scale items, along with demographic 

and online shopping behavior variables. The collected data was coded, cleaned, and analyzed using 

statistical tools such as descriptive analysis, correlation analysis, regression analysis, Analysis of Variance 

(ANOVA), and mediation analysis to test the proposed hypotheses and examine relationships among 

variables. 

The findings of the study reveal that online reviews have a significant and positive impact on consumer 

purchase decisions in the fashion industry. Review credibility and perceived usefulness emerged as the 

most influential factors affecting purchase intention, indicating that consumers place greater trust in 

reviews that appear authentic, detailed, and reliable. The analysis also shows that younger consumers rely 

more heavily on online reviews compared to older age groups, reflecting higher digital engagement and 

familiarity with e-commerce platforms. Furthermore, the mediation analysis confirms that perceived 

usefulness partially mediates the relationship between online review characteristics and purchase decisions, 

suggesting that reviews influence consumer behavior primarily when they are perceived as informative and 

helpful. 
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The study contributes to existing literature by providing region-specific insights into consumer behavior in 

Rajasthan and highlighting the psychological mechanisms through which online reviews influence 

purchase decisions. From a practical perspective, the findings offer valuable implications for fashion brands 

and e-commerce platforms. By encouraging genuine customer feedback, improving review transparency, 

and enhancing the presentation of useful reviews, companies can strengthen consumer trust, reduce 

purchase uncertainty, and improve overall sales performance. The study underscores the growing strategic 

importance of online reviews in shaping consumer decision-making in the digital fashion marketplace. 

 

Index Terms - Online Reviews, e-WOM, Purchase Decision, Fashion Industry, Consumer Behavior, 

Rajasthan 

 

1. Introduction 

 

The fashion industry is one of the most dynamic and rapidly evolving sectors of the global economy, driven 

by changing consumer lifestyles, cultural influences, and continuous innovation. In recent years, the 

industry has undergone a significant transformation due to the widespread adoption of digital technologies 

and the rapid growth of e-commerce platforms. Online shopping has emerged as a preferred mode of 

purchasing fashion products such as apparel, footwear, and accessories, offering consumers convenience, 

variety, and competitive pricing. Platforms like Amazon, Flipkart, Myntra, Ajio, and several international 

fashion websites have enabled consumers to access a wide range of fashion brands without geographical 

limitations. 

 

Despite the advantages of online shopping, fashion consumers face inherent challenges due to the inability 

to physically examine products before making a purchase. Fashion items are experience-based and highly 

subjective, as factors such as fabric quality, fit, comfort, color accuracy, and style appeal cannot be fully 

evaluated through images or product descriptions alone. This limitation increases consumers’ perceived 

risk and uncertainty while shopping online. As a result, consumers increasingly rely on online reviews as 

a substitute for physical product evaluation. Online reviews provide insights based on the experiences of 

previous buyers and help prospective customers make more informed decisions. 

 

Online reviews represent a powerful form of electronic word-of-mouth (e-WOM) and have become a 

crucial element of the digital shopping environment. Unlike traditional advertising, which is controlled by 

brands, online reviews are user-generated and are therefore perceived as more authentic, unbiased, and 

trustworthy. Consumers often consider online reviews to be a reliable source of information because they 

reflect real-life experiences shared by other customers. In the context of the fashion industry, reviews 

discussing sizing accuracy, fabric quality, delivery experience, and overall satisfaction play a vital role in 

shaping purchase intentions. 

 

The influence of online reviews extends beyond individual purchase decisions and significantly impacts 

brand reputation and competitiveness. Positive reviews can enhance brand credibility, increase consumer 

trust, and encourage repeat purchases, while negative reviews can damage brand image and deter potential 

buyers. In highly competitive online marketplaces where multiple brands offer similar products at 

comparable prices, online reviews often act as the deciding factor in the consumer’s final purchase choice. 

Consequently, understanding how online reviews affect consumer behavior has become increasingly 

important for fashion brands and e-commerce platforms. 

 

In emerging markets such as India, and particularly in regions like Rajasthan, the influence of online 

reviews is especially pronounced. With the growing penetration of smartphones and internet connectivity, 

consumers in Tier-II and Tier-III cities are increasingly adopting online shopping. However, limited access 

to physical brand stores in these regions further intensifies reliance on online reviews. Consumers often 

depend on peer opinions to reduce uncertainty and build confidence in online purchases. Younger 

consumers, in particular, are highly influenced by digital content, social media interactions, and online 

feedback while making fashion-related decisions. 
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GIVEN THIS EVOLVING DIGITAL LANDSCAPE, IT IS ESSENTIAL TO EXAMINE THE ROLE OF ONLINE REVIEWS IN 

SHAPING CONSUMER PURCHASE DECISIONS IN THE FASHION INDUSTRY. THIS STUDY AIMS TO ANALYZE THE 

IMPACT OF VARIOUS ONLINE REVIEW CHARACTERISTICS—SUCH AS REVIEW VALENCE, VOLUME, CREDIBILITY, 

AND PERCEIVED USEFULNESS—ON CONSUMER PURCHASE BEHAVIOR IN RAJASTHAN. BY UNDERSTANDING 

THESE RELATIONSHIPS, THE STUDY SEEKS TO PROVIDE VALUABLE INSIGHTS FOR FASHION BRANDS, 

MARKETERS, AND E-COMMERCE PLATFORMS TO EFFECTIVELY MANAGE ONLINE REVIEWS, ENHANCE 

CONSUMER TRUST, AND IMPROVE OVERALL BUSINESS PERFORMANCE. 

1.1 OBJECTIVES OF THE STUDY 

- TO IDENTIFY KEY FACTORS INFLUENCING ONLINE REVIEWS AND PURCHASE DECISIONS IN THE FASHION 

INDUSTRY IN RAJASTHAN. 

- TO EXAMINE THE RELATIONSHIP BETWEEN ONLINE REVIEWS AND CONSUMER PURCHASE BEHAVIOR. 

- TO ANALYZE DIFFERENCES IN THE INFLUENCE OF ONLINE REVIEWS ACROSS DIFFERENT CONSUMER SEGMENTS. 

- TO STUDY THE MEDIATING EFFECT OF PERCEIVED USEFULNESS OF ONLINE REVIEWS ON PURCHASE DECISIONS. 

- TO PROVIDE PRACTICAL RECOMMENDATIONS FOR FASHION BRANDS AND E-COMMERCE PLATFORMS. 

