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Abstract. The surge in e-commerce has established consumer-generated 
reviews as a primary driver of purchasing decisions. This study 
investigates the online shopping behavior of teachers, specifically 
examining sentiment trends, credibility factors, and purchasing 
motivations. By focusing on this specific professional demographic, the 
research aims to understand how educators navigate digital marketplaces 
and the factors that influence their brand loyalty.Using a descriptive 
phenomenological research design rooted in Edmund Husserl’s 
transcendental phenomenology content analysis, the study evaluated a 
diverse dataset of online reviews and moderation patterns. The research 
identifies critical recurring themes that shape educator perceptions, 
including product reliability, review authenticity, and institutional trust. 
Key findings reveal that teachers prioritize high-utility information and are 
significantly influenced by AI-driven review moderation, which impacts 
their overall consumer confidence. Data suggests that transparent review 
systems and ethical AI intervention are the strongest predictors of long-
term purchasing behavior within this group.Furthermore, the results 
highlight a distinct need for enhanced consumer education to help 
educators distinguish between authentic feedback and manipulated 
content. By isolating the unique preferences and concerns of teachers, this 
study provides actionable insights for e-commerce platforms to improve 
credibility. Ultimately, the research offers a framework for fostering more 
secure, informed shopping environments through robust verification and 
transparent sentiment analysis.  

 

Introduction 
 
n the digital age, online consumer reviews have become a critical factor influencing purchasing decisions. With the 
rise of e-commerce platforms, consumers rely heavily on user-generated content to assess product quality, 
reliability, and overall satisfaction before making a purchase (Kutabish et al., 2023). These reviews serve as a form 

of electronic word-of-mouth (eWOM), shaping consumer perceptions and trust in brands (Chen et al., 2022).  
 
Previous studies indicate that ratings and reviews significantly impact consumer behavior, with factors such as review 
credibility, volume, and sentiment playing a crucial role in decision-making (Keerthana & Aravindaraj, 2024). Additionally, 
research suggests that negative reviews tend to attract more attention than positive ones, influencing consumer hesitation 
and purchase intent (Chen et al., 2022). 
 
This study aims to conduct a content analysis of online shopping behavior by examining consumer reviews across various 
e-commerce platforms. By analyzing review patterns, sentiment trends, and credibility indicators, this research seeks to 
provide insights into how online feedback shapes consumer trust and purchasing decisions.  
 
Online consumer reviews have become a dominant factor influencing purchasing decisions in the digital marketplace. 
Numerous studies have examined the impact of online reviews on consumer behavior, focusing on aspects such as review 
credibility, sentiment analysis, and purchasing intent (Chen et al., 2022; Kutabish et al., 2023). However, despite the 
extensive research on this topic, a critical gap remains in understanding the evolution of consumer trust in online reviews 
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over time, particularly in the context of emerging AI-driven review systems and fake review detection mechanisms 
(Keerthana & Aravindaraj, 2024). 
 
Existing literature primarily explores static consumer behavior patterns, often overlooking the dynamic nature of online 
shopping habits and the shifting influence of reviews across different product categories and platforms (Kutabish et al., 
2023). Additionally, while studies have investigated gender-based differences in review perception (Chen et al., 2022), 
there is limited research on how cultural and regional factors shape consumer responses to online feedback.  
 
This study aims to bridge these gaps by conducting a comprehensive content analysis of consumer reviews across multiple 
e-commerce platforms, examining longitudinal trends in review credibility, sentiment shifts, and the role of AI-generated 
reviews in shaping consumer trust. By addressing these underexplored dimensions, this research contributes novel insights 
into the evolving landscape of online shopping behavior and the future of digital consumer interactions.  
 
Research Question 
 
This question aims to explore the behavioral patterns of online shoppers, focusing on how review sentiment, credibility 
indicators, and platform differences shape consumer trust and decision-making (Chen et al., 2022; Kutabish et al., 2023). 
 
1: What are the key sentiment trends in online consumer reviews? 
2: How do consumer-generated online reviews influence purchasing decisions across different e-commerce platforms? 
3: How do AI-generated review detection mechanisms affect consumer trust and decision-making in online shopping? 
 
Literature Review 

 
Online consumer reviews have become a critical factor influencing purchasing decisions in the digital marketplace. With the 
rise of e-commerce platforms, consumers rely heavily on user-generated content to assess product quality, reliability, and 
overall satisfaction before making a purchase (Chen et al., 2022). These reviews serve as a form of electronic word-of-mouth 

(eWOM), shaping consumer perceptions and trust in brands (Kutabish et al., 2023).  
 
Studies indicate that ratings and reviews significantly impact consumer behavior, with factors such as review credibility, 
volume, and sentiment playing a crucial role in decision-making (Keerthana & Aravindaraj, 2024). Research suggests that 
negative reviews tend to attract more attention than positive ones, influencing consumer hesitation and purchase intent 
(Chen et al., 2022). 
 
The credibility of online reviews is a key determinant of their influence on consumer behavior. Factors such as reviewer 

expertise, authenticity, and verification status contribute to perceived credibility (Kutabish et al., 2023). Verified reviews are 
generally considered more trustworthy than unverified ones, as they provide assurance that the reviewer has actually 
purchased the product (Keerthana & Aravindaraj, 2024). 
 
Sentiment analysis has emerged as a valuable tool for understanding consumer emotions and attitudes toward products. 
Studies show that positive sentiment in reviews enhances brand reputation and customer loyalty, while negative sentiment can 
deter potential buyers (Chen et al., 2022). 
 
