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Abstract   
Consumers frequently encounter one detailed negative review alongside 
ten positive reviews when evaluating high risk products. This study 
synthesizes existing literature to explain how consumers weigh valence, 
volume, and credibility under such asymmetric conditions. Findings 
indicate that a single negative review consistently overpowers ten positive 
reviews due to negativity bias, emotional contagion, source credibility 
effects, and non compensatory decision strategies. Product categories with 
high perceived risk such as skincare and electronics amplify this 
asymmetry. The review's specificity, recency, and the seller's response 
quality moderate the effect. Volume of positive reviews offers limited 
protection because consumers process information narratively rather than 
mathematically. These results challenge the assumption that accumulating 
positive reviews effectively counteracts negative information. The study 
provides a theoretical framework for understanding information weighting 
in electronic word of mouth and offers practical guidance for reputation 
management in high risk product markets. 
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Introduction 
The phenomenon of online product purchasing has transformed how 
consumers access information before deciding to buy an item. Before the 
digital era, an individual might ask neighbors or family members about 
their experience using a specific product. Now, this practice has shifted to 
a virtual space filled with thousands, or even millions, of opinions from 
strangers. This transformation reflects changing patterns of online 
communication and the increasingly massive dynamics of virtual 
communities that shape social interaction in today's digital society 
(Darmawan, 2021). Prospective buyers read various comments, evaluate 
star ratings, and scrutinize photos before clicking the "buy" button. This 
condition creates a new landscape where the collective voice of the masses 
holds significant power in shaping perceptions toward a brand or product. 
This information-seeking process has become a mandatory routine for 
most consumers, especially when they face products with relatively high 
prices or non-negligible usage risks (Li et al., 2021). While the availability 
of abundant reviews provides a sense of security, it also serves as a source 
of confusion due to the sheer volume of data that must be processed. In 
such situations, consumers tend to seek specific patterns or signals that can 
guide their decisions. The importance of the role of online consumer 
reviews and ratings in driving purchase decisions, including impulsive 
buying behavior, has become a crucial focus in modern consumer behavior 
studies (Darmawan, 2023). Such signals might include a dominant 
number of positive reviews, the reputation of the reviewer, or even a single 
negative comment written in great detail. The pattern of searching for 
meaning from this collection of social data forms the foundation of how 
the mechanism of social proof operates within the realm of purchase 
decisions. The higher the perceived uncertainty, the greater the reliance 
on available social cues (Melamed et al., 2019). Ultimately, this 
phenomenon demonstrates that consumer decisions are not merely the 
result of rational considerations regarding product attributes, but also a 
product of digitalized social interaction. 

One of the most common forms of social proof encountered is the 
accumulation of a large volume of positive reviews. Consumers often 
associate a product with a 4.5-star rating from two thousand reviews as a 
safe choice that has been tested by many (Ma, 2023). The emerging 
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assumption in the buyer's mind is that it is impossible for that many people 
to have chosen incorrectly. This principle aligns with the human 
psychological tendency to follow the behavior of the majority when facing 
unfamiliar situations. Effective management strategies for consumer 
reviews have become a primary determinant in increasing product 
competitiveness and company reputation management in the online 
market (Negara et al., 2021). In shopping for body care or electronic 
products, where the consequences of a purchasing error could be skin 
irritation or device failure, the urge to follow the mainstream becomes 
even stronger. A study on buyer behavior shows that consumers are more 
comfortable purchasing products with a thousand positive reviews than 
products with twenty perfect reviews from a small number of people. 
Review volume serves as an easily digestible indicator of reliability. 
However, this faith in large numbers has its own fragility. The presence of 
one detailed negative review can shake the foundation of trust that has 
been built by a hundred positive reviews (Stevens et al., 2021). A deep 
understanding of the factors that serve as antecedents to customer 
switching behavior is highly necessary to maintain loyalty amidst the fierce 
competition among online stores (Darmawan, 2022). This phenomenon 
is intriguing as it demonstrates that not all information carries the same 
weight in the consumer's cognitive process. Negative information tends to 
be more prominent, more easily remembered, and more frequently shared 
compared to positive information. Consequently, a well-explained 
negative review can become the nail that punctures the ship of consumer 
trust, even if the hull of that ship is made of thick, positive review timber. 

The influence of a single negative review on purchasing decisions 
is not uniform across all product categories. Products with high perceived 
risk, such as cosmetics, skincare, medical devices, and electronic goods, 
demonstrate greater vulnerability to negative information (Işçi & 
Kitapçi, 2020). Someone intending to purchase a facial moisturizer will 
read negative reviews about acne breakouts more carefully than positive 
reviews about the softness of its texture. Similarly, a prospective laptop 
buyer will remember comments about overheating in a certain model 
rather than praise for its slim design. This mechanism relates to what is 
known as negativity bias, which is the human brain's tendency to give 
greater weight to bad experiences compared to good ones. From an 
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evolutionary perspective, the ability to detect threats is more important 
for survival than detecting opportunities. In shopping for high-risk 
products, the threats mentioned are the potential for financial loss, 
health disturbances, or significant disappointment after spending money. 
A detailed negative review provides a concrete picture of that threat, 
making it feel real and imminent. It is important to remember that in 
this era, the integration of elements such as promotions, product reviews, 
and price perception is crucial in determining the consumer's choice of 
an online store (Darmawan, 2023). General positive reviews like "the 
product is good" do not possess the same strong visualization power as a 
negative review that details the process of a rash appearing from the first 
day to the third day of usage (Ifie, 2020). It is this narrative power of 
negative reviews that enables them to cancel out dozens of praises that 
previously convinced the consumer. 