 

2. LITERATURE REVIEW 

PREVIOUS STUDIES HIGHLIGHT THE CRITICAL ROLE OF ONLINE REVIEWS IN SHAPING CONSUMER PURCHASE 

INTENTIONS IN THE FASHION INDUSTRY. RESEARCH INDICATES THAT REVIEW VALENCE, CREDIBILITY, AND 

VOLUME SIGNIFICANTLY IMPACT TRUST AND BUYING BEHAVIOR. NEGATIVE REVIEWS OFTEN CARRY GREATER 

WEIGHT THAN POSITIVE ONES, WHILE REVIEWER CREDIBILITY AND DETAILED TEXTUAL FEEDBACK ENHANCE 

PERCEIVED TRUSTWORTHINESS. STUDIES CONDUCTED IN THE INDIAN CONTEXT EMPHASIZE THE GROWING 

DEPENDENCE ON REVIEWS AMONG YOUNG CONSUMERS AND RESIDENTS OF TIER-II AND TIER-III CITIES. 

THE INFLUENCE OF ONLINE REVIEWS ON CONSUMER PURCHASE DECISIONS HAS BEEN WIDELY EXAMINED IN 

THE CONTEXT OF E-COMMERCE, WITH PARTICULAR EMPHASIS ON THEIR ROLE AS ELECTRONIC WORD-OF-

MOUTH (E-WOM). ONLINE REVIEWS SERVE AS A CRITICAL SOURCE OF INFORMATION FOR CONSUMERS, 

ESPECIALLY IN INDUSTRIES SUCH AS FASHION WHERE PRODUCTS ARE EXPERIENCE-BASED AND SUBJECTIVE IN 

NATURE. PREVIOUS STUDIES CONSISTENTLY HIGHLIGHT THAT ONLINE REVIEWS SIGNIFICANTLY AFFECT 

CONSUMERS’ ATTITUDES, TRUST, AND PURCHASE INTENTIONS BY REDUCING UNCERTAINTY AND PERCEIVED 

RISK ASSOCIATED WITH ONLINE SHOPPING. 

SEVERAL RESEARCHERS HAVE EMPHASIZED THE IMPORTANCE OF REVIEW VALENCE, REFERRING TO THE 

POSITIVE OR NEGATIVE TONE OF REVIEWS, IN SHAPING PURCHASE DECISIONS. POSITIVE REVIEWS ARE 

GENERALLY ASSOCIATED WITH INCREASED PURCHASE INTENTION, AS THEY CREATE FAVORABLE PRODUCT 

PERCEPTIONS AND ENHANCE BRAND CREDIBILITY. HOWEVER, STUDIES ALSO INDICATE THAT NEGATIVE 

REVIEWS OFTEN HAVE A STRONGER PSYCHOLOGICAL IMPACT THAN POSITIVE ONES DUE TO CONSUMERS’ 

TENDENCY TO FOCUS MORE ON POTENTIAL RISKS. RESEARCH SUGGESTS THAT EVEN A SMALL NUMBER OF 

NEGATIVE REVIEWS CAN OUTWEIGH NUMEROUS POSITIVE ONES, PARTICULARLY WHEN THE NEGATIVE 

FEEDBACK RELATES TO CRITICAL FASHION ATTRIBUTES SUCH AS SIZING ISSUES, FABRIC QUALITY, OR 

DURABILITY. 

REVIEW VOLUME, DEFINED AS THE NUMBER OF REVIEWS AVAILABLE FOR A PRODUCT, HAS ALSO BEEN 

IDENTIFIED AS A SIGNIFICANT DETERMINANT OF CONSUMER BEHAVIOR. A HIGHER VOLUME OF REVIEWS 

SIGNALS PRODUCT POPULARITY AND SOCIAL APPROVAL, WHICH INCREASES CONSUMER CONFIDENCE AND 

TRUST. SEVERAL STUDIES HAVE FOUND THAT PRODUCTS WITH A LARGE NUMBER OF REVIEWS ARE PERCEIVED 

AS LESS RISKY AND MORE RELIABLE THAN PRODUCTS WITH FEW OR NO REVIEWS. IN THE FASHION INDUSTRY, 

WHERE TRENDS CHANGE RAPIDLY AND NEW PRODUCTS ARE FREQUENTLY INTRODUCED, REVIEW VOLUME 

PLAYS AN IMPORTANT ROLE IN GUIDING CONSUMERS TOWARD POPULAR AND WIDELY ACCEPTED CHOICES. 
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REVIEWER CREDIBILITY IS ANOTHER KEY FACTOR DISCUSSED EXTENSIVELY IN THE LITERATURE. RESEARCH 

INDICATES THAT CONSUMERS ARE MORE LIKELY TO TRUST REVIEWS WRITTEN BY VERIFIED BUYERS OR 

REVIEWERS WHO PROVIDE DETAILED AND SPECIFIC INFORMATION. CREDIBLE REVIEWERS ARE PERCEIVED AS 

KNOWLEDGEABLE AND TRUSTWORTHY, WHICH ENHANCES THE INFLUENCE OF THEIR OPINIONS ON PURCHASE 

DECISIONS. STUDIES ALSO HIGHLIGHT THAT VAGUE OR OVERLY POSITIVE REVIEWS MAY RAISE SUSPICION 

AMONG CONSUMERS, LEADING TO REDUCED TRUST AND SKEPTICISM TOWARD THE PRODUCT OR BRAND. 

PERCEIVED USEFULNESS OF ONLINE REVIEWS HAS EMERGED AS A CRITICAL MEDIATING VARIABLE IN 

UNDERSTANDING HOW REVIEWS INFLUENCE CONSUMER BEHAVIOR. PRIOR RESEARCH SUGGESTS THAT 

ONLINE REVIEWS AFFECT PURCHASE DECISIONS PRIMARILY WHEN CONSUMERS PERCEIVE THEM AS 

INFORMATIVE, RELEVANT, AND HELPFUL. REVIEWS THAT PROVIDE PRACTICAL INSIGHTS, SUCH AS FIT 

DESCRIPTIONS, FABRIC FEEL, AND REAL-LIFE USAGE EXPERIENCES, ARE CONSIDERED MORE USEFUL AND ARE 

MORE LIKELY TO INFLUENCE PURCHASE INTENTIONS. THE PERCEIVED USEFULNESS OF REVIEWS 

STRENGTHENS THE RELATIONSHIP BETWEEN REVIEW CHARACTERISTICS AND CONSUMER DECISION-MAKING. 