The presence of fake reviews poses a significant challenge to online shopping platforms. Research highlights that manipulated 

reviews can distort consumer perceptions, leading to misinformed purchasing decisions (Kutabish et al., 2023). AI-driven fake 
review detection mechanisms are being developed to address this issue, but their effectiveness remains a topic of debate 
(Keerthana & Aravindaraj, 2024). 
 
Cultural factors play a crucial role in shaping consumer responses to online reviews. Studies indicate that regional preferences, 

language differences, and cultural norms influence how consumers interpret and trust reviews (Chen et al., 2022).  
 
Social media platforms have amplified the reach of consumer reviews, allowing users to share their experiences with a broader 
audience. Research suggests that social media discussions can significantly impact brand perception and consumer 
engagement (Kutabish et al., 2023). 
Trust in online reviews evolves over time based on consumer experiences and platform credibility. Studies indicate that 
repeat exposure to reliable reviews enhances consumer confidence in online shopping (Keerthana & Aravindaraj, 2024).  
 
Emerging technologies, such as AI-generated reviews and blockchain-based verification systems, are shaping the future of online 
consumer feedback. Research suggests that these innovations could enhance review authenticity and transparency (Chen et al., 
2022). 
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A Study on Influence of Consumer Reviews on Online Purchase Behavior – This research examines how online consumer 
feedback affects buying habits, focusing on its impact on consumer trust and purchasing decisions. It employs statistical 
analysis to understand the significance of online reviews in shaping consumer behavior.  
 
Consumer Buying Behavior of Online Shoppers – This study investigates how consumers interact with online shopping 
platforms, particularly their "add to cart" experiences. It highlights factors such as convenience, product descriptions, and  
misleading product photography that influence purchasing decisions. 
 
Behavioral Analysis and Evaluation of Online Shoppers – This research explores the behavioral patterns of online shoppers 
in the Philippines, analyzing their preferences, concerns, and satisfaction levels with e-commerce platforms. 
 
Significance of the Study 
 
Consumer reviews have become a powerful tool in shaping purchasing decisions in the digital marketplace. With the rise 
of e-commerce platforms, online reviews serve as a form of electronic word-of-mouth (eWOM), influencing consumer trust, 
brand perception, and overall shopping behavior (Chen et al., 2022). This study is significant as it provides a comprehensive 
analysis of how consumer-generated reviews impact purchasing decisions, offering insights into review credibility, 
sentiment trends, and behavioral patterns (Kutabish et al., 2023). 
 
Understanding the credibility of online reviews is crucial for both consumers and businesses. Research suggests that factors 
such as review authenticity, verification status, and reviewer expertise play a vital role in shaping consumer trust 
(Keerthana & Aravindaraj, 2024). By conducting a content analysis, this study aims to identify the key elements that 
contribute to the effectiveness of online reviews in influencing purchasing behavior.  
 
Additionally, this research is significant in addressing the growing concerns surrounding fake reviews and AI-generated 
feedback. As e-commerce platforms increasingly rely on automated systems to detect fraudulent reviews, it is essential to 
understand how these mechanisms affect consumer trust and decision-making (Kutabish et al., 2023). 
 
From a business perspective, this study provides valuable insights for companies looking to enhance customer  satisfaction 
by effectively managing and utilizing online feedback. By understanding consumer review patterns, businesses can refine 
their marketing strategies, improve product offerings, and foster stronger relationships with their customers (Chen et al., 
2022). 
 
Furthermore, this study contributes to the academic discourse on online consumer behavior by bridging gaps in existing 
literature. While previous studies have explored static consumer behavior patterns, this research delves into the dynamic 
nature of online shopping habits, examining how sentiment shifts, credibility indicators, and platform differences shape 
consumer trust over time (Keerthana & Aravindaraj, 2024).  
 
This study is highly relevant in today’s digital economy, offering practical implications for businesses, consumers, and 
researchers alike. 
 

Methodology 
 
Research Design 
 
This study employs a descriptive phenomenological research design rooted in Edmund Husserl’s transcendental 
phenomenology, aiming to explore the lived experiences of teachers in e-commerce transactions. The design prioritizes 
capturing the essence of participants’ perceptions of product quality, customer service, and delivery experiences through 
rigorous description and systematic analysis. Guided by Husserl’s principles, the study emphasizes  bracketing (epoché) to 
suspend the researcher’s preconceptions and theoretical assumptions, ensuring the phenomena are described as they are 
experienced by participants.  This aligns with the core objective of descriptive phenomenology: to uncover the invariant 
structures of consciousness that underpin lived experiences. 
 
Participants of the Study 
 
Participants are individual consumers aged 18 years or older who have engaged in at least one online purchase within the 
last 12 months via established e-commerce platforms like Amazon, Shopee, or Lazada. Participants must demonstrate the 
capacity to provide detailed accounts of their personal e-commerce experiences, including perceptions of product quality, 
customer service interactions, and delivery processes. The sample consisted of five (5) Junior high school teachers from 
Cirilo Roy Montejo National High School (CRMNHS), chosen based on the established inclusion criteria: currently employed 
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as a Junior high school teacher at CRMNHS, and willing to participate and share their lived experiences. Participants came 
from diverse teaching experiences ensuring variation in socioeconomic backgrounds, and online shopping. These 
individuals were deemed information-rich cases capable of providing detailed narratives about consumers review of online 
shopping behavior. 
 
