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ABSTRACT: This study delves into the influence of online reviews on the purchasing behavior of Generation X, Millennials, and
Generation Z consumers in today's changing digital marketplace. With the prevalence of online reviews that reshape consumer
decision-making processes, this study aims to uncover the nuanced differences in how each generational group interacts with and
responds to online reviews. Through a meticulous literature review, the paper examines existing studies, identifying a gap in
understanding tailored approaches for distinct age groups. The research methodology involves primary data collection through a
survey targeting 60 participants across the three generations. Findings suggest distinctive patterns in online shopping habits, reliance
on online reviews, and factors influencing purchasing decisions within each group. Though online reviews prove to be significant
factor across all generations, varying degrees of reliance and preferences is observed. Furthermore, advantages and disadvantages
of online reviews show their pivotal role in consumer decision-making processes, alongside limitations such as sample size
constraints and existing factors. The study concludes by emphasizing the importance for businesses to recognize and cater to the
unique preferences of each generation, giving insights to navigate the digital shopper's dilemma effectively. By understanding and
adapting to generational needs and preferences, businesses can harness the power of online reviews which is the ‘New Word of
Mouth’ to engage with diverse consumer segments, ensuring success in the ever-evolving digital landscape.

KEYWORDS: Digital Marketing, E- Commerce, Generation Z, Generation X, Include Online Reviews, Millennials, Online
Ratings, Purchase Decisions, Purchase Intentions, Word of Mouth.

INTRODUCTION

In today’s marketplace, the widespread availability of online reviews and ratings has transformed how consumers make decision,
strongly impacting their purchasing habits across different generation. Generation X (born between 1965-1980), Millennials (born
between 1981-1994), and Generation Z (born between 1995-2009) represent a diverse range of consumer demographics, who
encounter an abundance of information alongside a growing sense a skepticism. This study aims to investigate the complex
relationship between online reviews and the buying behaviours of these generational groups. By analyzing the factors that contribute
to trust, credibility, and influence in online reviews, this research seeks to uncover the subtle dynamics that shape consumer
preferences and decisions in the digital era, offering valuable insights for marketers and business alike.

A. Literature Review

The influence of online reviews on purchasing decision has become a crucial aspect of the digital shopping landscape. This literature
review explores the varying impact of online reviews on consumer choices within distinct generations, facilitating the understanding
of dynamics that shape their buying behaviour in the current digital age.

Chen T, Samarayanake P, Cen X, Qi M and Lan Y-C (2022) in their Paper “The Impact of Online Reviews on Consumers’
Purchasing Decisions: Evidence From an Eye-Tracking Study” covered how the online reviews influence shopping behaviour and
the effect of gender on this along with the particular attention drawn towards negative comments and the significance of prompt
resolving of such grievances by the concerned entities.

Navitha A and Vasantha S in their paper “Effect of Online review Rating on Purchase Intention” found that this factor played a
significant role on purchase intention and decisions with the independent variable being customer review rating and the dependent
variable being Purchase Intention.

Maryam Masud and Masood Hassan (2020), in their paper “How Online Reviews Affect Consumers Purchase Intention and Product
Perception: A Qualitative Study” explores the rise of Online Shopping especially after the Covid-19 pandemic. It also validated the
positive reviews facilitating higher chances of getting sold out and vice versa.
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B. Gap of the Study

While the literature review provides valuable insights into the influence of online reviews on purchasing decisions in different
studies and perspectives, it primarily focuses on the general population and not explicitly specific differences among Generation X,
Millennials and Generation Z Consumers.

This paper focuses on understanding the impact of online review within these generations, highlighting a potential gap in the existing
literature regarding the tailored approach needed to address the digital shopping behaviour of different age groups.

Therefore, the gap lies in the need for research that directly studies and compares the role of online reviews on purchasing decision
specifically within Generation X, Millennials and Generation Z, taking into account their unique characteristics, preferences and
behaviours in the digital marketplace.

