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Background: The research underlying this paper intended to identify the drivers of product
satisfaction of Indian customers towards six hair oil brands that they purchased from the Amazon
website. The study was based on customer feedback posted on the site in the form of product ratings
and reviews. Methods: A comparison of customer reviews was done using the word cloud approach
to identify key themes of feedback and drivers behind the high or low ratings. The analysis was
augmented by comparing the distribution and trends of star ratings across products. Results: On the
whole, customer feedback on the purchase, usage and experience of the product was found to have
received positive traction for every brand. Perception towards the product’s composition and
customer experience emerged to be the two crucial factors that influenced the nature of reviews-
pure/natural ingredients and good usage experience were emphasized in positive reviews, while

adulteration and hair fall problem featured more in the negative ones. Conclusion: Insights drawn
from specific themes highlighted in product reviews (of their own product and those of their

. competitors) can help each brand to make necessary modifications in their marketing strategies.
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INTRODUCTION

To understand customers, marketers need to understand their needs and opinions. Free-form product review fields in form of comments,
recommendations and feedback give more scope to customers to express their opinion, as compared to survey questions. Potential customers
consider these reviews as a reliable source of information and use them to confirm that the purchase is worth their spend. There are specific sites
that collect customer reviews like Google reviews, Facebook and Yelp, along with e-commerce portals for goods and services like Amazon,
eBay, TripAdvisor (travel), Zomato (restaurants and food), G2 crowd (software) etc. High star ratings and greater number of positive reviews
build credibility for a company, as they indicate customers’ trust in their products/services. They not only help identify the problem areas but
also give an accurate idea of what matters the most to the customers. Organizations can then capitalize on the available opportunities by
customising and improving their offerings to suit customers’ needs. Insights from consumer reviews can be turned into product-related
strategies, thereby converting customers into buyers and later loyal customers. Through review analysis, a company can formulate its growth
strategy, decide the direction of the product roadmap, enable product differentiation, find if the product is the right fit for the market, drive higher
customer acquisition and retention, and chalk out marketing campaigns. Methods used for review analysis include sentiment analysis (detect the
positive/negative sentiment in the text), keyword analysis (check for occurrences of specific words in the text) and topic analysis (extract
meaning from text by finding repeating themes/topics). The June 2022 report of IBEF (India Brand Equity Foundation) listed online shopping to
be the most likely channel for 72% of Indian consumers. The contributing factors were found to be easy accessibility of online retail stores,
changing lifestyles, and growing penetration, literacy and usage of the internet. FMCG (Fast Moving Consumer Goods) was ranked as the
fourth largest industry in India with a strong projected growth rate. The household and personal care segment took up half of the market share
in this sector. The paper focuses on product reviews of customers in the hair care subsegment under the segment of household and personal care
and especially hair oils. The reason behind the choice of the product type was that it is used by people throughout the year irrespective of their
ages, gender, income level etc. The routine usage won’t restrict the purchase to some particular time of the year, and also being a convenience
good it is more likely to be used by more than one member of a family. This ensures a sufficiently broad set of opinions getting captured through
consumer reviews, helping identify all key drivers of satisfaction with the purchase and the product.



24748 Aditi Acharya, Shooting for the stars: competitive benchmarking of hair oil brands, using keyword analysis of online consumer reviews

LITERATURE REVIEW

Previous studies analysing online customer reviews can be grouped into two major categories- review factors and reviewer factors. The most
common review factor was that of valence. Star ratings of a product were found to have a direct relationship with the attitudes of the customers
towards it and their purchase intention ( Kim et a/. 2017; Naidoo and Hollebeek 2016). Although positive reviews were more common, they
were not perceived as more reliable by customers (Chevalier and Mayzlin 2006; Bosman et al. 2013). The likelihood of the reviewer
recommending the product to a friend had a positive relationship with the probability of purchase, but the review length had an inverted U
relationship with it (Kim et al. 2017). The helpfulness of the review was also more prominent in the case of negative reviews (Kim et al. 2017).
Reviews having pictures with them were found to be a significant predictor of sales (Hou et al. 2017). Factors related to reviewers had a close
relationship with source credibility and the perception of readers regarding products and reviews (O'Keefe 2016; Liu and Park 2015). The
probability of purchase by the readers was positively affected when the terms “verified purchase” was displayed along with the review(Kim et
al.,2017). The readers perceived the use of a mobile device for posting reviews as more accurate and conveyed higher purchase intentions
(Grewal and Stephen, 2016).

Aggregated information given on the review page has also been studied by the researchers. Such information generally includes average star
ratings, the number of reviews, benefits and shortcomings mentioned by the reviewers, reviewers recommending a product to a friend etc. A
product’s higher average star rating had a favourable impact on the purchase intention and actual purchases (Chen 2008; Kim and Salehan
2015). However extreme reviews were found to be less useful than moderate ones and the highest purchase probability was seen around the
rating of 4.2 stars (Mudambi and Schuff 2010; Maslowska et al. 2017a). The number of customer reviews had a positive effect on sales of
products and services (Bazaarvoice 2015;Askalidis and Malthouse 2016;Duan et al. 2008a; Liu 2006). One-sided reviews were found to be more
helpful and persuasive (Schlosser 2011).

