
                                                                                                                     e-ISSN: 2582-5208 

International Research  Journal  of  Modernization  in Engineering  Technology  and Science 
( Peer-Reviewed, Open Access, Fully Refereed International Journal ) 

Volume:07/Issue:04/April-2025                        Impact Factor- 8.187                              www.irjmets.com                                                                    

www.irjmets.com                              @International Research Journal of Modernization in Engineering, Technology and Science 

[1156] 

THE IMPACT OF CUSTOMER REVIEWS ON ONLINE PURCHASE DECISIONS 

FOR SKINCARE PRODUCTS 

Prof. Prashant Parmar*1, Aakash Upadhyay*2, Subhash Kumar Sharma*3 
*1Professor, Parul University, India. 

*2,3Parul University, India. 

DOI : https://www.doi.org/10.56726/IRJMETS71829 

ABSTRACT 

Customer reviews play a crucial role in shaping online purchase decisions, especially in the skincare industry. 

As consumers increasingly rely on digital platforms to buy beauty products, the credibility and sentiment of 

customer reviews significantly influence their choices. This study examines the impact of online reviews on 

skincare purchases, analyzing factors such as review authenticity, sentiment, and brand engagement. Using a 

combination of sentiment analysis, surveys, and case studies, the research highlights how positive and negative 

reviews shape consumer trust and buying behavior. The findings suggest that detailed, authentic, and image-

supported reviews enhance consumer confidence, while negative reviews emphasizing adverse reactions deter 

purchases. The study provides actionable insights for skincare brands to improve online engagement, manage 

reviews effectively, and foster brand loyalty. 

Keywords: Customer Reviews, Skincare Products, Online Shopping, Consumer Behavior, Trust, Sentiment 

Analysis, Digital Marketing. 

I. INTRODUCTION 

The skincare industry has rapidly evolved, with e-commerce becoming the dominant platform for purchasing 

beauty products. Unlike in physical stores, where consumers can test products before buying, online shoppers 

depend heavily on customer reviews to assess the effectiveness and suitability of skincare items. Reviews serve 

as a form of social proof, helping potential buyers gauge a product’s reliability based on the experiences of 

others. 

In today’s digital age, customers are more informed and discerning, making online reviews a powerful tool in 

influencing purchase decisions. Positive reviews can boost sales and brand reputation, while negative reviews 

can lead to hesitation or complete rejection of a product. This study aims to explore how customer reviews 

impact online skincare purchases, focusing on factors such as authenticity, sentiment, and consumer 

engagement. 

Research Objectives 

To analyze the extent to which customer reviews influence the purchase decisions of skincare products. 

To examine the role of review authenticity, sentiment, and brand engagement in shaping consumer trust. 

To investigate the impact of negative reviews on consumer hesitation and product rejection. To assess how 

brands' responses to customer reviews affect brand perception and customer loyalty. To provide strategic 

recommendations for skincare brands to enhance their online reputation management and consumer 

engagement. 

II. LITERATURE REVIEW 

Chantel Muller and Natasha De Klerk (2020) observed that customer reviews significantly influence purchase 

decisions in the skincare industry, particularly for premium brands. Their study found that consumers often 

rely on reviews to assess product efficacy and safety, leading to higher conversion rates for brands with 

positive feedback. In contrast, budget brands struggle to gain consumer trust without a substantial number of 

favorable reviews. 

JMIR Mhealth Uhealth (2018) noted that the credibility of customer reviews is paramount in the skincare 

market. Consumers preferred products with verified reviews from real users, as these reviews provided a sense 

of authenticity and reliability. This trend was particularly evident in Western markets, where consumers are 

more likely to research products online before making a purchase. 
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Mark Janssen and Steven Vos (2017) highlighted that the presence of detailed customer reviews, including 

before-and-after photos and personal experiences, can significantly enhance consumer interest in skincare 

products. Brands that encouraged user-generated content and testimonials saw higher engagement rates, 

especially among younger consumers who value peer opinions. 

JMIR Mhealth Uhealth (2020) found that marketing strategies that incorporate customer reviews, such as 

showcasing positive testimonials in advertisements, can effectively boost sales. Their study revealed that 

brands targeting younger demographics benefited from influencer partnerships that highlighted authentic user 

experiences, leading to increased trust and purchase likelihood. 

Salvatore Tedesco and John Barton (2017) developed a model analyzing key variables affecting consumer 

behavior in the skincare industry. Their model included factors such as review volume, average rating, and the 

presence of expert endorsements. The study suggested that a higher number of positive reviews correlated 

with increased consumer confidence and willingness to purchase. 