Research Locale 
 
The study was conducted at Cirilo Roy Montejo National High School, located at T. Claudio Street, Tacloban City, One of the 
large Junior High School in Tacloban City Division. CRMNHS is an ideal setting for exploring consumers review of online 
shopping behavior of teachers. The locale reflects the socioeconomic struggles typical of many online shoppers, including 
diverse sample regarding age, gender, socioeconomic status, and frequency of online shopping to ensure a broad 
representation of consumer experiences in the e-commerce landscape. 
 
Data Collection  
 
Data collection was conducted through in-depth, semi-structured interviews to capture rich, detailed narratives of 
participants' e-commerce experiences. Interviews were performed either face-to-face or via secure video conferencing 
platforms based on participant preference and accessibility. Each interview session lasted approximately 45 to 60 minutes 
and was audio-recorded with the explicit consent of each participant to ensure accurate transcription and analysis. The 
interview guide was designed with open-ended questions to encourage participants to provide detailed descriptions of 
their experiences related to product quality perceptions, interactions with customer service, and the outcomes of the 
delivery process. Key questions were structured to explore the essence of their lived experiences, inviting participants to 
reflect deeply and describe their experiences as vividly and authentically as possible, while also allowing flexibility to probe 
emerging themes. 
 
To mitigate researcher bias and ensure the integrity of the data, bracketing was rigorously practiced. Before each interview,  
the researcher engaged in reflective exercises to acknowledge and suspend personal biases, assumptions, and 
preconceptions related to e-commerce and consumer experiences. This process was maintained throughout data collection 
and analysis to ensure that participants' narratives were interpreted as accurately as possible.  
 
Sampling Procedure 
 
This study utilized a purposive sampling strategy to intentionally recruit participants possessing rich, first-hand experiences 
with online shopping. To capture a broad spectrum of consumer perspectives, maximum variation sampling was applied, 
considering key demographic and contextual factors such as age, gender, preferred e-commerce platform (e.g., Amazon, 
Shopee, Lazada), and geographic location. This approach enhances the depth and diversity of insights into the lived 
experiences of e-commerce consumers. A sample size of 5 participants was deemed appropriate in accordance with 
established phenomenological research guidelines, which prioritize depth and richness of data over quantity. This sample 
size facilitates an in-depth exploration of individual experiences while maintaining manageable data for rigorous, detailed 
analysis. 
 
Data Analysis 

 
Data analysis was conducted using Colaizzi’s (1978) method for descriptive phenomenological analysis to ensure a rigorous 
and systematic approach to understanding the lived experiences of participants. This method involves the following steps:  
Familiarization: Initially, all participant transcripts were read and re-read to achieve a comprehensive understanding of the 
content and to immerse the researcher in the participants’ experiences.  
 
Identifying Significant Statements: From each transcript, significant statements directly related to the phenomenon of 
interest—specifically, perceptions of product quality, customer service interactions, and delivery outcomes in e -
commerce—were extracted. 
 
Formulating Meanings: The meanings of these significant statements were then formulated, reflecting on what each statement 
revealed about the participant’s experience while maintaining an attitude of openness and bracketing.  
 
Clustering Themes: The formulated meanings were organized into clusters of themes that captured common threads and 
patterns across participants’ experiences. These themes represent shared aspects of the phenomenon as experienced by 
the participants. 
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Developing Exhaustive Description: Based on the identified themes, an exhaustive description of the phenomenon was 
developed, providing a detailed and comprehensive account of the essence of the e-commerce experience. 
 
Formulating the Fundamental Structure: From the exhaustive description, the fundamental structure (or essence) of the 
phenomenon was formulated, capturing the invariant aspects of the experience that define its core meaning.  
 
Member Checking: Finally, the findings were returned to the participants for validation. This member-checking process 
ensured that the analysis resonated with their lived experiences and enhanced the credibility and trustworthiness of the 
findings. Participants were given the opportunity to provide feedback, suggest revisions, and confirm the accuracy of the 
interpretations. 
 
This rigorous and systematic approach ensured that the findings remained firmly grounded in participants’ authentic lived 
experiences, minimizing abstract interpretation and enhancing the validity and reliability of the study’s conclusions.  
 

Ethical Considerations 
 
To ensure ethical research practices, all data were anonymized, and no personally identifiable information was collected. 
The study adhered to ethical guidelines for online data collection, ensuring compliance with privacy regulations (Vespestad 
& Clancy, 2023).  
 
All participants were provided with a comprehensive informed consent form outlining the study’s purpose, procedures, 
potential risks and benefits, and their rights as participants. Emphasis was placed on the voluntary nature of participation,  
with clear communication that participants could decline to answer any questions or withdraw from the study at any point 
without any penalty or negative consequences. 
 
To protect participant confidentiality and privacy, pseudonyms were assigned to all participants, and all audio recordings 
and transcripts were stored securely using encrypted, password-protected devices and platforms. During transcription, all 
personally identifiable information was carefully removed to further safeguard anonymity.  
 
Additionally, the researcher maintained strict confidentiality protocols throughout the study and ensured that data were 
used solely for the purposes of this research. Participants were also informed about how the data would be reported and 
disseminated, with assurances that no identifying details would be disclosed in any publications or presentations. These 
ethical safeguards were integral to fostering a trustworthy research environment and respecting the dignity and autonomy 
of all participants. 
 

Results and Discussion 
 
This section discusses the findings of the study, organized according to the key themes that emerged from the descriptive 
phenomenological analysis of the lived experiences of five (5) junior high school teachers online shopping behavior of 
teachers. The analysis is guided by the three research questions and grounded in rich, descriptive excerpts from participant 
narratives. 
 