Objectives of the Study

1. Toexamine the varying impact of online reviews on purchasing decision among Generation X, Millennials and Generation
Z consumers.

2. Toidentify differences in the perception and utilization of online reviews among the three generational groups.

3. To explore how demographic factors, such as age, generation, and online shopping experience, influence the reliance on
online reviews for making purchasing decisions with each generation.

4. To assess the effectives and participation in the online review system in influencing purchase intention and decision with
each generational group.

C. Research Methodology

The research methodology involves primary data collection through a survey conducted via Google Forms.

The survey aimed to gather responses from a sample population of a total of 60 participants, with 20 individuals representing each
generational cohort: Generation X, Millennials, and Generation Z. (Sample Size based on Age was set from 13 to >59 involving the
targeted generations)

The survey questionnaire was designed to assess various aspects related to the influence of online reviews on purchasing decisions,
including demographics, online shopping behavior, perception of online reviews, and purchasing intentions.

The data analysis in this study employs descriptive statistics to summarize the collected responses and draw inferential insights.
The survey methodology allows for an understanding of how online reviews impact consumer behavior within distinct age groups,
providing valuable insights into the digital shopping preferences and tendencies of Generation X, Millennials, and Generation Z
consumers.

D. Limitations of the Study

e Sample Size: The study’s sample size, with 20 respondents per generational cohort, may be relatively small and may not
fully represent the each generation completely. This limits the generalizability of the findings to the overall population of
Generation X, Millennials, and Generation Z consumers.

e Generational Differences: While the study aims to compare the impact of online reviews across different generational
groups, it overlooks the differences within each generation. Factors such as socioeconomic status, cultural background,
and technological literacy could influence online shopping behavior and may not be fully represented in the analysis.

e Temporal Factors: The study’s findings represent only the state of affairs considering the specific time period during
which the data was collected, and not otherwise as consumer preferences and behaviors related to online reviews and
shopping tend to evolve over time.
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E. Findings of the Study
Demographics:

MALE
s%

The survey was dominated by Female respondents (89.5%) with Male respondents
of 10.5% of the Sample Size and Population.

GENDER

The Family Average Monthly salary of Respondents were majorly ranging
from Rs. 50,001-1,00,000.

FAMILY
AVERAGE

289881 - 58808
&M%

The survey targeted and received responses of equal number from the 3
ceneranon x  different Generation Cohorts.

GENERATIONS
33% 333N
MILLENNIALS
[¥IK
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Generation X (born between 1965-1980)

@ WMuitiple Times a Week
@ Once a Week

& AFew Times a Month
@ Once a Month

@ Rarely

@ Never

Frequency of Use

The individuals belonging to Generation X, frequent as customers of Online Shopping very rarely as per the responses received
with (60%) and otherwise they seem to purchase only once a month or a few times a month majorly.

The members of Generation X, seem to purchase more of Clothing and Accessories (60%) through Online Shopping Platforms
with other products being Groceries (28%). There is no liking observed for purchasing Electronics, Health and Wellness products
and Furniture online.

As per the responses received, individuals discover new products and brands through recommendations from friends and family
along with online advertisements. They majorly use Amazon and Flipkart for shopping online.

They value factors like Convenience highly to shop for a worthy product along with Product descriptions and Specifications backed
by Positive Online reviews and Rating to aid Decision Making.

@ Less than 15 minutes
@® 15-30 minutes

@ 30 minutes to 1 hour
@ 1-2 hours

@ Vore than 2 hours

Time Spent

An individual belonging to Generation X spends about 30 minutes for Online Shopping on such platforms.
: @ Very likely

® Somewhat likely

@ Not very likely

@ Not at all likely

Impulse buying
These individuals are somewhat likely to make an impulse purchase when shopping online.
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® Always
@ Frequently
& Sometimes
@® Rarely
@ Never

Rely and Influence
The respondents rely on the online reviews and ratings sometimes and opine that such reviews are Moderately Influential to their
purchasing Intention and Decision.