IN THE INDIAN CONTEXT, STUDIES INDICATE THAT ONLINE REVIEWS PLAY AN ESPECIALLY IMPORTANT ROLE 

IN TIER-II AND TIER-III CITIES, WHERE ACCESS TO PHYSICAL RETAIL OUTLETS MAY BE LIMITED. YOUNGER 

CONSUMERS, IN PARTICULAR, DEMONSTRATE A HIGHER RELIANCE ON ONLINE REVIEWS DUE TO GREATER 

DIGITAL EXPOSURE AND FAMILIARITY WITH E-COMMERCE PLATFORMS. RESEARCH ALSO SUGGESTS THAT 

CULTURAL FACTORS, SUCH AS COLLECTIVISM, INCREASE THE INFLUENCE OF PEER OPINIONS AND SOCIAL 

PROOF IN PURCHASE DECISIONS. 

OVERALL, EXISTING LITERATURE ESTABLISHES A STRONG RELATIONSHIP BETWEEN ONLINE REVIEWS AND 

CONSUMER PURCHASE DECISIONS IN THE FASHION INDUSTRY. HOWEVER, THERE IS LIMITED REGION-SPECIFIC 

RESEARCH FOCUSING ON RAJASTHAN AND ON THE MEDIATING ROLE OF PERCEIVED USEFULNESS. THIS STUDY 

SEEKS TO ADDRESS THESE GAPS BY EXAMINING HOW DIFFERENT ONLINE REVIEW CHARACTERISTICS 

INFLUENCE CONSUMER PURCHASE BEHAVIOR IN THE FASHION INDUSTRY WITHIN THE RAJASTHAN CONTEXT. 

3. RESEARCH METHODOLOGY 

THE STUDY ADOPTS A DESCRIPTIVE AND EXPLANATORY RESEARCH DESIGN USING A QUANTITATIVE 

APPROACH. PRIMARY DATA WAS COLLECTED THROUGH A STRUCTURED QUESTIONNAIRE ADMINISTERED TO 

200 ONLINE FASHION CONSUMERS RESIDING IN RAJASTHAN. SAMPLING WAS CARRIED OUT USING STRATIFIED 

AND CONVENIENCE SAMPLING TECHNIQUES. 

STATISTICAL TOOLS SUCH AS DESCRIPTIVE STATISTICS, CORRELATION ANALYSIS, REGRESSION ANALYSIS, 

ANOVA, AND MEDIATION ANALYSIS WERE EMPLOYED USING SPSS TO TEST THE HYPOTHESES AND ANALYZE 

RELATIONSHIPS BETWEEN VARIABLES. 

RESEARCH METHODOLOGY REFERS TO THE SYSTEMATIC AND STRUCTURED APPROACH ADOPTED TO CONDUCT 

A RESEARCH STUDY IN A LOGICAL AND SCIENTIFIC MANNER. IT PROVIDES A CLEAR FRAMEWORK FOR 

COLLECTING, ANALYZING, AND INTERPRETING DATA TO ACHIEVE THE RESEARCH OBJECTIVES AND TEST THE 

PROPOSED HYPOTHESES. IN THE PRESENT STUDY, THE RESEARCH METHODOLOGY HAS BEEN DESIGNED TO 

EXAMINE THE EFFECT OF ONLINE REVIEWS ON CONSUMER PURCHASE DECISIONS IN THE FASHION INDUSTRY, 

WITH SPECIAL REFERENCE TO RAJASTHAN. THIS CHAPTER OUTLINES THE RESEARCH DESIGN, POPULATION, 

SAMPLING TECHNIQUE, DATA COLLECTION METHODS, AND TOOLS USED FOR ANALYSIS. 

THE STUDY FOLLOWS A QUANTITATIVE RESEARCH APPROACH AND ADOPTS A DESCRIPTIVE AND 

EXPLANATORY RESEARCH DESIGN. THE DESCRIPTIVE DESIGN HELPS IN UNDERSTANDING CONSUMER 

BEHAVIOR, PERCEPTIONS, AND ATTITUDES TOWARD ONLINE REVIEWS, WHILE THE EXPLANATORY DESIGN 

ENABLES THE RESEARCHER TO ANALYZE THE RELATIONSHIP BETWEEN ONLINE REVIEW CHARACTERISTICS 

AND PURCHASE DECISIONS. THIS APPROACH IS APPROPRIATE AS IT ALLOWS THE USE OF STATISTICAL 

TECHNIQUES TO MEASURE AND INTERPRET THE IMPACT OF ONLINE REVIEWS OBJECTIVELY. 

THE POPULATION OF THE STUDY CONSISTS OF ONLINE CONSUMERS RESIDING IN RAJASTHAN WHO HAVE 

PURCHASED FASHION PRODUCTS SUCH AS APPAREL, FOOTWEAR, OR ACCESSORIES THROUGH ONLINE 

PLATFORMS. THE RESPONDENTS SELECTED FOR THE STUDY WERE INDIVIDUALS AGED 18 YEARS AND ABOVE 

WHO ACTIVELY REFER TO ONLINE REVIEWS BEFORE MAKING FASHION PURCHASE DECISIONS. THIS 

POPULATION WAS CHOSEN BECAUSE IT REPRESENTS CONSUMERS WHO ARE MOST EXPOSED TO DIGITAL 

PLATFORMS AND ONLINE CUSTOMER FEEDBACK. 
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A MIXED SAMPLING TECHNIQUE COMBINING STRATIFIED SAMPLING AND CONVENIENCE SAMPLING WAS USED 

FOR SELECTING RESPONDENTS. STRATIFICATION WAS DONE BASED ON DEMOGRAPHIC VARIABLES SUCH AS 

AGE AND GENDER TO ENSURE FAIR REPRESENTATION OF DIFFERENT CONSUMER GROUPS. CONVENIENCE 

SAMPLING WAS ADOPTED TO COLLECT DATA EFFICIENTLY THROUGH ONLINE PLATFORMS. A TOTAL OF 200 

RESPONDENTS WERE SELECTED FOR THE STUDY. THIS SAMPLE SIZE WAS CONSIDERED ADEQUATE FOR 

STATISTICAL ANALYSIS AND ENSURED RELIABILITY AND VALIDITY OF THE FINDINGS. 