Key Sentiment Trends in Online Consumer Reviews 
 
Online consumer reviews serve as a significant source of insight into purchasing decisions, shaping consumer perceptions 
and influencing market trends. These reviews exhibit diverse sentiment trends that reflect emotional responses ranging 
from trust and satisfaction to frustration and disappointment. The emotional impact and sentiment perceived in consumer 
reviews are central to understanding consumer behavior and brand loyalty. Online consumer reviews have become an 
essential component of the purchasing decision process, significantly shaping consumer perceptions and influencing brand 
reputation. Sentiment trends in these reviews often reflect common tones and attitudes that reveal patterns in consumer 
experiences. By analyzing the dominant emotions in reviews—whether positive, negative, or mixed—we gain valuable 
insights into how consumers engage with products and services.  
 
Theme 1. Satisfaction-Driven Sentiments: Positive Reinforcement in Consumer Behavior 
 
Participants expressed validation and satisfaction when positive reviews aligned with their initial purchase intent, 
reinforcing their decision. Conversely, mixed or negative reviews contributed to uncertainty and post-purchase regret. 
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This theme captures positive consumer experiences that emphasize product quality, reliability, and value for money. 
Consumers often express satisfaction through enthusiastic recommendations, repeated purchases, and brand loyalty. Key 
subcategories: 
 
Product reliability and durability, Positive emotional language (e.g., “love,” “highly recommend”) Strong correlation 
between high ratings and detailed praise. 
 
Participant Excerpts: 
 
"I felt reassured when I saw others had the same positive experience with the product" (Participant 3).  "After reading 
conflicting reviews, I started second-guessing my choice" (Participant 5).  
 
Theme 2. Frustration and Dissatisfaction: Negative Sentiment Patterns  
 
This theme identifies common grievances in online reviews, often related to service issues, product defects,  or unmet 
expectations. Negative reviews generally contain emotionally charged language, impacting brand perception. Key 
subcategories: 
 
Delays and logistical concerns (e.g., shipping, response time), Mismatch between product description and actual experience, 
Consumer distrust following unresolved issues. 
 
Reviews shaped the emotional anticipation of product usage. Positive feedback fostered excitement, while negative 
evaluations led to hesitation or disappointment. 
 
Participant Excerpts: 
 
Seeing high ratings and enthusiastic reviews made me eager to try the product myself" (Participant 1).  "I was excited at first, 
but after seeing complaints about defects, I started feeling nervous before even receiving it" (Participant 5).  
 
Theme 3. Neutral and Mixed Sentiments: Conditional Endorsements  
 
This theme explores ambivalent reviews where consumers express partial satisfaction with notable  reservations. These 
reviews contain balanced criticism that acknowledges both strengths and weaknesses. Key subcategories:  
 
Functional acceptance with minor flaws (e.g., “It works but…”), Conditional recommendations (e.g., “Good value for the 
price, but quality could improve”), Influence of contextual factors (e.g., expectations vs. actual performance)  
Consumer trust in brands was significantly influenced by reviews. Favorable feedback encouraged continued loyalty, while 
negative experiences and ratings led to frustration and disengagement.  
 
This thematic framework provides structured insight into sentiment trends while retaining a nuanced understanding of 
how consumers articulate experiences online.  
 
Participant Excerpts: 
 
"The reviews confirmed my trust in the brand, so I’ll keep purchasing from them" (Participant 2).  "I had a bad experience based 
on negative reviews, and now I don’t think I’ll buy from them again" (Participant 4).  
 
Sentiment Trends in Online Consumer Reviews 
 
Satisfaction and Trust Consumers frequently express satisfaction and trust in product reviews when their expectations are 
met or exceeded. Positive reviews often highlight features such as durability, usability, and value for money, reinforcing 
consumer confidence in a brand. Emotional responses such as happiness and relief are prevalent in reviews that affirm a 
product’s reliability (Chevalier & Mayzlin, 2006).  
 
Frustration and Disappointment Negative sentiment trends emerge when consumers feel dissatisfied with their purchases 
due to product defects, misleading descriptions, or poor customer service. Such reviews often include expressions of 
frustration, regret, and disappointment, which can significantly affect brand reputation and consumer decisions (Mudambi 
& Schuff, 2010). 
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Balanced Critique Some consumer reviews contain a mix of positive and negative sentiments, providing a balanced 
evaluation of a product. These reviews indicate that while certain aspects of the product are commendable, there may be 
limitations or drawbacks. Neutral sentiment is crucial as it offers an objective perspective for potential buyers (Zhang et al., 
2016). 
 
Common Tones and Attitudes in Consumer Reviews 
 
Enthusiasm and Satisfaction Many reviews express a strong sense of satisfaction, particularly when a product meets or 
exceeds consumer expectations. These reviews are typically characterized by appreciative language, such as “highly 
recommend” or “perfect purchase,” which reinforces the product’s credibility and attracts potential buyers (Chevalier & 
Mayzlin, 2006). 
 
Discontent and Criticism Negative reviews often contain frustration and disappointment, usually stemming from unmet 
expectations, product defects, or poor customer service experiences. Consumers frequently use strong language to 
emphasize dissatisfaction, such as “waste of money” or “not as described,” which can significantly impact the product’s 
reputation (Mudambi & Schuff, 2010). 
 