® Yes
® No
28%

Change of Mind

About 72% of the respondents have changed their decision owing to a Negative Online Review while purchasing a product online.
They also opined that Visual Content form of review is crucial and that the Review must be credible and detailed owing to cases of
fake positive reviews to merely boost sales.

Individuals of this Generation have majorly not written an online review themselves (72%) and they tend to trust and value the
recommendations from Friends and Family Members over Strangers on the Online reviews.

About 48% of the respondents belonging to this generation have encountered fake or misleading reviews and therefore do not vouch
for its accuracy to reflect the quality of products and admitted to somewhat likely recommend a product based on positive online
reviews.

Millennials (born between 1981-1994)

@ Wultiple Times a Week
® COnce a Week

@ AFew Times a Month
@ Cnce a Month

@ Rarely

@ Mever
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Frequency of Use

The Millennials, frequent as customers of Online Shopping very rarely as per the responses received with (40%) and also few times
a month majorly.

The Millennials, seem to purchase more of Clothing and Accessories (80%) through Online Shopping Platforms with other products
being Groceries (28%). There is a general liking observed for purchasing Electronics, Health and Wellness products and Furniture
online.

As per the responses received, individuals discover new products and brands through online advertisements and family
recommendations. They majorly use Amazon, Flipkart and Meesho for shopping online.

They value factors like Convenience, Comparison shopping, variety, discounts backed by Positive Online reviews and Rating that
aid to Decision Making.

@ Less than 15 minutes
@ 15-30 minutes

@ 30 minutes to 1 hour
@ 1-2 hours

@ WMore than 2 hours

Time Spent
A Millennial spends about 30 minutes to 1 hour generally for Online Shopping on such platforms.

Impulse buying

Millennials are somewhat likely and also very likely to make an impulse purchase when shopping online.

@ Very likely

@ Somewhat likely
@ Not very likely
@ Not at all likely

® Always
@ Frequently
@ Sometimes
@® Rarely
@ Never

Rely and Influence
The respondents rely on the online reviews always and opine that such reviews are Extremely Influential to their purchasing Intention
and Decision.
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® Yes
® No

Change of Mind

About 85% of the respondents have changed their decision owing to a Negative Online Review while purchasing a product online.
They also opined that Visual Content form of review along with the number of reviews, recency of reviews are also significant.
They also wanted the review to be credible and detailed owing to cases of fake positive reviews by implementing stricter verification
processes for reviewers to offer a more accurate portrayal of a product.

Individuals of this Generation have majorly written an online review themselves (70%) and they tend to trust and value the
recommendations from Friends and Family Members over Strangers on the Online reviews.

About 40% of the respondents belonging to this generation seemed to have encountered fake or misleading reviews and therefore
do not vouch for its accuracy with assurance to reflect the quality of products and admitted to somewhat likely recommend a product
based on positive online reviews.

Generation Z (born between 1995-2009)

@ Multiple Times a Week
® Once a Week

A Few Times a Month
@ Cnce a Month

@ Rarely
@ Mever

Frequency of Use

Generation Z frequent as customers of Online Shopping very rarely as per the responses received with (64.5%) and also once a
month and a few times a month majorly.

They seem to purchase more of Clothing and Accessories (96.8%) through Online Shopping Platforms with other products being
Beauty and Personal Care Products. There is a general liking observed for purchasing Electronics.

As per the responses received, individuals discover new products and brands through online advertisements and family
recommendations along with Influencer endorsements. They majorly use Amazon, Flipkart, Meesho and Myntra for shopping
online.

They value factors like Convenience, Better Price, Comparison shopping, variety, discounts, return and exchange policy backed by
Positive Online reviews and Rating that aid to Decision Making.
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@ Less than 15 minutes
@ 15-30 minutes
@ 30 minutes to 1 hour

/ @® 1-2 hours
= | @ Nviore than 2 hours

Time Spent

Generation Z spends about 30 minutes for Online Shopping on such platforms.
@ Very likely

@ Somewhat likely

@ Not very likely
@ Not at all likely

Impulse buying
Generation Z is somewhat likely to make an impulse purchase when shopping online.