The existence of e-commerce platforms and social media has 
accelerated the spread and amplification of negative reviews (Chen et al., 
2021). In addition to reviews, the use of email marketing remains relevant 
as part of the digital marketing communication mix to maintain customer 
engagement (Sinambela & Darmawan, 2021). A complaint uploaded in a 
discussion forum or an online store's comment section can reach 
thousands of prospective buyers within hours. The nature of algorithms, 
which often prioritize controversial or emotional content, makes negative 
reviews more likely to appear on the first page of search results. Conversely, 
positive reviews that tend to be monotonous and uniform often sink into 
the pile of information. This visibility imbalance strengthens the effect of 
a single negative review on public perception. Producers must also ensure 
that access to technology-based services remains inclusive for all segments 
of society, in order to address challenges related to skills and access gaps 
(Ramle & Mardikaningsih, 2022). Consumers who search using keywords 
like "problems" or "side effects" will be immediately directed to the bad 
experiences of others. Producers or sellers who respond to negative reviews 
well can dampen their impact, yet many fail to do so. A defensive or even 
confrontational response from the seller actually exacerbates the situation 
and turns a single complaint into a larger center of attention. On the other 
hand, consumers are also becoming increasingly savvy in detecting fake 
positive reviews intentionally created by product owners (Choudhury & 



Weighting of Valence, Volume, and Credibility by Consumers of High Risk Products: A 
Study of One Detailed Negative Review versus Ten Positive Reviews  

(Yusuf Rachman Al Hakim) 

 

SISI - Vol. 4 No. 2, 403-428 407 

 

Srinivasan, 2019). The ability to distinguish between authentic reviews and 
fabricated ones is increasingly honed through repeated experience. 
Detailed negative reviews tend to be considered more authentic because 
they entail reputational risks for the author. Someone who claims to have 
experienced an allergic reaction to a face cream is willing to include photos 
and a chronological breakdown, something rarely done by creators of fake 
positive reviews. This authenticity inherent in negative reviews is another 
reason why their weight often exceeds that of dozens of positive reviews. 

The credibility of the review source is another dimension that 
influences how consumers weigh positive versus negative information. A 
negative review written by a verified account with a purchase history and a 
complete profile has a far greater impact than a review from an 
anonymous, newly created account. Effectiveness in increasing business 
revenue is now strongly influenced by the synergy between business capital, 
education level, and the technological adaptation possessed by business 
owners (Sinambela et al., 2021). Consumers naturally make quick 
assessments of the reviewer's credibility based on the digital footprint left 
behind. Profile pictures, the number of previous reviews, the language 
used, and even the consistency of writing style become clues as to whether 
someone is trustworthy. In the body care product category, a reviewer who 
explains their skin type and compares it with several other products will be 
considered more credible than one who simply says, "this product is bad." 
The richness of detail in negative reviews often serves as a marker of 
authenticity that is difficult to fake. Meanwhile, short and generic positive 
reviews can actually arouse suspicion as being paid content. The paradox 
is that modern consumers tend to trust information that confirms risks 
more than information that offers hope. The expectation that a product 
will perform according to advertising promises is already low, so negative 
reviews feel like confirmation of initial suspicions. Conversely, positive 
reviews are faced with innate skepticism that demands stronger proof. This 
condition creates a unique information asymmetry in the product review 
ecosystem, where one well-explained negative review can shift the beliefs 
built by dozens of positive testimonials. 

The main problem arising from the dynamics above is the 
imbalance in information weight between positive and negative reviews 
in the consumer decision-making process. Review systems designed to 
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provide a balanced picture of a product's quality actually produce 
distortion due to the psychological mechanisms inherent in human 
beings. In this regard, legal protection for consumers in online 
transactions particularly against counterfeit halal products on e-
commerce platforms becomes a crucial aspect that requires the attention 
of regulators (Amin et al., 2023). Consumers who read twenty positive 
reviews and one negative review often end their search session with the 
perception that the product carries a risk that cannot be ignored. Yet, 
statistically, the customer satisfaction rate reaches more than 95 percent. 
This distortion is exacerbated by the tendency of dissatisfied people to 
write longer and more detailed reviews compared to satisfied ones. A 
customer who experiences an allergic reaction will take the time to 
document their bad experience, while thousands of customers whose 
skin is compatible with the same product do not feel compelled to write 
anything. Consequently, the review database available to the public does 
not reflect the actual distribution of experiences, but rather a sample that 
is biased toward negative incidents. This inequality of representation 
becomes a serious problem because consumers use non-representative 
data as a basis for decisions. They ignore the fact that the majority of 
users do not experience problems, yet one detailed report on side effects 
is enough to defeat the positive impression of that silent majority. 