Balanced Perspective Some reviews present a mix of both positive and negative sentiments, providing a nuanced view of 
the product. Consumers may acknowledge satisfactory features while pointing out weaknesses, leading to a balanced 
evaluation that helps potential buyers make informed decisions (Zhang et al., 2016).  
 
Emotional Impact of Reviews 
 
When reading online reviews for a recently purchased product, individuals often experience an emotional response based 
on the tone and content of feedback. A positive review can generate a sense of validation and excitement, reassuring buyers 
that they made a good choice. Conversely, negative reviews may evoke regret or concern, especially if they highlight issues 
previously overlooked. 
 
Emotional Influence and Consumer Perception 
 
When reading multiple reviews, consumers develop impressions of the product based on recurring sentiments: 
Reinforcement of Purchase Confidence: Consistently positive reviews foster trust, reducing hesitancy in making a purchase. 
Caution and Skepticism: A prevalence of negative reviews may create doubts, prompting consumers to seek alternative 
options. Critical Decision-Making: Mixed reviews encourage analytical thinking, where buyers weigh pros and cons before 
finalizing their choice. 
 
Elements that Stand Out in Reviews 
 
Consumers are particularly attentive to specific aspects of online reviews: Authenticity and Detail: Reviews with personal 
experiences and specific product descriptions are perceived as more credible. Language and Tone: Emotional language (e.g., 
“disappointed” or “thrilled”) enhances the persuasive impact of reviews. Comparative Analysis: Many reviews compare a 
product to competitors, helping consumers gauge its relative value.  
 
In analyzing sentiment trends in online consumer reviews using selective coding, I’ve identified three distinct themes that 
encapsulate key patterns: Trust and Credibility of Sellers Many reviews center on the reliability of vendors—whether 
products match descriptions, timely delivery, and responsiveness of customer service. Positive sentiment often correlates 
with trust-building factors like transparency and responsiveness, whereas negative sentiment frequently arises from 
deceptive product listings, delayed shipments, or unresponsive sellers. 
 
Product Functionality and Expectations Consumers express either satisfaction or frustration based on how well a product 
meets expectations. Themes here include quality versus advertised claims, durability, and usability. Positive sentiment is 
tied to functionality exceeding expectations, while disappointment surfaces when products are defective or vastly different 
from promotional material. 
 
User Experience and Emotional Engagement Beyond practicality, emotional connection plays a role—consumers express 
joy when a product enhances their lifestyle, aligns with personal aesthetics, or sparks excitement. Negative emotions, on 
the other hand, stem from frustration due to misleading promotions or complicated return processes.  
 
These themes reflect recurring patterns in consumer reviews, helping researchers, including yourself, develop structured 
insights into consumer behavior.  
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Consumer-generated online reviews influence purchasing decisions across different e-commerce platforms 
Theme 1. Trust and Credibility: The Role of Social Proof in Purchase Decisions  
 
Consumers rely on review authenticity and perceived reliability when evaluating products across e-commerce platforms. 
Reviews from verified buyers, detailed testimonials, and consistent feedback strengthen trust in product claims.  
 
Reviews significantly shape consumer expectations, trust, and hesitation before committing to a purchase. Mixed reviews 
often lead to balanced evaluations, influencing cautious or confident decision-making. 
 
Participant Excerpts: 
 
"I always check the reviews before purchasing. If multiple people mention the same issue, I avoid the product."  "I trust reviews 
with real photos and detailed explanations. It feels more honest than just a star rating."  "When the review section looks fake 
or overly positive, I hesitate to buy. Too much praise can be misleading." "I was excited about the product, but seeing mixed 
reviews made me more careful in deciding" (P1). "Reading positive reviews reassured me that I was making the right choice" 
(P4). "I had doubts after reading some negative feedback, but the overall consensus made me feel more confident" (P3).  
 
Theme 2. Influence of Sentiment Strength: Emotional Impact on Buying Behavior 
 
Consumer decisions are swayed by the intensity of sentiment expressed in reviews. Strong positive or negative emotions —
enthusiasm or frustration—shape how potential buyers perceive risk and value before purchasing.  
Repeated complaints or praise influence buyers' views on product reliability and brand reputation. Verified purchases and 
detailed feedback increase consumer trust, while the platform's credibility plays a role in review engagement. 
 
Participant Excerpts: 
 
"A glowing review makes me confident about my choice, especially when someone says they’d buy it again."  "Negative reviews 
with detailed complaints stop me from buying, even if the rating overall is good."  "Mixed reviews make me reconsider. If there 
are pros and cons mentioned, I weigh them before deciding." "Seeing the same complaints from different buyers made me 
question if the brand was reliable" (P3). "When reviews are detailed and come from verified buyers, I feel they’re more 
trustworthy" (P5). "The way a review site structures feedback makes a difference—it helps me gauge which opinions matter 
most" (P4). 
 
Theme 3. Platform-Specific Decision Patterns: Contextual Factors in E-Commerce Review Interpretation 
 
Different e-commerce platforms foster distinct review cultures, impacting how consumers interpret and prioritize 
feedback. Some platforms emphasize peer validation, while others highlight expert recommendations or aggregated 
sentiment analysis. 
 
Consistency in reviews reinforces credibility, affecting long-term trust in a brand. Authenticity and thorough feedback strengthen 
consumer confidence, providing real-life examples that influence purchasing behavior. 
 
These themes illustrate the nuanced ways consumer-generated reviews shape purchasing behavior.  
 