® Always
@ Frequently
& Sometimes
@ Rarely
@ Never

Rely and Influence
The respondents rely on the online reviews frequently and opine that such reviews are Extremely Influential to their purchasing
Intention and Decision.

® Yes
@® No
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Change of Mind

About 80.6% of the respondents have changed their decision owing to a Negative Online Review while purchasing a product online.
They also opined that Visual Content, number of reviews, recency of reviews, negative reviews play a significant role while taking
a purchase decision. They also wanted true and fair experience without intention of marketing fake products along with a prompt
grievance redressal mechanism

Individuals of this Generation have majorly written an online review themselves (54.8%) and they tend to trust and value the
recommendations from Friends and Family Members over Strangers on the Online reviews.

About 38.7% of the respondents belonging to this generation seemed to have encountered fake or misleading reviews and therefore
do not stand for its accuracy with assurance to reflect the quality of products and admitted to somewhat likely recommend a product
based on positive online reviews.

F. Advantages and Disadvantages of Online Reviews and Ratings
Advantages:
e Transparency: Online reviews and ratings provide transparency to consumers by providing the experiences of previous
buyers. This transparency helps consumers make more informed purchasing decisions.
e Open Proof: Positive online reviews and ratings serve as open proof, showing potential buyers that a product or service is
trustworthy and of high quality. This can increase confidence and trust in the brand.
e Increased Credibility: Verified and well-written online reviews enhance the credibility of a product or service. Positive
reviews from real customers can build trust in the brand and influence others to make a purchase.
e Feedback Loop: Online reviews provide businesses with valuable feedback on their products or services. This feedback
can facilitates businesses to identify areas for improvement and make necessary adjustments to meet customer needs and
preferences.

Disadvantages:

e Biasand Manipulation: Online reviews can be subject to bias and manipulation. Businesses or competitors may post fake
reviews to artificially manipulate ratings, leading to misinformation for consumers.

e Lack of Authenticity: Some online reviews generated by paid reviewers or bots leads to lack of authenticity affecting the
credibility of online reviews and make it challenging for consumers to trust the information provided.

e Overreliance on Ratings: Consumers may become overly reliant on ratings when making purchasing decisions leading
to decision-making biases and dissatisfaction with the chosen product or service.

e Negative Impact on Businesses: Negative online reviews can significantly impact a business's reputation. Managing and
responding to negative reviews effectively is crucial for businesses to maintain their performance and reputation alike.

Suggestions and Scope for Future Study
+ Offline and Online Word-of-Mouth: Comparison and in-depth analysis of the effect and influence of Traditional Word-
of-Mouth with Online Reviews and Ratings across Generations and other sub groups.
+ Entity’s Resolving Measures: Analysis of Influence of Negative Online Reviews on Buying Behaviour can help the entity
formulate strategies to respond and to maintain and manage its reputation and market image.

G. Conclusion

In conclusion, this research has shed light on the intricate relationship between online reviews and purchasing decisions among
Generation X, Millennials, and Generation Z consumers. Through a comprehensive examination of the impact of online reviews
within these generational cohorts, several key insights have emerged.

Firstly, while online reviews play a significant role in influencing consumer behavior across all three generations, there are notable
differences in how each group engages with and relies on online reviews.

Secondly, factors such as, online shopping experience, and the nature of online reviews, particularly negative feedback and prompt
resolution of grievances, significantly influence purchasing decisions within each generational cohort.

Moreover, the study highlights the importance of businesses understanding and catering to the unique preferences and behaviors of
Generation X, Millennials, and Generation Z consumers in the digital shopping landscape.
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Moving forward, leveraging these insights can enable businesses to effectively harness the power of online reviews - ‘New Word
of Mouth’ to engage with and capture the attention of these diverse consumer segments, ultimately navigating the digital shopper's
dilemma with greater success and relevance in the evolving marketplace.
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