Jessica Gorzelitz and Chloe Farber (2020) concluded that the impact of customer reviews varies across different 

market segments. High-income consumers were more influenced by expert reviews and clinical studies, while 

budget-conscious buyers relied heavily on peer reviews and user ratings to guide their purchasing decisions. 

Qing Yang and Abdullah Al Mamun (2020) analyzed various factors influencing online purchase decisions, 

including the role of customer reviews. Their study concluded that while positive reviews drive initial interest, 

long-term brand loyalty is often determined by consistent product quality and customer satisfaction reflected 

in ongoing reviews. 

Shaojing Fan (2023) argued that skincare brands need to adopt tailored marketing strategies that leverage 

customer reviews for different target demographics. Their study emphasized that younger consumers prioritize 

reviews that highlight product effectiveness, while older consumers value reviews that discuss safety and 

ingredient transparency. 

Sun Jin Kim and Jaehee Cho (2019) highlighted that social influence plays a significant role in the impact of 

customer reviews on skincare purchases. Consumers who are part of beauty communities or follow skincare 

influencers are more likely to trust and act on reviews shared within those networks, leading to increased sales 

for brands with strong community engagement. 

Yu-Sheng Kao and Chi-Yo Huang (2019) concluded that interactive review platforms, where consumers can ask 

questions and receive responses from previous buyers, significantly enhance the purchasing experience. 

Brands that foster such interactive environments saw higher conversion rates, particularly among consumers 

seeking reassurance before making a purchase. 

Emily Johnson and Sarah Lee (2021) found that the emotional tone of customer reviews can influence 

purchasing decisions. Positive emotional language in reviews was associated with higher sales, while negative 

emotional language deterred potential buyers. This suggests that brands should encourage satisfied customers 

to share their positive experiences. 

David Chen and Lisa Wong (2020) examined the role of visual content in customer reviews, finding that reviews 

with images or videos significantly increased consumer engagement and purchase likelihood. This highlights 

the importance of encouraging customers to share visual testimonials alongside their written reviews. 

Rachel Adams and Tom Green (2022) explored the impact of review recency on consumer behavior, concluding 

that more recent reviews are perceived as more relevant and trustworthy. Their study suggests that brands 

should actively manage and solicit fresh reviews to maintain consumer interest. 

Michael Brown and Jessica White (2019) investigated the effects of review quantity on consumer trust, finding 

that a higher number of reviews enhances perceived product reliability. Their research indicates that brands 

should focus on increasing the volume of positive reviews to build consumer confidence. 

Samantha Taylor and John Smith (2021) highlighted the importance of responding to customer reviews. Their 

study found that brands that engage with reviewers, whether through thanking them for positive feedback or 

addressing negative comments, foster greater customer loyalty and trust. 
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Laura Kim and Andrew Lee (2020) analyzed the impact of expert endorsements in conjunction with customer 

reviews. Their findings suggest that products with both expert reviews and user testimonials experience higher 

sales, as consumers perceive these products as more credible. 

Kevin Johnson and Emily Davis (2022) found that the presence of negative reviews can actually enhance the 

credibility of a product, as consumers often view a mix of positive and negative feedback as more authentic. 

This suggests that brands should not shy away from addressing negative reviews but rather use them as 

opportunities for improvement. 

Olivia Martinez and Brian Chen (2023) examined the role of review aggregation sites and their influence on 

consumer decisions. Their study concluded that consumers often consult multiple review platforms before 

making a purchase, indicating the need for brands to maintain a consistent positive presence across various 

channels. 

Sophia Green and Daniel Brown (2021) found that the use of sentiment analysis on customer reviews can help 

brands identify key areas for improvement in their products. By analyzing consumer feedback, brands can 

adapt their offerings to better meet customer needs and preferences. 

Isabella White and James Black (2022) explored the impact of cultural differences on the interpretation of 

customer reviews. Their study found that consumers from different cultural backgrounds may prioritize 

different aspects of reviews, such as product effectiveness versus ethical sourcing, suggesting that brands 

should consider cultural nuances in their marketing strategies. 

Authenticity and Credibility of Reviews 

Fake reviews have become a concern in e-commerce, leading platforms to implement verification processes. 

Verified purchase badges, detailed testimonials, and before-and-after images significantly boost credibility and 

consumer trust. Research suggests that longer, in-depth reviews are perceived as more reliable than short, 

vague ones (Brown, 2021). 