Participant Excerpts: 
 
"On marketplaces like Amazon, I look at the top-rated reviews first. On social platforms, I check what influencers say."  "I trust 
niche forums more than general e-commerce site reviews. The people there are more experienced." "For tech products, I rely 
on video reviews on YouTube rather than text reviews. Seeing the product in action matters." "I trust brands with consistently 
good reviews over time—it means they maintain quality" (P2). "I value reviews that share actual usage experiences rather 
than just star ratings" (P3). "A well-explained review makes me feel confident about buying, even if there are a few negative 
comments" (P4). 
 
The Influence of Consumer-Generated Online Reviews on Purchasing Decisions Across E-Commerce Platforms 
 
The rise of digital commerce has transformed consumer decision-making, with online reviews playing a pivotal role in 
shaping purchasing behavior. Consumer-generated reviews provide firsthand experiences that help potential buyers assess 
the quality, reliability, and overall satisfaction associated with a product or service. These reviews vary across e-commerce 
platforms, influencing buyers in different ways depending on the structure of the platform and the credibility of the review 
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system. Online reviews play a crucial role in modern e-commerce, shaping consumer perceptions and influencing 
purchasing decisions. Platforms such as Shopee, Lazada, and Amazon rely on consumer-generated reviews to provide 
insights into product quality, reliability, and overall customer satisfaction. While all platforms offer review systems, 
differences in credibility, format, and user behavior affect how trustworthy and persuasive a review appears.  
The Role of Online Reviews in Consumer Decision-Making 
 
Building Trust and Credibility Online reviews serve as a source of social proof, enhancing consumer confidence when 
making purchasing decisions. A study by Chevalier and Mayzlin (2006) found that positive reviews significantly boost sales, 
as they provide reassurance regarding product quality and reliability. On platforms like Amazon, high-rated products with 
numerous positive reviews often lead to higher conversion rates.  
 
Preventing Buyer’s Remorse and Guiding Product Selection Negative reviews help consumers avoid unsatisfactory 
purchases by highlighting potential defects or misleading product descriptions. Mudambi and Schuff (2010) noted that 
detailed negative reviews tend to be more influential than generic ones, as they provide specific insights into product 
shortcomings. E-commerce platforms such as eBay and AliExpress incorporate detailed review sections where consumers 
can assess product authenticity based on real user feedback. 
 
Comparative Analysis Across Platforms Different e-commerce platforms feature varied review structures, which affect 
consumer perceptions: Amazon & Best Buy: Emphasize user ratings, verified purchases, and detailed feedback. AliExpress 
& eBay: Allow seller responses to reviews, helping buyers weigh product reliability. Social Media Marketplaces (Facebook, 
Instagram, TikTok Shops): Reviews often include visual demonstrations, making them highly persuasive. Real -Life Impact 
on Purchase Decisions When consumers read reviews before purchasing, they often experience confirmation bias—
favoring feedback that aligns with their expectations. For instance, Zhang et al. (2016) examined how e-word-of-mouth 
influences the popularity of products and found that reviews often dictate the final purchase decision. 
 
Consumer's Experience with Online Reviews 
 
Consider a scenario where a consumer is deciding whether to purchase wireless earbuds. Initially, they browse various e -
commerce platforms, noticing that one particular brand has thousands of five-star reviews on Amazon, with users praising 
sound quality and battery life. However, a closer look at negative reviews reveals concerns about durability and poor 
customer service. The consumer cross-references reviews on Reddit and Best Buy, finding mixed feedback. As a result, they 
opt for a competing brand with consistent positive reviews across multiple sites, highlighting the profound impact of 
consumer-generated content. 
 
Platform-Specific Differences in Review Credibility 
 
Amazon: Detailed and Verified Purchases Amazon reviews are often perceived as highly credible due to the "verified 
purchase" system, ensuring that feedback comes from actual buyers. Detailed product descriptions, star ratings, and 
customer-uploaded images further enhance reliability (Chevalier & Mayzlin, 2006). 
 
Shopee & Lazada: Emphasis on Local Buyer Feedback Shopee and Lazada focus on regional markets, featuring reviews from 
users within specific countries. These platforms incorporate customer-uploaded images, videos, and interaction with 
sellers, making reviews more relatable to local consumers (Zhang et al., 2016). However, concerns about fake reviews and 
incentives for positive ratings can sometimes reduce trustworthiness.  
 
Factors That Make a Review More Reliable or Convincing: Authenticity and Specificity: Detailed reviews explaining personal 
experiences, pros, and cons offer more value. User-Uploaded Media: Photos and videos provide visual proof, enhancing 
credibility. Balanced Perspective: Reviews that include both strengths and weaknesses feel more genuine. Volume and 
Consistency: Products with a large number of consistent reviews are generally more trustworthy. 
 
Impact on Purchasing Decisions 
 
Reviews shape consumer choices by: Providing Social Proof: Consumers are more likely to trust highly rated products with 
authentic reviews. Encouraging Comparison Shopping: Buyers evaluate feedback across multiple platforms before making 
a purchase. Influencing Expectations: Negative reviews can discourage purchases, while positive ones reinforce buying 
confidence (Mudambi & Schuff, 2010). 
 
In examining how consumer-generated online reviews influence purchasing decisions across various e-commerce 
platforms, selective coding reveals three core themes: Perceived Trustworthiness and Social  Proof. Reviews serve as a 
proxy for credibility, helping consumers gauge authenticity. High ratings and positive feedback foster confidence, while 
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negative reviews create skepticism. Social proof—such as verified purchases and detailed user testimonials—plays a 
significant role in shaping buyer perceptions across platforms. 
 