THE PRIMARY DATA FOR THE STUDY WAS COLLECTED USING A STRUCTURED QUESTIONNAIRE DESIGNED 

SPECIFICALLY FOR THIS RESEARCH. THE QUESTIONNAIRE CONSISTED OF CLOSED-ENDED QUESTIONS, 

MULTIPLE-CHOICE QUESTIONS, AND LIKERT-SCALE STATEMENTS TO MEASURE RESPONDENTS’ PERCEPTIONS 

OF ONLINE REVIEWS. THE KEY VARIABLES INCLUDED REVIEW VALENCE, REVIEW VOLUME, REVIEWER 

CREDIBILITY, PERCEIVED USEFULNESS, AND PURCHASE DECISION. THE QUESTIONNAIRE WAS DISTRIBUTED 

ONLINE USING GOOGLE FORMS THROUGH SOCIAL MEDIA PLATFORMS, EMAILS, AND DIGITAL COMMUNITIES 

TO REACH A DIVERSE GROUP OF RESPONDENTS ACROSS RAJASTHAN. SECONDARY DATA WAS COLLECTED 

FROM ACADEMIC JOURNALS, RESEARCH PAPERS, BOOKS, AND ONLINE SOURCES TO SUPPORT THE 

THEORETICAL FRAMEWORK OF THE STUDY. 

FOR DATA ANALYSIS, STATISTICAL TOOLS WERE USED TO CONVERT RAW DATA INTO MEANINGFUL 

INFORMATION. DESCRIPTIVE STATISTICS WERE APPLIED TO SUMMARIZE DEMOGRAPHIC DETAILS AND 

GENERAL TRENDS. CORRELATION AND REGRESSION ANALYSIS WERE USED TO EXAMINE THE RELATIONSHIP 

BETWEEN ONLINE REVIEW CHARACTERISTICS AND PURCHASE DECISIONS. ANOVA WAS APPLIED TO STUDY 

DIFFERENCES ACROSS DEMOGRAPHIC GROUPS, AND MEDIATION ANALYSIS WAS CONDUCTED TO EXAMINE THE 

ROLE OF PERCEIVED USEFULNESS IN INFLUENCING PURCHASE BEHAVIOR. THE ANALYSIS WAS CARRIED OUT 

USING MS EXCEL AND SPSS SOFTWARE. 

OVERALL, THE RESEARCH METHODOLOGY ADOPTED IN THIS STUDY PROVIDES A SYSTEMATIC AND RELIABLE 

APPROACH TO UNDERSTANDING THE INFLUENCE OF ONLINE REVIEWS ON CONSUMER PURCHASE DECISIONS IN 

THE FASHION INDUSTRY AND SUPPORTS THE ACHIEVEMENT OF THE RESEARCH OBJECTIVES. 

 

4. DATA ANALYSIS AND INTERPRETATION 

DATA ANALYSIS AND INTERPRETATION IS A CRUCIAL STAGE IN ANY RESEARCH STUDY, AS IT TRANSFORMS 

RAW DATA INTO MEANINGFUL INFORMATION THAT SUPPORTS DECISION-MAKING AND CONCLUSIONS. THIS 

CHAPTER PRESENTS A DETAILED ANALYSIS AND INTERPRETATION OF THE PRIMARY DATA COLLECTED FOR THE 

STUDY TITLED “EFFECT OF ONLINE REVIEWS ON CONSUMER PURCHASE DECISIONS IN THE FASHION 

INDUSTRY: A STUDY IN RAJASTHAN.” THE OBJECTIVE OF THIS CHAPTER IS TO ANALYZE RESPONDENTS’ 

DEMOGRAPHIC PROFILES, EXAMINE THEIR PERCEPTIONS OF ONLINE REVIEWS, AND TEST THE HYPOTHESES 

PROPOSED IN THE STUDY USING APPROPRIATE STATISTICAL TOOLS. 

THE PRIMARY DATA FOR THIS STUDY WAS COLLECTED FROM 200 ONLINE FASHION CONSUMERS RESIDING IN 

RAJASTHAN THROUGH A STRUCTURED QUESTIONNAIRE. THE DATA WAS FIRST CODED, TABULATED, AND 

CLEANED TO REMOVE INCONSISTENCIES AND INCOMPLETE RESPONSES. STATISTICAL ANALYSIS WAS 

CONDUCTED USING MICROSOFT EXCEL AND SPSS, EMPLOYING BOTH DESCRIPTIVE AND INFERENTIAL 

TECHNIQUES TO ENSURE ACCURACY AND RELIABILITY OF RESULTS. 

4.1 DEMOGRAPHIC PROFILE OF RESPONDENTS 

THE DEMOGRAPHIC ANALYSIS PROVIDES AN OVERVIEW OF THE CHARACTERISTICS OF RESPONDENTS, 

INCLUDING GENDER, AGE, OCCUPATION, INCOME LEVEL, AND ONLINE SHOPPING FREQUENCY. GENDER-WISE 

DISTRIBUTION SHOWS A BALANCED PARTICIPATION, WITH APPROXIMATELY 55% MALE AND 45% FEMALE 

RESPONDENTS, INDICATING THAT ONLINE FASHION SHOPPING IS POPULAR ACROSS BOTH GENDERS. THIS 

BALANCED REPRESENTATION ENHANCES THE CREDIBILITY OF THE FINDINGS BY MINIMIZING GENDER BIAS. 

AGE-WISE DISTRIBUTION REVEALS THAT THE MAJORITY OF RESPONDENTS BELONG TO THE 18–25 YEARS AGE 

GROUP, FOLLOWED BY THE 26–35 YEARS CATEGORY. THIS INDICATES THAT YOUNGER CONSUMERS ARE MORE 

ACTIVELY ENGAGED IN ONLINE FASHION SHOPPING AND ARE MORE EXPOSED TO DIGITAL PLATFORMS AND 

ONLINE REVIEWS. OLDER AGE GROUPS SHOWED COMPARATIVELY LOWER PARTICIPATION, SUGGESTING A 

LESSER DEPENDENCE ON ONLINE SHOPPING AND REVIEWS. 
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IN TERMS OF OCCUPATION AND INCOME, A SIGNIFICANT PROPORTION OF RESPONDENTS WERE STUDENTS AND 

WORKING PROFESSIONALS WITH MONTHLY INCOMES RANGING BETWEEN ₹10,000 AND ₹50,000. THESE 

CONSUMERS ARE GENERALLY PRICE-SENSITIVE AND RELY HEAVILY ON ONLINE REVIEWS TO EVALUATE 

PRODUCT QUALITY AND VALUE FOR MONEY BEFORE MAKING PURCHASE DECISIONS. 