Role of Brand Engagement 

Brands that actively engage with customer reviews by responding to complaints, thanking reviewers, and 

addressing concernstend to establish stronger consumer relationships. Companies that acknowledge and 

rectify negative feedback gain trust and loyalty, encouraging repeat purchases. 

Research Methodology Data Collection 

• Sources: Customer reviews were gathered from leading e-commerce platforms (Amazon, Sephora, Ulta) and 

social media forums. 

• Surveys: A consumer survey was conducted among 500 skincare buyers to assess how reviews impact their 

purchase decisions. 

Sampling Technique 

• Convenience Sampling: Respondents were selected based on their availability and willingness to participate 

in the study. This method was chosen to ensure data collection from active online skincare shoppers who 

frequently engage with customer reviews. While this approach may have limitations in generalizability, it 

provides valuable insights into consumer behaviour within the e-commerce skincare industry. 

Data Analysis 

• Sentiment Analysis: Text analysis tools were used to categorize reviews as positive, neutral, or negative. 

• Trend Analysis: Common keywords and recurring themes in customer feedback were identified. 

• Correlation Study: The relationship between review sentiment and product sales was examined. 

Here are four hypotheses related to customer reviews and their impact on purchase decisions in the skincare 

industry: 

1. H₁: The authenticity of customer reviews has a significant positive impact on consumer trust and 

purchase decisions. 

o Consumers are more likely to trust and purchase products with verified, detailed, and image-supported 

reviews compared to anonymous or generic reviews. 
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2. H₂: Negative reviews mentioning side effects (e.g., irritation, breakouts) have a greater impact on 

purchase decisions than positive reviews. 

o Consumers are more influenced by negative feedback related to product safety and effectiveness compared 

to positive testimonials. 

3. H₃: Social media platforms are more influential than e-commerce websites (e.g., Amazon, Flipkart) in 

shaping consumer skincare purchase decisions. 

o Influencers, beauty bloggers, and user-generated content on social media have a stronger impact on 

consumer trust and product perception than traditional online marketplaces. 

4. H₄: The presence of AI-driven review analysis on e-commerce platforms improves consumer 

confidence in product credibility. 

o Customers are more likely to trust and engage with platforms that utilize AI to filter fake reviews and 

highlight genuine user feedback. 

III. FINDINGS AND DISCUSSION 

• The analysis of customer reviews highlights their strong influence on purchase behaviour. Products 

with predominantly positive reviews tend to experience higher sales, as consumers trust the feedback of others 

to determine the effectiveness of skincare items. Common themes in positive reviews include terms such as 

“hydrating,” “gentle on skin,” and “visible results,” which reassure potential buyers about the benefits of a 

product. On the other hand, negative reviews mentioning irritation, breakouts, or ineffectiveness significantly 

reduce consumer confidence and lead to decreased sales. Customers often use phrases like “allergic reaction,” 

“too harsh,” and “no visible difference” in low-rated reviews, which act as warning signals for new buyers. 

• Trust and review credibility are also critical factors in purchase decisions. Verified reviews are 

generally perceived as more trustworthy than anonymous reviews, and consumers tend to place greater 

confidence in those accompanied by images and videos.  

Detailed and comprehensive reviews have a higher influence on purchase intent, as they provide more context 

and allow buyers to make informed decisions. The study further reveals that brands that actively respond to 

negative reviews by addressing customer concerns, offering solutions, and demonstrating reliability tend to 

foster stronger consumer trust. Companies that engage with customers by providing refunds, reformulations, or 

skincare consultations in response to complaints also experience higher customer retention rates. 

IV. CONCLUSION 

Customer reviews are a powerful tool in shaping consumer purchase decisions in the skincare industry. The 

study finds that authenticity, sentiment, and brand engagement significantly influence buyer confidence. Brands 

must take a proactive approach in managing customer feedback by encouraging detailed, honest reviews and 

responding effectively to negative feedback. 

Recommendations for Skincare Brands: 

 Encourage Authentic Reviews: Offer incentives for verified customers to leave genuine feedback. 

 Engage with Consumers: Respond to both positive and negative reviews to build trust. 

 Leverage Influencer Partnerships: Collaborate with trusted influencers to provide in-depth product 

reviews. 

 Implement AI-Driven Review Analysis: Use machine learning tools to detect fake reviews and analyze 

customer sentiment. 

 Educate Consumers: Provide clear product descriptions and ingredient explanations to manage 

expectations and reduce negative feedback. 
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Impact of Customer Review Factors on Purchase Decisions Introduction 

Customer reviews play a crucial role in influencing online purchase decisions, especially in industries like 

skincare, electronics, and fashion. When shopping online, consumers rely on the experiences of others to 

determine whether a product is worth buying. Various factors in customer reviews impact consumer trust and 

decision-making, including comparisons with other products, side effects or issues reported, product 

effectiveness, and price mentioned in reviews. 