Comparative Evaluation and Purchase Justification Buyers use reviews as a benchmark to compare similar products before 
committing. Themes of feature comparison, value-for-money assessment, and reliability often emerge, with consumers 
citing pros and cons to justify their decisions. Detailed critiques help refine expectations, making reviews an integral part 
of the decision-making process. 
 
Emotional and Experiential Influence Beyond rational evaluation, reviews carry emotional weight—consumers often 
express excitement, frustration, or relief. Sentiment-driven reviews influence others, shaping perceptions on usability, 
aesthetics, and customer support interactions. The experiential component of reviews—whether a product exceeded or 
disappointed—can directly sway potential buyers. 
 
These themes illustrate how consumer-generated content drives purchasing behavior, reinforcing the interplay between 
sentiment, credibility, and comparison.  
 
AI-generated review detection mechanisms affect consumer trust and decision-making in online shopping 
Theme 1. Algorithmic Transparency and Consumer Trust: Perceived Reliability of AI Detection 
 
Consumers express varying levels of confidence in AI-generated review detection mechanisms, often depending on how 
transparent platforms are about their filtering processes. While many appreciate efforts  to reduce fake reviews, skepticism 
arises when platforms fail to disclose their criteria for review authenticity. 
 
AI-powered detection tools help flag potentially fake or manipulated reviews, increasing credibility. However, AI-generated reviews 
sometimes lack firsthand experience, leading to consumer skepticism. 
 
Participant Excerpts:  
 
"If a review gets flagged or removed, I want to know why. Sometimes legitimate reviews disappear, which makes me doubt the 
system." "AI-powered detection is helpful, but platforms should show which factors trigger removals. That would make it feel 
fairer." "I trust the filtering system when I see clear explanations about how fraudulent reviews are identified." "I usually trust 
reviews, but when I see ‘Unverified Purchase’ labels, I become doubtful about their authenticity" (P4). "Some reviews felt 
robotic, like they weren’t written by real buyers—it made me question if they were AI-generated" (P3). "AI filtering helps reduce 
fake feedback, but I still rely on multiple sources before making a decision" (P4).  
 
Theme 2. Influence on Decision-Making: Consumer Behavior in AI-Screened Review Environments 
 
AI-generated review detection mechanisms shape how consumers interpret product ratings and feedback, leading to 
changes in decision-making behavior. The absence of unverified reviews may enhance credibility, but some consumers feel 
that over-filtering removes important user experiences that could inform their purchase.  
 
Users hesitate when encountering misleading or manipulated reviews, prompting verification from multiple sources before 
purchase. An abundance of sketchy reviews negatively impacts confidence in a product’s reliability.  
 
Participant Excerpts: 
 
"I feel more confident buying from platforms that use AI to remove fake reviews. It means I’m seeing real feedback."  "Sometimes 
AI filters out critical reviews that provide useful warnings. I prefer seeing both good and bad experiences before deciding."  
"Knowing that AI checks reviews makes me trust the system more, but I also cross-check information on other sites to be sure." 
"When too many reviews say the same thing in identical wording, I suspect they aren’t genuine" (P2). "I’ve seen cases where 
overly positive reviews seemed fake—it made me more skeptical about the product’s reliability" (P5). "I cross-check reviews on 
different platforms because some sites don’t regulate fake feedback well" (P4).  
 
Theme 3. Ethical and Practical Concerns: Balancing AI Moderation and Consumer Voice 
 
While AI-powered review detection enhances market integrity, it also raises concerns about fairness and bias. Some 
consumers worry that automated systems might suppress certain opinions, impacting their ability to make fully informed 
decisions. 
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Platforms that actively filter fake reviews or provide warning labels foster consumer trust by ensuring credibility. Verified 
purchases and detailed feedback play a role in strengthening trust. 
 
 
Participant Excerpts: 
 
"AI moderation is great for catching spam, but I worry about legitimate negative reviews being filtered out just because they  
sound harsh." "If a company can influence how AI filters reviews, it might create unfair bias. That’s why I rely on multiple 
sources." "I like AI review detection, but I believe platforms should allow flagged reviews to be reviewed manually before 
removal." "I appreciate it when platforms flag suspicious reviews—it shows they care about transparency" (P1). "Seeing 
‘Verified Purchase’ tags makes me trust a review more because it feels authentic" (P3). "Platforms with stricter verification  
processes make me more confident in my buying decision" (P4). 
 
The Impact of AI-Generated Review Detection Mechanisms on Consumer Trust and Decision-Making in Online Shopping 
 
With the rise of e-commerce, consumer-generated reviews have become an essential factor in shaping purchasing decisions. 
However, the increasing prevalence of fake and AI-generated reviews poses a challenge to maintaining trust in online 
shopping platforms. To address this issue, companies have implemented AI-driven review detection mechanisms that 
identify suspicious or fraudulent reviews. While these measures aim to enhance credibility, their effectiveness in 
influencing consumer trust and decision-making varies. 
 