4.2 DESCRIPTIVE ANALYSIS OF ONLINE REVIEW USAGE 

DESCRIPTIVE ANALYSIS WAS CONDUCTED TO UNDERSTAND RESPONDENTS’ INTERACTION WITH ONLINE 

REVIEWS WHILE PURCHASING FASHION PRODUCTS. THE MAJORITY OF RESPONDENTS INDICATED THAT THEY 

FREQUENTLY READ ONLINE REVIEWS BEFORE MAKING A PURCHASE DECISION. REVIEWS RELATED TO 

PRODUCT QUALITY, FIT, FABRIC, AND OVERALL SATISFACTION WERE CONSIDERED HIGHLY IMPORTANT. 

MOST RESPONDENTS AGREED THAT POSITIVE REVIEWS INCREASE THEIR CONFIDENCE IN A PRODUCT, WHILE 

NEGATIVE REVIEWS MAKE THEM RECONSIDER OR DELAY THEIR PURCHASE. REVIEWS WRITTEN BY VERIFIED 

BUYERS AND THOSE CONTAINING DETAILED EXPLANATIONS WERE PERCEIVED AS MORE TRUSTWORTHY. 

ADDITIONALLY, RESPONDENTS EXPRESSED THAT PRODUCTS WITH A HIGHER NUMBER OF REVIEWS APPEARED 

MORE RELIABLE AND LESS RISKY. 

4.3 CORRELATION ANALYSIS 

CORRELATION ANALYSIS WAS CONDUCTED TO EXAMINE THE RELATIONSHIP BETWEEN ONLINE REVIEW 

CHARACTERISTICS AND CONSUMER PURCHASE DECISIONS. THE RESULTS INDICATE A POSITIVE AND 

SIGNIFICANT CORRELATION BETWEEN REVIEW VALENCE, REVIEW VOLUME, REVIEWER CREDIBILITY, AND 

PURCHASE DECISIONS. THIS SUGGESTS THAT AS THE POSITIVITY, QUANTITY, AND CREDIBILITY OF REVIEWS 

INCREASE, CONSUMERS’ LIKELIHOOD OF PURCHASING FASHION PRODUCTS ALSO INCREASES. 

AMONG ALL VARIABLES, REVIEWER CREDIBILITY AND PERCEIVED USEFULNESS OF REVIEWS SHOWED THE 

STRONGEST CORRELATION WITH PURCHASE DECISIONS. THIS IMPLIES THAT CONSUMERS PLACE GREATER 

IMPORTANCE ON HOW HELPFUL AND TRUSTWORTHY A REVIEW IS RATHER THAN RELYING SOLELY ON STAR 

RATINGS. 

4.4 REGRESSION ANALYSIS 

REGRESSION ANALYSIS WAS PERFORMED TO IDENTIFY THE PREDICTIVE IMPACT OF ONLINE REVIEW 

CHARACTERISTICS ON PURCHASE DECISIONS. THE RESULTS SHOW THAT REVIEW CREDIBILITY AND PERCEIVED 

USEFULNESS ARE THE MOST SIGNIFICANT PREDICTORS OF PURCHASE INTENTION. REVIEW VALENCE AND 

REVIEW VOLUME ALSO HAVE A POSITIVE IMPACT, BUT THEIR INFLUENCE IS COMPARATIVELY LOWER. 

THESE FINDINGS SUGGEST THAT CONSUMERS DO NOT MERELY LOOK AT WHETHER REVIEWS ARE POSITIVE OR 

NUMEROUS; INSTEAD, THEY EVALUATE THE QUALITY AND USEFULNESS OF THE INFORMATION PROVIDED. 

DETAILED REVIEWS THAT ADDRESS SPECIFIC CONCERNS SUCH AS SIZING ACCURACY, FABRIC QUALITY, AND 

COMFORT HAVE A STRONGER INFLUENCE ON PURCHASE BEHAVIOR. 

4.5 ANOVA ANALYSIS 

ANALYSIS OF VARIANCE (ANOVA) WAS CONDUCTED TO EXAMINE WHETHER THE INFLUENCE OF ONLINE 

REVIEWS DIFFERS ACROSS DEMOGRAPHIC GROUPS SUCH AS AGE AND GENDER. THE RESULTS INDICATE 

SIGNIFICANT DIFFERENCES ACROSS AGE GROUPS, WITH YOUNGER CONSUMERS BEING MORE INFLUENCED BY 

ONLINE REVIEWS THAN OLDER CONSUMERS. GENDER-BASED DIFFERENCES WERE ALSO OBSERVED, WITH 

FEMALE CONSUMERS SHOWING GREATER SENSITIVITY TO DETAILED REVIEWS AND PRODUCT DESCRIPTIONS. 

THESE FINDINGS SUPPORT THE HYPOTHESIS THAT THE IMPACT OF ONLINE REVIEWS VARIES ACROSS DIFFERENT 

CONSUMER SEGMENTS, HIGHLIGHTING THE IMPORTANCE OF DEMOGRAPHIC FACTORS IN ONLINE PURCHASE 

BEHAVIOR. 

4.6 MEDIATION ANALYSIS 

MEDIATION ANALYSIS WAS CONDUCTED TO TEST WHETHER PERCEIVED USEFULNESS OF ONLINE REVIEWS 

MEDIATES THE RELATIONSHIP BETWEEN ONLINE REVIEW CHARACTERISTICS AND PURCHASE DECISIONS. THE 

RESULTS CONFIRM THAT PERCEIVED USEFULNESS ACTS AS A PARTIAL MEDIATOR, INDICATING THAT ONLINE 

REVIEWS INFLUENCE PURCHASE DECISIONS PRIMARILY WHEN CONSUMERS FIND THEM INFORMATIVE AND 

HELPFUL. 
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THIS FINDING EMPHASIZES THE PSYCHOLOGICAL MECHANISM THROUGH WHICH ONLINE REVIEWS AFFECT 

CONSUMER BEHAVIOR AND REINFORCES THE IMPORTANCE OF REVIEW QUALITY OVER QUANTITY. 

 

4.7 INTERPRETATION SUMMARY 

OVERALL, THE DATA ANALYSIS CONFIRMS THAT ONLINE REVIEWS PLAY A SIGNIFICANT ROLE IN SHAPING 

CONSUMER PURCHASE DECISIONS IN THE FASHION INDUSTRY. REVIEW CREDIBILITY AND PERCEIVED 

USEFULNESS EMERGE AS THE MOST INFLUENTIAL FACTORS, WHILE DEMOGRAPHIC VARIABLES SUCH AS AGE 

AND GENDER MODERATE THIS RELATIONSHIP. THE FINDINGS ALIGN WITH THE RESEARCH OBJECTIVES AND 

PROVIDE A STRONG EMPIRICAL BASIS FOR CONCLUSIONS AND RECOMMENDATIONS PRESENTED IN THE 

SUBSEQUENT CHAPTER. 