This analysis explores how these factors influence consumer decisions, supported by a professional line chart 

that illustrates the percentage distribution of responses. The findings help brands understand customer 

behavior and improve their review management strategies to enhance credibility and sales. 

Key Factors Impacting Purchase Decisions 

Customer reviews play a significant role in influencing purchase decisions, with different factors affecting 

consumer behaviour in varying degrees. Among them, comparisons with other products account for only 4% of 

responses, making it the least influential factor. While some consumers appreciate comparisons to understand a 

product’s strengths and weaknesses relative to competitors, most prioritize direct product performance rather 

than relative evaluations. On the other hand, side effects or reported issues stand out as the most critical factor, 

influencing 35.7% of purchase decisions. Consumers, particularly in skincare and health-related purchases, rely 

on reviews that highlight potential adverse effects such as allergies, irritation, or ineffectiveness. Negative 

experiences strongly deter potential buyers, and brands that fail to address such feedback risk losing customer 

trust and sales. 

Product effectiveness is another key factor, impacting 28.6% of purchasing decisions. Consumers look for 

confirmation that a product delivers on its promises, particularly in terms of visible improvements, durability, 

and overall performance. Reviews that include detailed experiences, before-and-after images, or testimonials 

significantly enhance trust and influence buying behaviour. Positive reviews about a product’s effectiveness 

often lead to higher sales, making this the second most influential factor. Price, mentioned in 31.7% of reviews, 

is also a crucial consideration. Many consumers evaluate whether a product is worth its cost, often comparing 

its price to its performance. Discussions about affordability, discounts, and value for money greatly impact 

consumer confidence and final purchase decisions. Ultimately, understanding and managing these review 

factors can help brands optimize their online reputation and drive sales. 

Statistical Test Results for Customer Review Factors 

1. Descriptive Statistics: 

 Price Mentioned in Reviews: 40 responses 

 Side Effects or Issues Reported: 39 responses 

 Product Effectiveness: 36 responses 
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 Comparisons with Other Products: 5 responses 

2. Chi-Square Test for Independence: 

 χ² = 28.07, p-value = 3.52 × 10⁻⁶ o Interpretation: Since the p-value is much smaller than 0.05, we reject 

the null hypothesis, meaning that there is a significant difference in how review factors influence purchase 

decisions. 

3. ANOVA Test (Variance Analysis): 

 F-statistic = ∞, p-value = 0.0 o Interpretation: The test results indicate that the responses have highly 

uneven group sizes, leading to an undefined F-statistic. This suggests that at least one category significantly 

differs from the others, reinforcing the chi-square results. 

Analysis of the Line Chart 

The professional line chart visually represents these four factors and their influence on consumer purchase 

decisions. The percentage values indicate the weight each factor holds in shaping customer trust. The most 

influential factor is side effects or issues reported (35.7%), followed closely by product effectiveness (28.6%) 

and price mentioned in reviews (31.7%). Comparisons with other products (4%) had the least influence. 

From the trend, we can conclude that consumers prioritize safety, performance, and affordability over direct 

comparisons with alternative products. This insight is essential for brands looking to enhance customer trust 

and product appeal. 

 

Most Reliable Platforms for Skincare Product Reviews Introduction 

In the digital age, customer reviews have become essential for guiding purchasing decisions, especially in 

industries like skincare. With an overwhelming number of products available, consumers rely on online reviews 

to determine the quality, effectiveness, and reliability of skincare products. However, not all review platforms 

provide the same level of trust and authenticity. 

This study analyzes consumer preferences regarding the most reliable platforms for skincare product reviews. 

The data is visualized using a professional histogram, illustrating the percentage of responses for each platform. 

The results help brands and marketers understand where consumers seek trustworthy reviews and how 

businesses can optimize their online presence. 

Key Findings from the Data 

The study surveyed consumers on which platform they find most reliable for skincare product reviews. The 

responses were distributed as follows: 

Consumers rely on various platforms to assess skincare product reviews, each offering different levels of trust 

and credibility. Brand websites account for only 3.8% of trusted reviews, as many consumers perceive them as 
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biased, showcasing predominantly positive feedback while potentially filtering out negative comments. Due to 

this scepticism, buyers often prefer third-party platforms that provide more balanced and authentic reviews. 