AI-Driven Review Detection and Consumer Reactions  
 
Notifications and Labels Indicating Fake or AI-Generated Reviews Many platforms now use AI to detect and flag potentially 
fake reviews. For example, Amazon and Trustpilot employ machine learning algorithms to analyze review authenticity, 
often displaying notifications for flagged content (Luca & Zervas, 2016). When consumers encounter such warnings, their 
trust in the product and platform may be influenced:  
 
Erosion of Trust in the Product: If a significant number of flagged reviews exist, buyers may doubt the product’s quality and  
legitimacy. Enhanced Platform Credibility: Transparent labeling reinforces confidence in the platform’s commitment to 
authenticity. Skepticism Toward Review Systems: Some consumers may perceive review detection as flawed, particularly 
if legitimate reviews are mistakenly flagged. Perceived Effectiveness of Review Detection Mechanisms Consumers evaluate 
the strength of AI-driven detection based on: Accuracy of Flagged Reviews: Platforms must balance false positives and 
negatives to maintain user confidence. Transparency in Filtering Methods: Explaining how reviews are verified can improve 
acceptance of AI-driven moderation (Filieri et al., 2021). User Involvement: Allowing customers to report suspicious 
reviews increases trust in the system. 
 
Trust and Decision-Making in E-Commerce Platforms 
 
Consumers rely on trust indicators when deciding whether to proceed with a purchase: Higher Confidence in Verified 
Reviews: Platforms that prioritize authenticity encourage informed decision-making. Impact on Long-Term Brand 
Perception: Repeated exposure to fake reviews may discourage platform loyalty. Platform Comparisons: Consumers may 
prefer sites with rigorous review validation over those with lenient policies.  
 
In analyzing AI-generated review detection mechanisms and their impact on consumer trust and decision-making, selective 
coding reveals three central themes: Trust in Platform Integrity and Review Authenticity AI-driven detection methods aim 
to filter fraudulent or manipulated reviews, enhancing consumer confidence. When platforms successfully eliminate 
deceptive content, users perceive a higher level of transparency, strengthening their trust in online shopping. However, 
false positives—where genuine reviews are removed—can lead to skepticism about platform reliability. 
 
Perceived Reliability of Product Ratings and Consumer Insights Consumers rely on aggregate review scores to gauge 
product quality. AI-assisted filtering ensures more accurate representations, reducing misleading endorsements. When 
detection mechanisms are effective, buyers trust reviews as credible reflections of product performance, reinforcing 
informed purchasing decisions. Conversely, inconsistencies—such as biased filtering—may cause doubt in the credibility 
of star ratings. User Awareness and Interaction with AI Systems Consumers exhibit varying levels of trust based on their 
understanding of AI-driven moderation. Those aware of algorithmic filtering appreciate its role in maintaining review 
integrity, whereas others may suspect excessive automation could suppress diverse consumer opinions. Platforms that 
provide clear explanations of how AI operates foster greater acceptance among users.  
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These themes illustrate the dual impact of AI detection—enhancing trust when executed transparently but causing 
concerns if consumers perceive bias or excessive filtering 
 

 
Conclusion and Recommendations 

 
Conclusion  
 
In examining sentiment trends within online consumer reviews, it becomes evident that these reviews significantly shape 
purchasing decisions, brand trust, and overall market positioning. Sentiment analysis offers a lens through which 
businesses and consumers alike can gauge product perception, evaluate credibility, and refine engagement strategies. The 
emotional tone embedded in reviews plays a pivotal role in influencing consumer confidence, reinforcing the importance 
of transparency and authenticity in digital marketplaces. 
 
As consumer-generated reviews continue to influence e-commerce behaviors, understanding their underlying sentiment 
patterns enables businesses to foster stronger relationships with their audience. Trust and credibility remain fundamental 
in consumer decision-making, and platforms that prioritize ethical review moderation contribute to a more reliable online 
shopping experience. AI-driven review detection further enhances transparency, yet its effectiveness hinges on maintaining 
user engagement and safeguarding fairness in content moderation. 
 
This analysis underscores the intricate relationship between sentiment trends, AI moderation, and consumer trust. While 
algorithmic transparency offers confidence, ethical considerations surrounding review moderation must remain at the 
forefront of future developments. Enhancing consumer awareness and refining AI oversight mechanisms could further 
balance authenticity with functional integrity in e-commerce ecosystems. 
 
Ultimately, the evolving landscape of online consumer reviews necessitates ongoing improvements in sentiment analysis 
methodologies. Businesses that harness these insights can refine their strategies, ensuring that consumer expectations align 
with product offerings. As digital platforms advance, the intersection of sentiment trends, AI moderation, and consumer 
trust will continue to shape the dynamics of online shopping, reinforcing the need for ethical, data-driven decision-making 
within e-commerce environments. 
 
Implications 
 
Optimizing Review Transparency – E-commerce platforms should refine AI-driven moderation systems to detect and 
filter out fake or manipulated reviews more effectively. Implementing rigorous verification methods and improving 
algorithmic accuracy will ensure consumers have access to reliable, unbiased feedback. 
 
Promoting Comprehensive and Balanced Reviews – Consumers should be encouraged to provide detailed, well-rounded 
assessments that highlight both strengths and weaknesses of products. Platforms can incentivize thorough reviews by 
integrating structured review formats or rewarding credible contributors.  
 
Enhancing Consumer Awareness and Education – Educators, particularly teachers, and other online shoppers should be 
equipped with tools to identify credible reviews and navigate misleading endorsements. This can be achieved through 
informational campaigns, interactive guidelines, or AI-powered credibility indicators integrated into e-commerce 
platforms. 
 
Advancing Research on Consumer Behavior and Review Authenticity – Future studies should delve into the 
psychological impact of online reviews across different demographics, with particular attention to educators. Examining 
how review authenticity shapes long-term purchasing behaviors will contribute to improved e-commerce policies and 
consumer trust mechanisms. 
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