Another equally important issue is the variation in how consumers 
interpret the valence, volume, and credibility of reviews, which is 
inconsistent between individuals. Two people reading the exact same set 
of reviews can arrive at opposite conclusions due to differences in 
weighting each attribute. A consumer who is very concerned with the 
safety of cosmetic ingredients will place extra weight on a negative review 
that mentions an allergic reaction, while another consumer who is more 
focused on price will ignore that review as long as the price is attractive. 
Consumers with previous bad experiences in the same product category 
tend to be more sensitive to negative information than novice consumers 
who do not yet have negative memories. Demographic characteristics 
such as age, education, and income also influence how a person assesses 
the credibility of a reviewer. Older people may trust long reviews with 
good grammar more, while younger consumers rely more on short videos 
on social media. This diversity in information-weighting mechanisms 
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makes the prediction of consumer behavior complex. Sellers cannot rely 
on simple strategies like accumulating a thousand positive reviews to 
secure conversion rates, because one negative review found by the right 
consumer can cancel it all out. This variability in response to the same 
information demands a more nuanced understanding of the 
psychographic profile of the target market. Beyond focusing on 
reputation, companies are now also required to conduct sustainability 
communication through green marketing to strengthen consumer 
awareness of environmental integrity (Essa & Mardikaningsih, 2021). 

The urgency to systematically understand how social proof and 
negative reviews influence purchasing decisions is exceptionally high in an 
era where the majority of commercial transactions have migrated to the 
digital realm. Producers and retailers have lost the ability to interact 
directly with prospective buyers, leaving reviews as the sole bridge of 
information between seller and buyer. The quality of this bridge 
determines whether an individual will cross over to complete a purchase 
or turn away. In high-risk product categories such as body care and 
electronics, where purchase errors can result in significant medical or 
financial losses, an understanding of these dynamics becomes crucial. 
Companies that fail to manage the perceptions shaped by negative reviews 
risk losing market share even if their products are objectively of high 
quality. Conversely, companies capable of navigating this information 
landscape can maintain their reputation even after receiving valid 
complaints. Regulators also have an interest in understanding this 
phenomenon, as it concerns the protection of consumers from misleading 
information, whether it is excessively positive or overly negative. Research 
on this topic can provide a foundation for developing ethical guidelines in 
product review management, as well as helping consumers become better 
evaluators of information. Without a systematic understanding, the risk 
faced is an inefficient market where poor-quality products can survive 
thanks to a flood of fake positive reviews, while excellent products are 
eliminated by a single viral negative review. 

The objective of this literature study is to construct a theoretical 
framework regarding the mechanisms of information weighing by 
consumers when faced with an imbalance between one detailed negative 
review and numerous positive reviews. This framework will integrate the 



Studi Ilmu Sosial Indonesia 

 

410  
 

concepts of negativity bias, social proof, source credibility, and perceived 
risk to explain why the weight of a single negative review often outweighs 
ten positive reviews. Theoretically, this study contributes to the 
development of consumer behavior models in the digital era by 
highlighting the asymmetry in processing information of different 
valences. Practically, the results of this study can be used by business actors 
to design response strategies to negative reviews, as well as by consumers 
to become more reflective evaluators of information. 
 
Method 
This research utilizes a qualitative literature study approach as the primary 
framework to address the established problem formulation. A literature 
study within the realm of research methodology functions to systematically 
synthesize available knowledge without conducting primary data collection 
(Sharma, 2023). In accordance with this principle, this research does not 
involve interviews, observations, surveys, or any experiments. All analytical 
materials originate from published written documents, such as scientific 
journal articles, book chapters, conference proceedings, and trusted 
research reports (Leske, 1990). The selection of sources was carried out 
with strict criteria focusing on the topics of social proof, consumer reviews, 
negativity bias, perceived risk, and decision-making within e-commerce 
environments. Lancaster and Crowther (2012) emphasize in their same 
work that the validity of a literature study depends heavily on the scope 
and depth of the referenced sources. Therefore, the literature search was 
conducted through indexed academic databases such as Scopus, Web of 
Science, and Google Scholar, with a publication time range of the last ten 
years to ensure relevance to current digital market conditions. The search 
strategy employed a combination of keywords such as "online review 
valence," "negative review impact," "social proof consumer decision," 
"perceived risk product category," and "source credibility electronic word 
of mouth." The selection process was conducted in two stages: first based 
on titles and abstracts, and second based on a full-text reading to assess the 
contribution to the research questions. 

Data analysis in this literature study follows a narrative synthesis 
procedure as an approach to combine findings from various 
heterogeneous sources. Unlike meta-analysis, which requires quantitative 
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data from experimental research, narrative synthesis allows for the 
integration of insights from qualitative, quantitative, and theoretical 
studies into a coherent explanatory framework (Melendez-Torres et al., 
2015). The first step in the analysis is the identification of major themes 
that emerge repeatedly in the literature, such as the differing impacts of 
positive versus negative reviews, moderation by product type, and factors 
influencing source credibility. The second step is tracing the 
relationships between themes to observe patterns of consistency or 
contradiction across studies. For example, some research shows that the 
volume of positive reviews can protect a product from the impact of 
negative reviews when that volume is very high, while other research finds 
that a single negative review remains dominant even with a ratio of 
twenty to one. Specific conditions causing differences in findings, such 
as sample characteristics or experimental manipulations, are examined. 
The third step is synthesis, which involves constructing an integrated 
explanation that can summarize all available evidence without ignoring 
anomalies. In this research, the synthesis is directed toward answering 
the question of how consumers weigh the valence, volume, and 
credibility of reviews, with a focus on high-risk product categories. 