 

FIGURE 1. THIS GRAPH ILLUSTRATES THE COMPARISON OF MEAN PURCHASE DECISION SCORES ACROSS 

DIFFERENT AGE GROUPS OF RESPONDENTS, HIGHLIGHTING VARIATIONS IN THE INFLUENCE OF ONLINE 

REVIEWS ON FASHION PURCHASE DECISIONS.. 

 

FIGURE 2. THIS GRAPH COMPARES THE MEAN PURCHASE DECISION SCORES OF MALE AND FEMALE 

RESPONDENTS, HIGHLIGHTING GENDER-BASED DIFFERENCES IN THE INFLUENCE OF ONLINE REVIEWS 

ON FASHION PURCHASE DECISIONS. 
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5. FINDINGS 

- ONLINE REVIEWS SIGNIFICANTLY INFLUENCE CONSUMER PURCHASE DECISIONS IN THE FASHION INDUSTRY. 

- REVIEW CREDIBILITY AND PERCEIVED USEFULNESS HAVE THE STRONGEST IMPACT ON PURCHASE BEHAVIOR. 

- YOUNGER CONSUMERS RELY MORE HEAVILY ON ONLINE REVIEWS COMPARED TO OLDER AGE GROUPS. 

- PERCEIVED USEFULNESS MEDIATES THE RELATIONSHIP BETWEEN ONLINE REVIEW CHARACTERISTICS AND 

PURCHASE DECISIONS. 

THIS CHAPTER PRESENTS THE MAJOR FINDINGS DERIVED FROM THE ANALYSIS OF PRIMARY DATA COLLECTED 

FROM 200 ONLINE FASHION CONSUMERS RESIDING IN RAJASTHAN. THE FINDINGS ARE BASED ON DESCRIPTIVE 

STATISTICS AND INFERENTIAL ANALYSIS, INCLUDING CORRELATION, REGRESSION, ANOVA, AND MEDIATION 

ANALYSIS. THESE FINDINGS HELP IN UNDERSTANDING THE ROLE OF ONLINE REVIEWS IN INFLUENCING 

CONSUMER PURCHASE DECISIONS IN THE FASHION INDUSTRY AND PROVIDE EMPIRICAL SUPPORT FOR THE 

RESEARCH OBJECTIVES AND HYPOTHESES. 

ONE OF THE MOST SIGNIFICANT FINDINGS OF THE STUDY IS THAT ONLINE REVIEWS HAVE A STRONG AND 

POSITIVE INFLUENCE ON CONSUMER PURCHASE DECISIONS IN THE FASHION INDUSTRY. A MAJORITY OF 

RESPONDENTS REPORTED THAT THEY REGULARLY READ ONLINE REVIEWS BEFORE PURCHASING FASHION 

PRODUCTS AND CONSIDER THEM AN IMPORTANT SOURCE OF INFORMATION. THIS INDICATES THAT ONLINE 

REVIEWS HAVE BECOME AN INTEGRAL PART OF THE CONSUMER DECISION-MAKING PROCESS, ESPECIALLY IN 

THE ABSENCE OF PHYSICAL PRODUCT EVALUATION. 

THE STUDY REVEALS THAT REVIEW VALENCE PLAYS A CRITICAL ROLE IN SHAPING CONSUMER PERCEPTIONS. 

POSITIVE REVIEWS WERE FOUND TO ENHANCE CONSUMER CONFIDENCE AND INCREASE THE LIKELIHOOD OF 

PURCHASE, WHILE NEGATIVE REVIEWS OFTEN LED TO HESITATION, DELAYED PURCHASES, OR COMPLETE 

AVOIDANCE OF THE PRODUCT. INTERESTINGLY, THE FINDINGS INDICATE THAT NEGATIVE REVIEWS TEND TO 

HAVE A STRONGER IMPACT THAN POSITIVE ONES, PARTICULARLY WHEN THEY RELATE TO ESSENTIAL PRODUCT 

ATTRIBUTES SUCH AS SIZING ISSUES, FABRIC QUALITY, OR DURABILITY. THIS HIGHLIGHTS THE PRESENCE OF 

NEGATIVITY BIAS AMONG CONSUMERS, WHERE POTENTIAL RISKS ARE WEIGHED MORE HEAVILY THAN 

POSITIVE INFORMATION. 

ANOTHER IMPORTANT FINDING RELATES TO REVIEW VOLUME, WHICH REFERS TO THE NUMBER OF REVIEWS 

AVAILABLE FOR A PRODUCT. PRODUCTS WITH A HIGHER NUMBER OF REVIEWS WERE PERCEIVED AS MORE 

POPULAR AND RELIABLE BY RESPONDENTS. A LARGE REVIEW VOLUME WAS ASSOCIATED WITH GREATER 

CONSUMER TRUST, AS IT SIGNALS SOCIAL PROOF AND WIDESPREAD ACCEPTANCE OF THE PRODUCT. 

HOWEVER, THE FINDINGS ALSO SUGGEST THAT REVIEW VOLUME ALONE IS NOT SUFFICIENT TO DRIVE 

PURCHASE DECISIONS UNLESS THE REVIEWS ARE PERCEIVED AS CREDIBLE AND INFORMATIVE. 

THE STUDY FURTHER FINDS THAT REVIEWER CREDIBILITY IS ONE OF THE STRONGEST DETERMINANTS OF 

CONSUMER PURCHASE DECISIONS. REVIEWS WRITTEN BY VERIFIED BUYERS OR REVIEWERS WHO PROVIDE 

DETAILED, SPECIFIC, AND REALISTIC INFORMATION WERE CONSIDERED MORE TRUSTWORTHY. RESPONDENTS 

EXPRESSED SKEPTICISM TOWARD VAGUE, OVERLY POSITIVE, OR GENERIC REVIEWS, OFTEN SUSPECTING THEM 

TO BE BIASED OR FAKE. THIS FINDING UNDERSCORES THE GROWING AWARENESS AMONG CONSUMERS 

REGARDING FAKE REVIEWS AND THE INCREASING IMPORTANCE OF AUTHENTICITY IN ONLINE REVIEW 

SYSTEMS. 

A KEY FINDING OF THE STUDY IS THE SIGNIFICANT ROLE OF PERCEIVED USEFULNESS OF ONLINE REVIEWS. 