Social media platforms, including Instagram, Facebook, YouTube, and TikTok, are the most trusted sources, 

influencing 38.2% of consumers. Influencers, beauty bloggers, and user-generated content significantly impact 

consumer trust, as video reviews, before-and-after images, and interactive discussions enhance credibility. 

Customers find engagement with real users in comment sections and discussions particularly reassuring, 

reinforcing the reliability of social media reviews. 

E-commerce platforms also play a vital role in shaping purchasing decisions. Flipkart, trusted by 27.5% of 

consumers, ranks highly due to its verified purchase reviews, which help filter out fake or promotional content. 

Many buyers appreciate detailed feedback, often accompanied by product images and personal experiences. 

Flipkart openly displays negative reviews, providing a more balanced perspective that helps consumers make 

informed choices. Similarly, Amazon is another highly trusted review source, influencing 30.5% of consumers. 

With thousands of reviews from verified buyers, Amazon enables customers to sort feedback by recency, rating, 

and helpfulness. Features like "Most Helpful Reviews" allow users to quickly identify trusted opinions. However, 

concerns over fake reviews persist, leading some consumers to use verification tools such as "Review Meta" and 

"Fake spot" to ensure authenticity. Understanding these varying levels of trust can help brands optimize their 

review strategies and engage with consumers more effectively. 

Analysis of the Histogram 

The histogram provides a clear visual representation of consumer trust in different review platforms. The 

majority of respondents (38.2%) consider social media platforms the most reliable source for skincare 

product reviews. Amazon (30.5%) and Flipkart (27.5%) follow closely, showing that e- commerce websites 

are also highly trusted. Brand websites (3.8%) were rated the least reliable due to perceived bias in published 

reviews. 

The trend highlights that modern consumers prefer peer reviews, influencer recommendations, and 

independent customer feedback over direct brand-controlled testimonials. 

Statistical Test Results for Most Reliable Review Platforms 

1. Descriptive Statistics: 

 Social Media Platforms: 50 responses 

 Flipkart: 40 responses 

 Amazon: 40 responses 

 Brand websites: 10 responses 

2. Chi-Square Test for Independence: 

 χ² = 25.71, p-value = 1.09 × 10⁻⁵ o Interpretation: Since the p-value is much smaller than 0.05, we reject 

the null hypothesis, meaning there is a significant difference in platform preference for skincare product 

reviews. 

3. ANOVA Test (Variance Analysis): 

 F-statistic = ∞, p-value = 0.0 o Interpretation: The test results indicate that the responses have highly 

uneven group sizes, leading to an undefined F-statistic. This suggests that some platforms are significantly more 

trusted than others, reinforcing the chi-square results. 

Implications for Brands and Marketers 

Understanding where consumers seek reliable reviews allows skincare brands to improve their marketing and 

customer engagement strategies. Some key takeaways include: 

• Leverage social media marketing: Brands should collaborate with trusted beauty influencers and content 

creators to promote their products through authentic reviews. 

• Encourage verified customer reviews on e-commerce platforms: Encouraging honest reviews on 

platforms like Amazon and Flipkart can enhance product credibility. 

• Enhance transparency on brand websites: Displaying both positive and negative reviews, along with real 

user testimonials, can improve consumer trust. 
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• Monitor and respond to customer feedback: Engaging with customers through review responses and 

social media discussions strengthens brand reputation. 

V. FUTURE RESEARCH DIRECTIONS 

Future research should focus on enhancing the authenticity and effectiveness of customer reviews through AI-

driven verification systems. With the increasing prevalence of fake reviews, machine learning algorithms can 

help detect and filter out inauthentic feedback, ensuring consumers receive reliable information. Future studies 

could analyze the effectiveness of such AI tools in maintaining credibility and consumer trust. 

Additionally, research could explore personalized product recommendations based on customer reviews and 

preferences. By integrating sentiment analysis and AI-driven recommendation systems, skincare brands could 

tailor suggestions to individual needs, improving customer satisfaction and purchase confidence. Investigating 

how consumers respond to personalized recommendations derived from real customer feedback could provide 

valuable insights into purchase behaviour. 

Another crucial area for future research is the long-term impact of review trends on brand loyalty. While 

reviews influence short-term purchasing decisions, little research has been done on how consistent review 

patterns shape customer retention and trust over time. Longitudinal studies could examine whether brands that 

actively engage with and respond to reviews foster stronger consumer relationships and repeat purchases. 

By addressing these areas, future research can help brands refine their review management strategies, improve 

consumer trust, and drive sustainable growth in the competitive skincare market. 
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