The limitations inherent in the literature study approach are 
explicitly acknowledged in this method's design. A literature study 
cannot claim statistical generalization in the same way as survey research 
with large samples. However, the strength of this approach lies in its 
ability to build a rich and contextual conceptual understanding based on 
the accumulation of evidence from various research settings. To 
minimize bias in source selection, this study applies the principle of full 
transparency in reporting inclusion and exclusion criteria. All sources 
meeting the criteria are included, without exception, to avoid cherry-
picking that could manipulate the conclusions. The analysis process is 
conducted iteratively, meaning the researcher moves back and forth 
between the data (texts from the literature) and the conceptual 
framework being constructed to ensure that every claim is supported by 
adequate evidence (Ermel et al., 2021). The final step is the writing of 
the report, which presents the findings in a structured narrative form, 
with direct citations from original sources to illustrate key points. This 
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approach allows readers to independently assess the strength of the 
evidence underlying each statement made in the discussion. 

 
Result and Discussion 
Consumers faced with one detailed negative review and ten positive 
reviews exhibit an asymmetrical information processing pattern (Wang et 
al., 2021). Cognitively, the human brain is designed to pay greater 
attention to potential threats than to potential gains, a mechanism known 
in psychology as negativity bias. This is highly relevant to the psychological 
mechanism of consumer decision-making, which is fundamentally guided 
by prospect theory, where the psychological weight of a loss is felt to be far 
heavier than that of a gain (Sinambela et al., 2012). In the purchase of 
body care products, the threat in question may be skin irritation, an 
allergic reaction, or wasting money on a product that offers no benefits. A 
negative review that chronologically details how a user experienced a rash 
after three days of using a certain cream will activate the threat-detection 
system in the prospective buyer's brain. Conversely, ten positive reviews 
stating that the cream is moisturizing or fragrant do not trigger the same 
strong emotional response. This difference in emotional response intensity 
is the foundation for why the weight of one negative review can overcome 
ten positive ones. Consumers do not behave like algorithms calculating 
average star ratings, but rather as beings guided by emotion and self-
preservation instincts. The higher the perceived risk of a product, the more 
dominant the role of negativity bias in the evaluation process. Electronic 
products such as laptops or mobile phones, where a purchasing error could 
mean the loss of data or a large sum of money, show effects just as powerful 
as those of body care products. 

Review volume, although often considered an indicator of reliability, 
has limitations in countering the impact of a single negative review (Filieri 
et al., 2019). Ten positive reviews might sound convincing when read one 
by one, but when compared to one negative review, a ten-to-one ratio is 
not large enough to create a sense of security. Research in social psychology 
suggests that the ratio required to neutralize one piece of negative 
information can reach five-to-one or even higher, depending on the 
credibility and detail of that negative information. Understanding this 
consumer behavior is also related to how behavioral data is used for ad 
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personalization in digital marketing to remain relevant without violating 
user privacy (Fared & Darmawan, 2021). Consumers intuitively ask: why, 
out of eleven people who bought this product, did one person experience 
a serious problem? This question triggers an inference process that perhaps 
there is a manufacturing defect or a hidden risk not experienced by the 
other ten people. The conclusion drawn is not that ten people were 
satisfied and one was not, but rather that there is a real possibility of 
becoming the twelfth person to suffer the same fate as the one 
disappointed user. In high-risk product categories, consumers prefer to 
avoid the possibility of loss rather than pursue the potential for gain. This 
principle, known as prospect theory, explains why one negative review is 
capable of canceling out the confidence built by ten positive reviews. A 
large volume of positive reviews can actually backfire when consumers start 
questioning why no one wrote about a specific risk, and then one negative 
review emerges as the answer to that information void. 

The credibility of the review source acts as a moderating variable 
that critically determines the impact of a single negative review relative 
to ten positive ones. A negative review written by an account with a 
profile picture, real name, purchase history, and prior reviews for other 
products will be considered a serious warning. Conversely, negative 
reviews from an anonymous, newly created account without any 
previous digital footprint can be easily dismissed by consumers as a form 
of sabotage or fake reviews from competitors. In this regard, the 
integrity of a company in maintaining consumer trust is essential, 
especially when utilizing Corporate Social Responsibility (CSR) as a 
marketing instrument for brand image formation (Al Hakim et al., 
2020). In practice, consumers perform rapid assessments of various 
credibility signals (Naujoks & Benkenstein, 2020). The language used, 
the level of detail, internal story consistency, and the presence of photo 
or video evidence become determining factors. A negative review 
accompanied by photos of skin rashes or screenshots of customer 
service messages will carry an extraordinarily high weight. Meanwhile, 
ten positive reviews that are all written in similar language, with 
identical lengths, and without personal detail will trigger suspicion as 
paid content. Ironically, a manufacturer's attempt to boost the number 
of positive reviews is often done in a way that collectively lowers their 
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credibility. Savvy consumers can detect unnatural review patterns, and 
once suspicion arises, the entire collection of positive reviews loses its 
influence. In such a situation, a single authentic negative review looks 
even more convincing because it is perceived as an independent voice 
with no commercial interest. 