CONSUMERS WERE MORE INFLUENCED BY REVIEWS THAT THEY FOUND HELPFUL, RELEVANT, AND EASY TO 

UNDERSTAND. REVIEWS THAT INCLUDED PRACTICAL INFORMATION ABOUT FIT, COMFORT, FABRIC QUALITY, 

AND REAL-LIFE USAGE EXPERIENCES WERE RATED AS HIGHLY USEFUL. THE MEDIATION ANALYSIS CONFIRMS 

THAT PERCEIVED USEFULNESS PARTIALLY MEDIATES THE RELATIONSHIP BETWEEN ONLINE REVIEW 

CHARACTERISTICS AND PURCHASE DECISIONS, INDICATING THAT REVIEWS INFLUENCE BUYING BEHAVIOR 

PRIMARILY WHEN THEY ARE PERCEIVED AS USEFUL. 
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DEMOGRAPHIC ANALYSIS REVEALS THAT AGE PLAYS A SIGNIFICANT ROLE IN MODERATING THE INFLUENCE 

OF ONLINE REVIEWS. YOUNGER CONSUMERS, PARTICULARLY THOSE IN THE 18–25 AGE GROUP, WERE FOUND 

TO BE MORE DEPENDENT ON ONLINE REVIEWS COMPARED TO OLDER CONSUMERS. THIS GROUP IS MORE 

DIGITALLY ACTIVE, COMFORTABLE WITH ONLINE PLATFORMS, AND ACCUSTOMED TO USING PEER FEEDBACK 

IN DECISION-MAKING. OLDER CONSUMERS SHOWED RELATIVELY LOWER DEPENDENCE ON ONLINE REVIEWS, 

POSSIBLY DUE TO LIMITED DIGITAL EXPOSURE OR A STRONGER PREFERENCE FOR TRADITIONAL SHOPPING 

METHODS. 

GENDER-BASED FINDINGS INDICATE NOTABLE DIFFERENCES IN HOW CONSUMERS INTERPRET ONLINE 

REVIEWS. FEMALE RESPONDENTS WERE FOUND TO PAY MORE ATTENTION TO DETAILED REVIEWS, CUSTOMER-

UPLOADED IMAGES, AND COMMENTS RELATED TO FIT, COMFORT, AND APPEARANCE. MALE RESPONDENTS, ON 

THE OTHER HAND, TENDED TO RELY MORE ON OVERALL STAR RATINGS, BRAND REPUTATION, AND BRIEF 

SUMMARIES. THESE DIFFERENCES SUGGEST THAT GENDER INFLUENCES INFORMATION PROCESSING STYLES 

AND THE DEPTH OF REVIEW EVALUATION DURING FASHION PURCHASES. 

ANOTHER IMPORTANT FINDING IS THAT ONLINE REVIEWS CONTRIBUTE SIGNIFICANTLY TO REDUCING 

PERCEIVED RISK ASSOCIATED WITH ONLINE FASHION SHOPPING. RESPONDENTS INDICATED THAT READING 

REVIEWS HELPS THEM FEEL MORE CONFIDENT ABOUT PRODUCT QUALITY AND REDUCES THE CHANCES OF 

DISSATISFACTION OR RETURNS. REVIEWS ACT AS A REASSURANCE MECHANISM, ESPECIALLY FOR FIRST-TIME 

BUYERS OR WHEN PURCHASING FROM UNFAMILIAR BRANDS. 

OVERALL, THE FINDINGS OF THE STUDY SUPPORT THE PROPOSED HYPOTHESES AND DEMONSTRATE THAT 

ONLINE REVIEWS ARE A POWERFUL DETERMINANT OF CONSUMER PURCHASE DECISIONS IN THE FASHION 

INDUSTRY. THE RESULTS EMPHASIZE THAT REVIEW QUALITY, CREDIBILITY, AND USEFULNESS MATTER MORE 

THAN SHEER QUANTITY. THESE FINDINGS PROVIDE VALUABLE INSIGHTS FOR FASHION BRANDS AND E-

COMMERCE PLATFORMS TO STRATEGICALLY MANAGE ONLINE REVIEWS, ENHANCE TRANSPARENCY, AND 

BUILD LONG-TERM CONSUMER TRUST. 

 

6. CONCLUSION AND RECOMMENDATIONS 

THE PRESENT STUDY EXAMINED THE EFFECT OF ONLINE REVIEWS ON CONSUMER PURCHASE DECISIONS IN THE 

FASHION INDUSTRY, WITH SPECIAL REFERENCE TO RAJASTHAN. THE RAPID GROWTH OF E-COMMERCE HAS 

TRANSFORMED THE WAY CONSUMERS SHOP FOR FASHION PRODUCTS, MAKING ONLINE REVIEWS AN ESSENTIAL 

SOURCE OF INFORMATION IN THE ABSENCE OF PHYSICAL PRODUCT EVALUATION. THE PRIMARY OBJECTIVE OF 

THE STUDY WAS TO UNDERSTAND HOW DIFFERENT CHARACTERISTICS OF ONLINE REVIEWS—SUCH AS REVIEW 

VALENCE, REVIEW VOLUME, REVIEWER CREDIBILITY, AND PERCEIVED USEFULNESS—INFLUENCE CONSUMER 

BEHAVIOR AND PURCHASING DECISIONS. 

BASED ON THE ANALYSIS OF PRIMARY DATA COLLECTED FROM 200 ONLINE FASHION CONSUMERS IN 

RAJASTHAN, THE STUDY CONCLUDES THAT ONLINE REVIEWS PLAY A SIGNIFICANT AND DECISIVE ROLE IN 

SHAPING CONSUMER PURCHASE DECISIONS. THE FINDINGS CLEARLY INDICATE THAT CONSUMERS ACTIVELY 

RELY ON ONLINE REVIEWS TO REDUCE UNCERTAINTY AND PERCEIVED RISK ASSOCIATED WITH ONLINE 

FASHION SHOPPING. AMONG THE VARIOUS REVIEW CHARACTERISTICS EXAMINED, REVIEWER CREDIBILITY 

AND PERCEIVED USEFULNESS EMERGED AS THE MOST INFLUENTIAL FACTORS. THIS SUGGESTS THAT 

CONSUMERS ARE MORE LIKELY TO TRUST AND ACT UPON REVIEWS THAT APPEAR AUTHENTIC, DETAILED, AND 

RELEVANT RATHER THAN THOSE THAT ARE MERELY POSITIVE OR NUMEROUS. 