Product categories with high perceived risk exhibit extreme 
sensitivity to negative reviews due to the nature of consequences that are 
not easily reversible. For body care products, a consumer who experiences 
an allergic reaction cannot restore their skin condition to its original state 
simply by returning the product. The costs incurred are not just the 
money spent on the product, but also time, pain, and potential medical 
expenses. Beyond reputation, the transparency of the supply chain for 
environmentally friendly products through blockchain technology is now 
proven to be very effective in building consumer trust (Mardikaningsih 
et al., 2024). Similarly, for electronic products, damage to a device can 
lead to the loss of irreplaceable, important data. These permanent or 
difficult-to-restore consequences make consumers highly risk-averse. In 
these conditions, a single negative review describing a bad experience 
serves as a mental simulation of what might happen if the consumer 
makes the wrong choice. The more vivid and detailed that simulation, 
the greater the deterrent effect. Conversely, ten positive reviews only offer 
a picture of the desired outcome such as healthy skin or a well-
functioning device. Because the desired outcome is the default expected 
condition, information about it does not provide significant added value. 
Consumers already assume the product will work as it should, so positive 
reviews merely confirm this baseline assumption. Negative reviews, by 
offering information that goes beyond basic assumptions, contribute 
more information to the decision-making process (Hirschmeier & Tilly, 
2020). On the other hand, it is important for companies to ensure that 
human resource management can build relevant competencies in 
bridging the skills gap toward a green economy (Essa & Mardikaningsih, 
2023). This phenomenon is known in literature as asymmetrical 
information contribution, where negative information has higher 
predictive value than positive information. 

The process of reading reviews by consumers is not a passive activity 
of receiving information, but an active pursuit of constructing a narrative 
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about a product (Laer, 2020). When reading ten positive reviews, 
consumers construct a narrative that the product will likely provide a 
satisfying experience. However, this narrative is fragile because it has not 
been tested by contradiction. When a single negative review appears, it acts 
as an anomaly that threatens the coherence of the initial narrative. This 
dynamic is also influenced by how social strata and lifestyles shape 
consumption tastes and how one expresses status through the choice of 
goods they use (Sinambela & Halizah, 2023). The consumer's brain then 
enters problem-solving mode: how to explain the existence of one bad 
experience in the midst of ten good ones? Several potential explanations 
emerge. The first is that the product has variable quality, leading to some 
defective units. The second is that the different conditions of users lead to 
different results. The third is that the negative review is fake. Among these, 
consumers tend to choose the explanation that is most plausible based on 
their prior experience and knowledge. If a consumer has personally 
experienced products with inconsistent quality, they will tend to choose 
the first explanation. If a consumer knows that body care products react 
differently on different skin types, they will tend to choose the second. 
This tendency to choose the explanation most consistent with personal 
experience explains why two consumers can respond to the exact same set 
of reviews differently. This narrative-building process is highly personal 
and influenced by each individual's consumption history. 

The valence of a detailed negative review has the power to transform 
the function of social proof from something reassuring into something 
cautionary (Shihab & Putri, 2019). Under normal conditions, social proof 
operates on the principle that if many people perform an action, then that 
action is correct or good. However, the presence of one credible negative 
review activates an opposing form of social proof: evidence that at least one 
person has suffered a loss. Consumer protection becomes crucial, where 
public legal awareness regarding online credit agreements must be 
addressed from the perspectives of civil law and consumer protection 
(Hardyansah et al., 2022). The preventive principle of "prevention is better 
than cure" takes control of the evaluation process. Consumers no longer 
ask, "is this product good?" but rather, "am I willing to take the same risk 
as the person who wrote that negative review?" Interpersonal mistrust 
among the younger generation often arises due to privacy violations 



Studi Ilmu Sosial Indonesia 

 

416  
 

occurring on social media (Negara et al., 2022). This shift in questioning 
alters the standard of evidence required to make a decision. To decide to 
buy, consumers need proof that the risk experienced by that one individual 
will not happen to them. Such proof is rarely available from ten positive 
reviews because positive reviews usually do not discuss risks. Consequently, 
consumers are placed in a difficult position; there is insufficient 
information to ensure they will not become the next victim. In this state 
of uncertainty, the most rational choice is not to buy. Products with one 
credible negative review, despite being surrounded by dozens of positive 
ones, are ultimately rejected by risk-conscious consumers. Therefore, an 
ethically responsible approach to technological development is highly 
necessary to ensure fairness for all parties in the digital ecosystem 
(Radjawane & Mardikaningsih, 2022). This phenomenon explains why 
many products with high average ratings but containing a few detailed 
negative reviews experience low conversion rates. Consumers do not read 
the average; they read the extremes. 

The clarity and specificity of a negative review are the determining 
factors in the magnitude of its impact on purchasing decisions (Craciun & 
Moore, 2019). A review that states "this product is bad, not recommended" 
will have minimal impact because it provides no verifiable or 
understandable information. Conversely, a review that specifically explains 
that after using a certain shampoo for one week, hair became more brittle 
than usual, accompanied by a photo of clumps of hair in the drain, will 
possess extraordinary power. In this case, the digital literacy of youth plays 
a significant role in how they interpret information on social media, 
including the ability to distinguish between authentic and misleading 
reviews (Kurniawan et al., 2021). Specificity creates credibility because the 
author demonstrates knowledge about the product and the ability to 
observe changes. Specificity also helps consumers compare their 
conditions with the conditions of the reviewer. A consumer with thin, 
brittle hair will consider a review about hair loss as a highly relevant 
warning. Another consumer with thick hair might consider it less relevant. 
Thus, a detailed negative review does not only impact generally, but also 
selectively on specific consumer segments that share characteristics with 
the reviewer. This natural segmentation actually helps the market because 
high-risk consumers can self-select out of the product's customer base. 
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However, from the seller's perspective, losing certain consumer segments 
can mean losing significant market share. Ten general and non-specific 
positive reviews are unable to provide selective guidance like this, making 
their overall informational value lower. 

The sequence of review presentation influences how consumers 
weigh one negative review relative to ten positive ones. A negative review 
appearing at the beginning of a list establishes a framing effect known as 
the anchoring effect. Once an anchor is set that the product is problematic, 
the consumer will read the subsequent ten positive reviews through a lens 
of doubt. This is closely related to the technical and ethical dimensions of 
Search Engine Optimization (SEO) management to ensure that online 
business visibility is managed transparently (Arifin et al., 2021). They will 
look to see if the positive reviews mention the same problem, and if not, 
they will question why it was omitted. Conversely, if ten positive reviews 
appear first and a negative review appears at the end, the impact may be 
diminished because the consumer has already formed an initial positive 
opinion. However, the primacy effect is not always stronger than the 
recency effect in product reviews. Some studies indicate that consumers 
better recall information read last, especially if that information is negative 
and surprising (Camilleri, 2020). Consequently, e-commerce platforms 
that arrange reviews in reverse chronological order, with the newest reviews 
at the top, provide an advantage to newly added negative reviews. A fresh 
negative review will be immediately visible without the need for scrolling, 
while old positive reviews remain buried below. Such default settings 
reinforce the impact of a single negative review because it occupies the 
most prominent position. Consumers who are reluctant to scroll may only 
read the first three to five reviews, and if one of them is negative, they have 
already made the decision not to purchase. This phenomenon 
demonstrates that the platform's interface design plays a major role in 
determining how heavily a single negative review is weighted relative to a 
collection of positive reviews. 

The numerical asymmetry of ten positive reviews versus one 
negative review is an interesting subject for analysis. Mathematically, a 
ten-to-one ratio indicates a 91 percent satisfaction rate, assuming all 
reviews represent real experiences. In the real world, a 91 percent 
satisfaction rate is very high and usually serves as an indicator of an 
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excellent product. However, consumers do not process information 
mathematically; they process it narratively and emotionally. The 91 
percent figure does not feel real because no consumer experiences 91 
percent of a product. What exists is a whole experience, either good or 
bad. One negative review represents one possible whole bad experience, 
while ten positive reviews represent ten possible whole good 
experiences. When a consumer imagines using the product, they can 
only visualize one scenario, whether good or bad. Because the bad 
scenario is easier to imagine in detail thanks to the specific negative 
review, they tend to visualize themselves in that bad scenario. This 
mental process, known as the simulation heuristic, explains why a ten -
to-one ratio does not provide a sense of security. Consumers will never 
be 91 percent of a product; they will be 100 percent of an experience, 
and if there is a 9 percent chance that the experience is bad, that chance 
cannot be ignored. Strategies to overcome the erosion of customer 
loyalty amidst intense market competition require companies to 
consistently maintain quality and responsiveness to consumer feedback 
(Sinambela & Aprilianti, 2011). In high-risk product categories, a 9 
percent chance is even considered too high due to the potential 
consequences. Consumers will wait for a product with a hundred-to-
one or even a thousand-to-one ratio before feeling sufficiently safe. In 
other words, the standard of evidence demanded by consumers for high-
risk products far exceeds a ten-to-one ratio. 

The role of emotion in processing negative reviews is inseparable 
from the cognitive impacts already described (Ren & Hong, 2019). A 
negative review written with a tone of disappointment, anger, or severe 
frustration will transmit that emotion to the reader through the 
mechanism of emotional contagion. Consumers reading about someone 
who experienced a rash after using a certain cream will subconsciously feel 
a slight sense of disgust or fear. This phenomenon must also be understood 
by business practitioners when dealing with the clash between the local 
values of traditional communities and the green marketing approaches 
implemented by companies (Mardikaningsih et al., 2021). These mild 
negative emotions are then associated with the product in implicit 
memory. When the consumer later sees the same product on a store shelf 
or a webpage, a vague feeling of discomfort will arise without them 
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consciously knowing the cause. This process of forming affective 
associations occurs outside of awareness and is very difficult to counter 
with rational arguments. Ten positive reviews written in a neutral or flatly 
enthusiastic tone do not possess the ability to transmit emotions with the 
same intensity. Thus, one negative review wins not only the cognitive battle 
but also the affective one. Consumers might consciously say they 
understand that ten people were satisfied and one was not, but 
subconsciously, they have formed a negative feeling toward the product 
that cannot be eliminated simply by reading more positive reviews. This 
phenomenon explains why strategies to increase the number of positive 
reviews after receiving a negative one often fail to restore conversion rates. 
The damage incurred is emotional, not just cognitive, and emotional 
repair requires different interventions, such as empathetic seller responses 
or convincing warranty offers. 

The distinction between search goods and experience goods 
influences the magnitude of the impact of a single negative review. Body 
care and electronic products fall into the category of experience goods, 
where quality cannot be determined prior to purchasing and using them. 
In this category, consumer reviews become the primary source of 
information because prospective buyers have no other way to assess the 
product. Consequently, reliance on reviews is extremely high, and every 
piece of negative information carries significant weight. Conversely, for 
search goods such as books or simple household appliances, where 
attributes can be assessed before purchasing, negative reviews have a 
smaller impact because consumers can verify the negative claims 
themselves. Therefore, product development processes must always be 
adjusted to enhance quality in line with dynamic market needs (Sinambela 
& Aprilianti, 2012). For example, if a review mentions that a book has 
blurred print, a prospective buyer can view a sample page online. If a review 
mentions that a pan dents easily, a prospective buyer can examine the 
material and thickness from the specifications. However, for body care 
products, a claim that a cream causes acne cannot be verified before usage. 
Consumers must choose to believe or disbelieve the review without the 
ability for independent verification. This condition of high uncertainty 
strengthens the influence of negative reviews because consumers possess 
no defensive mechanism other than avoiding the product. Ten positive 
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reviews do not provide a guarantee of verification; thus, they only offer 
hope, not certainty. One negative review provides a warning about the 
possibility of a bad outcome, and in the absence of certainty, a warning 
will always carry more weight than hope. 