THE STUDY ALSO CONCLUDES THAT NEGATIVE REVIEWS HAVE A STRONG PSYCHOLOGICAL IMPACT ON 

CONSUMER DECISION-MAKING. WHILE POSITIVE REVIEWS INCREASE CONFIDENCE AND PURCHASE INTENTION, 

NEGATIVE FEEDBACK RELATED TO CRITICAL PRODUCT ATTRIBUTES SUCH AS FIT, FABRIC QUALITY, AND 

DURABILITY OFTEN LEADS TO HESITATION OR REJECTION OF THE PRODUCT. THIS HIGHLIGHTS THE 

IMPORTANCE OF EFFECTIVE REVIEW MANAGEMENT BY FASHION BRANDS AND E-COMMERCE PLATFORMS. 

FURTHERMORE, THE MEDIATION ANALYSIS CONFIRMS THAT PERCEIVED USEFULNESS PARTIALLY MEDIATES 

THE RELATIONSHIP BETWEEN ONLINE REVIEW CHARACTERISTICS AND PURCHASE DECISIONS, EMPHASIZING 

THAT REVIEWS INFLUENCE CONSUMER BEHAVIOR PRIMARILY WHEN THEY ARE CONSIDERED HELPFUL AND 

INFORMATIVE. 
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DEMOGRAPHIC FACTORS SUCH AS AGE AND GENDER WERE ALSO FOUND TO INFLUENCE HOW CONSUMERS 

INTERPRET ONLINE REVIEWS. YOUNGER CONSUMERS SHOWED A HIGHER DEPENDENCE ON ONLINE REVIEWS 

COMPARED TO OLDER CONSUMERS, REFLECTING GREATER DIGITAL ENGAGEMENT AND FAMILIARITY WITH 

ONLINE PLATFORMS. FEMALE CONSUMERS WERE FOUND TO PAY MORE ATTENTION TO DETAILED REVIEWS 

AND VISUAL CONTENT, WHEREAS MALE CONSUMERS RELIED MORE ON SUMMARY INDICATORS SUCH AS STAR 

RATINGS AND BRAND REPUTATION. THESE INSIGHTS HIGHLIGHT THE NEED FOR SEGMENT-SPECIFIC REVIEW 

STRATEGIES. 

RECOMMENDATIONS 

BASED ON THE CONCLUSIONS DRAWN FROM THE STUDY, THE FOLLOWING RECOMMENDATIONS ARE 

SUGGESTED FOR FASHION BRANDS, E-COMMERCE PLATFORMS, AND MARKETERS: 

ENCOURAGE GENUINE AND DETAILED REVIEWS: FASHION BRANDS AND ONLINE PLATFORMS SHOULD 

ACTIVELY ENCOURAGE CUSTOMERS TO PROVIDE HONEST, DETAILED, AND EXPERIENCE-BASED REVIEWS. 

REVIEWS THAT INCLUDE INFORMATION ABOUT FIT, FABRIC QUALITY, COMFORT, AND SIZING ARE PERCEIVED 

AS MORE USEFUL AND CREDIBLE. INCENTIVIZING GENUINE FEEDBACK WITHOUT MANIPULATING CONTENT 

CAN IMPROVE THE OVERALL QUALITY OF REVIEWS. 

ENHANCE REVIEWER CREDIBILITY AND TRANSPARENCY: PLATFORMS SHOULD PRIORITIZE VERIFIED 

PURCHASE REVIEWS AND CLEARLY DISTINGUISH THEM FROM UNVERIFIED ONES. DISPLAYING REVIEWER 

PROFILES, PURCHASE BADGES, AND REVIEW HISTORY CAN ENHANCE TRUST AND HELP CONSUMERS ASSESS 

CREDIBILITY MORE EFFECTIVELY. 

IMPROVE REVIEW PRESENTATION AND FILTERING: E-COMMERCE PLATFORMS SHOULD INVEST IN BETTER 

REVIEW ORGANIZATION BY ALLOWING FILTERS BASED ON SIZE, RATING, RECENCY, AND USEFULNESS. 

HIGHLIGHTING “MOST HELPFUL” REVIEWS AND INCLUDING VISUAL REVIEWS SUCH AS PHOTOS OR VIDEOS CAN 

SIGNIFICANTLY ENHANCE PERCEIVED USEFULNESS. 

RESPOND PROACTIVELY TO NEGATIVE REVIEWS: NEGATIVE REVIEWS SHOULD NOT BE IGNORED. BRANDS 

SHOULD RESPOND PROMPTLY AND PROFESSIONALLY TO CUSTOMER COMPLAINTS, ADDRESSING ISSUES 

RELATED TO QUALITY, DELIVERY, OR SERVICE. TRANSPARENT RESPONSES CAN MITIGATE THE NEGATIVE 

IMPACT OF POOR REVIEWS AND DEMONSTRATE COMMITMENT TO CUSTOMER SATISFACTION. 

SEGMENT-SPECIFIC REVIEW STRATEGIES: GIVEN THE DEMOGRAPHIC DIFFERENCES IDENTIFIED IN THE STUDY, 

BRANDS SHOULD TAILOR REVIEW DISPLAYS TO DIFFERENT CONSUMER SEGMENTS. FOR EXAMPLE, PROVIDING 

DETAILED DESCRIPTIONS AND VISUALS MAY APPEAL MORE TO FEMALE CONSUMERS, WHILE CONCISE 

SUMMARIES AND RATINGS MAY BE MORE EFFECTIVE FOR MALE CONSUMERS. 

LEVERAGE REVIEWS AS A STRATEGIC MARKETING TOOL: ONLINE REVIEWS SHOULD BE INTEGRATED INTO 

BROADER MARKETING AND BRANDING STRATEGIES. POSITIVE AND CREDIBLE REVIEWS CAN BE USED IN 

PROMOTIONAL CAMPAIGNS TO BUILD BRAND REPUTATION AND CONSUMER TRUST. 

CONCLUSION 

IN CONCLUSION, THIS STUDY HIGHLIGHTS THE GROWING STRATEGIC IMPORTANCE OF ONLINE REVIEWS IN THE 

DIGITAL FASHION MARKETPLACE. AS COMPETITION INTENSIFIES AND CONSUMERS BECOME MORE INFORMED 

AND CAUTIOUS, MANAGING ONLINE REVIEWS EFFECTIVELY IS NO LONGER OPTIONAL BUT ESSENTIAL. BY 

FOCUSING ON REVIEW CREDIBILITY, USEFULNESS, AND TRANSPARENCY, FASHION BRANDS AND E-COMMERCE 

PLATFORMS CAN ENHANCE CONSUMER TRUST, REDUCE PURCHASE RISK, AND ACHIEVE SUSTAINABLE GROWTH 

IN THE ONLINE FASHION INDUSTRY. 
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