The decision to buy or not buy after reading one negative review 
and ten positive ones is also influenced by consumer personal 
characteristics such as risk tolerance and need for cognition. It is 
important for companies to understand how the interaction between 
the goods market and the money market can have implications for 
macroeconomic policy, which subsequently impacts consumer 
purchasing power (Jahroni & Darmawan, 2018). Consumers with low 
risk tolerance, which may be caused by past bad experiences or 
personality traits, will be highly sensitive to a single negative review. For 
them, one warning is enough to cancel out ten recommendations. 
Conversely, consumers with high risk tolerance might ignore one 
negative review and still purchase based on the ten positive reviews, 
especially if the product price is attractive or they feel lucky. The need 
for cognition the tendency of an individual to enjoy thinking deeply 
also moderates this relationship. Consumers with a high need for 
cognition will read all eleven reviews carefully, compare details, assess 
the credibility of each source, and perhaps seek additional reviews 
before deciding. They tend to give a more balanced weight to positive 
and negative reviews. Conversely, consumers with a low need for 
cognition will use simple rules of thumb such as "one negative is enough 
to reject" or "ten positives are enough to buy," depending on situational 
factors like mood or time pressure. This variability between individuals 
means that the impact of a single negative review is not uniform across 
the entire consumer population. However, for high-risk products, the 
proportion of consumers with low risk tolerance tends to be larger due 
to the serious consequences of failure. Thus, in the aggregate, one 
negative review remains a dominant influence even if some consumer 
segments might remain unaffected. 

Seller response strategies to negative reviews can significantly alter 
how consumers weigh one negative review against ten positive ones. A 
negative review that is responded to quickly, politely, and with a solution 
can be transformed from a threat into an asset. Consumers who read a 
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negative review and then see the seller’s response offering a product 
replacement, a sincere apology, or a technical explanation regarding the 
cause of the problem will have a different perception. They no longer view 
the product as problematic, but rather view the seller as an entity that is 
responsible and caring. In such cases, one negative review actually becomes 
proof that the seller can be relied upon when problems occur. 
Furthermore, the role of social networks in helping business practitioners 
gain broader market access is crucial amidst increasingly fierce business 
competition (Lestari & Mardikaningsih, 2012). Ten positive reviews 
without seller interaction provide no information about the quality of 
after-sales service. Thus, one negative review that is well-responded to can 
have higher value than ten positive reviews from a risk-assessment 
perspective. Conversely, negative reviews that are ignored or responded to 
defensively will reinforce the negative impression and make consumers 
even more certain not to buy (Kumar, 2023). Defensive responses such as 
blaming the consumer or doubting the honesty of the review will be 
considered confirmation that the seller cannot be trusted. In this situation, 
one negative review does not only defeat ten positive ones but also damages 
the seller's reputation for the long term. A seller's ability to manage public 
complaints becomes the determinant of whether a single negative review 
will be a stumbling block or a stepping stone to building trust. Modern 
consumers pay close attention to how a brand treats dissatisfied customers, 
as that behavior is considered an indicator of the brand's true character. 

The influence of time on how consumers weigh negative reviews also 
deserves attention (Luan et al., 2019). A negative review written three years 
ago will carry far less weight than one written last week, especially for 
products that may have undergone formula improvements or changes in 
production processes. Consumers naturally assume that older issues may 
have been resolved, particularly if no similar negative reviews have 
appeared in more recent periods. Business sustainability strategies amidst 
regulatory uncertainty and managerial challenges are key elements that 
business leaders must understand (Mardikaningsih & Darmawan, 2021). 
Ten positive reviews written within the last six months will be more 
convincing than one old negative review. However, if that negative review 
is fresh and there is no indication that the seller has implemented 
improvements, its impact will be maximized. In practice, consumers 
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observe the date of a review as part of their assessment of credibility and 
relevance. They trust current information more as it is perceived to reflect 
the product's current condition. Ten positive reviews from last year may be 
considered irrelevant if the product has changed its formula or packaging. 
Thus, this temporal dynamic creates a situation where a ten-to-one ratio 
can change its meaning depending on when the reviews were written. 
Diligent consumers will filter reviews by time range, and if they find that a 
single negative review is the most recent while ten positive reviews are 
obsolete, they will tend to follow the negative one. This phenomenon 
demonstrates that a large volume of positive reviews is insufficient to 
secure quality perception if those reviews are not updated periodically. 
Products need to consistently generate new positive reviews to ensure the 
ten-to-one ratio remains meaningful to consumers. 

High-risk product categories such as body care and electronics 
possess additional characteristics that reinforce the impact of a single 
negative review, namely high switching costs and information costs. 
Switching costs refer to the effort required to move from one product to 
another following a failure. For body care products, switching after 
experiencing an allergic reaction means undergoing skincare treatments 
to restore skin condition, which consumes time and money. For 
electronics, switching after a device fails means losing data and time spent 
configuring a new device. Information costs refer to the effort required 
to study alternative products. Because the market for body care and 
electronic products is highly saturated with hundreds of options, 
studying each option in detail requires a significant amount of time. 
Consequently, consumers tend to use elimination strategies rather than 
selection strategies. They are quicker to eliminate products that have 
negative reviews than to try and evaluate all products positively. On the 
other hand, social media now holds great potential as an effective 
promotional tool for online businesses if managed with the right content 
strategy (Infante & Mardikaningsih, 2022). A single negative review 
becomes an efficient elimination criterion because it saves the time and 
energy that would otherwise be spent comparing ten positive reviews 
from different products. In this case, one negative review does not only 
defeat ten positive ones for the same product, but also eliminates that 
product from consideration entirely. Products that have no negative 
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reviews, even if their volume of positive reviews is smaller, may be more 
preferred because they do not trigger the elimination process. This 
strategy is known as non-compensatory decision-making, where a single 
negative attribute is sufficient to negate all other positive attributes. The 
higher the perceived risk, the greater the consumer's tendency to use such 
non-compensatory strategies. 

The influence of a single negative review on purchasing decisions can 
also be amplified by a phenomenon known as the availability cascade 
(Varga & Albuquerque, 2019). When a negative review gains attention, 
either because it is written in a compelling style or because it is responded 
to controversially by the seller, that review can become viral. In viral 
conditions, one negative review is read by thousands, while ten non-viral 
positive reviews are only read by a few dozen people. The effective ratio of 
exposure between negative and positive reviews becomes inverted. 
Consumers who never see the ten positive reviews because they are buried 
on the fifth page of search results, but see the negative review appearing 
on social media, will have a highly biased perception. Even consumers who 
later search for the product on an e-commerce platform and find the ten 
positive reviews may have already formed a negative opinion from the 
initial exposure on social media. This effect shows that a single negative 
review does not have to compete fairly with ten positive reviews in the same 
space. It can win the battle by changing the battlefield itself. Social media 
platforms, discussion forums, and community groups become arenas 
where one negative voice can achieve disproportionate amplification. 
Sellers who ignore these channels and focus only on collecting positive 
reviews on the e-commerce platform will lose the battle of perception. 
Modern consumers no longer just read reviews where they make purchases 
but also seek information from various sources before making a decision. 
One widely spread negative review can negate ten positive reviews that are 
limited to a single platform. In this regard, a deep understanding of social 
contracts and formal agreements in business practice becomes essential for 
every business practitioner (Da Silva et al., 2022). 

Ten positive reviews can lose their influence entirely if consumers 
detect patterns indicating manipulation. Indications of manipulation can 
include similarities in linguistic style between reviews, closely clustered 
publication times, or suspicious user profiles. Once consumers suspect 



Studi Ilmu Sosial Indonesia 

 

424  
 

that positive reviews are not authentic, they do not merely ignore those 
reviews; they also develop suspicion toward the product in general. In 
such situations, one authentic negative review becomes the only 
trustworthy source of information. Its weight becomes infinite because 
no positive information is considered credible enough to balance it out. 
Consumers will conclude that the product is likely problematic and the 
seller is attempting to cover it up with fake reviews. This conclusion is 
highly damaging to reputation and almost impossible to repair. 
Therefore, attempts to artificially boost the number of positive reviews 
can backfire, strengthening the impact of natural negative reviews. A 
wiser strategy is to let positive reviews grow organically from genuinely 
satisfied customers, even if the number is small. A few authentic positive 
reviews are more valuable than a hundred positive reviews that show signs 
of being fake. In the battle of one versus ten, credibility is the true 
battlefield. One authentic negative review will always defeat ten positive 
reviews whose authenticity is in doubt. 

 
Conclusion 
The conclusion of this literature study is that a single detailed negative 
review consistently carries a weight that exceeds ten positive reviews in 
purchasing decisions for high-risk products such as body care and 
electronics. The mechanisms underlying this dominance include the 
negativity bias inherent in human cognition, the stronger emotional 
effect of negative information, the higher credibility attached to 
authentic negative reviews, and the non-compensatory strategies used by 
consumers to manage risk. A large volume of positive reviews cannot 
offset a single negative review because consumers do not process 
information mathematically, but rather narratively and affectively. The 
credibility of the review source, the specificity of the information, and 
the seller's response to negative reviews act as moderating variables that 
can strengthen or weaken this basic effect. For products with 
consequences of failure that are difficult to rectify, consumers prefer to 
avoid risk rather than pursue potential benefits, such that one warning is 
sufficient to nullify ten recommendations. 

The implications of these findings for marketing practitioners are 
that collecting a large number of positive reviews is not enough to 
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guarantee high conversion rates. Greater attention must be given to 
managing detailed negative reviews, including responses that are prompt, 
empathetic, and solution-oriented. Companies also need to ensure that 
existing positive reviews possess adequate levels of detail and credibility, 
rather than just generic statements of satisfaction. For consumers, the 
practical implication is the need for awareness that a single negative review 
may not represent the experience of the majority, and that decisions 
should consider the distribution of experiences in a more balanced 
manner. Suggestions for future research include conducting experimental 
studies that systematically test the critical ratio at which negative reviews 
begin to lose their dominance, as well as examining response differences 
across consumer segments based on psychographic characteristics. Cross-
cultural research is also necessary to test whether these findings apply 
universally or are influenced by local cultural norms. 
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