The effect of average star rating on purchase probability is the strongest when the number of reviews is more, they are read by customers and the
product is expensive. Webcare was also explored in some studies wherein the companies responded online to the customers’ complaints
with/without request. The type of strategy used by the companies to deal with the complaints and the platform used did impact the customers’
evaluations. The public apology made by the company positively affected the readers of negative comments but not the ones who wrote them
(Kim et al. 2016). Figurative writing if used in reviews was found to be influential only for hedonic products (Kronrod and Danziger 2013). The
quality of the argument in the review text in terms of informativeness and persuasiveness did have a significant impact on purchase intention
(Zhang, Zhao, Cheung and Lee, 2014). The impact of online customer reviews on channel dynamics was studied using the game theory model
and it was observed that positive online reviews of customers can reduce margins of manufacturers’ and retailers’ profits. (Dou and Chen,
2015).

Text analytics using algorithmic tools has been used by researchers to find the weakness of products (Zhang, Xu, and Wan, 2012), detect
sarcasm (Tsur, Rappoport, and Davidov, 2010), detect abuse and develop a ranking system (Ghose and Ipeirotis, 2007). Text clustering of
reviews was also undertaken and their relationship with user ratings was determined and their impact on sales was estimated (Moon, Park, and
Kim, 2014). Extraction of nouns and adjectives was done to predict business ratings on Yelp using linear regression (Fan and Khademi, 2014)
and assess the video gaming experience of players (Zhu and Fang, 2014). Opinion mining has also been undertaken on online customer reviews
to find attitude orientation towards product features (Hu and Liu, 2004b; Popescu and Etzioni, 2005; Turney, 2002). Automatic text
summarizations have also been conducted using statistical (focussing on the frequency of words, sentence position, sentence length etc.) or
linguistic (discourse structure and lexical chains) methods. For multiple related documents, approaches of clustering summarization and topical
structure summarization have been used. Automatic text summarization has been done to identify and collect important topic information from
multiple online customer reviews, give rankings to the topics and finally generate summaries from them. This method was found to be better than
other approaches when factors of responsiveness of users and ability to find important topics were considered (Zhan, J. ef al. 2008).

Text analytics itself is getting more and more refined to get richer insights from customer reviews. Topic models have been used to find latent
ideas/sentiments from co-occurring words used in customer reviews. Latent Dirichl et al location models have been used to analyze multiple
documents to gauge the importance of topics across different industries, and insights drawn have proved useful for brand positioning and
market segmentation. These models are also being tweaked in many ways, for instance instead of looking at the most frequent words and
clubbing them into themes, refined techniques look at sentences within which these words occur, to add context to top keywords. To understand
the sentence structure in the customer reviews, a model for text analysis was created to make accurate predictions of customer ratings from 2
sites - Expedia and we 8there. Topics based on sentences were found to be more distinctive and logical as compared to the ones determined
through analysis based on words (Biischken, J., and Allenby, G.M. 2016). Brand loyalty and factors affecting brand satisfaction of 600 women
of Chennai city for six hair oil brands were studied using a random sampling technique. Data analysis was done through factor analysis, multiple
regression and ANOVA test. Dabur Amla hair oil was found to be the most preferred brand. The factors that affected the brand loyalty of the
respondents were value, easiness of use, quality, suitability, and familiarity (Ram and Ganapathi, 2013). Customer satisfaction for Parachute hair
oil was studied among 70 college students of Salem city by conducting a structured questionnaire survey. t-test, F-test, chi-square test and factors
analysis were used for analysing the collected data. Customer demographics did not have any effect on their satisfaction with the brand.
However, value, quality, money, dryness relief, suitability for hair, better shine and attractive packaging proved to be crucial factors for
determining their level of satisfaction and drivers for their purchase (Jagadeesan.S and Vani, 2017).

METHODS

The paper looks at the top keywords and uses the word cloud approach to understand drivers of customer satisfaction. Word clouds were made
using both the title and the body of consumer reviews on Amazon. This approach was selected because Amazon reviews are short in length and
there is not sufficient text for algorithms like LDA to be meaningful. Six hair oil brands that are renowned for combatting hair fall problems and
are used by different sections of society (spread across price levels) in India were chosen for the study. The 50 most recent (till December 31%,
2022) one-star and five-star Amazon reviews for each of the six brands were considered. Reviews written in the Hindi alphabet or having Hindi
words in the English alphabet were ignored. The brands were compared in terms of overall ratings and distribution, and top keywords were
identified in the case of one-star and five-star ratings. Drivers of good/bad product experience were found for each brand keeping in mind
parameters like brand image, product quality/experience, price, seller and delivery experience.
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RESULTS

The six products included in the analysis were
o Lowest priced
= Parachute Advansed Aloe Vera Enriched Coconut Hair Oil (referred to as “Parachute” in the rest of the section)
= Kesh King Ayurvedic Hair Oil (“Kesh King”)
o Medium priced
=  Dabur Almond Hair Oil ( “Dabur”)
=  Biotique Bhringraj Therapeutic Hair Oil (“Biotique”)
o  Highest priced
= Rey Naturals Castor Oil (“Rey Naturals”)
=  WOW Skin Science Onion Hair Oil (“WOW?”)
Across all products, negative reviews (accompanying 1-star ratings) highlight the following themes or types of concerns
o  Harmful side effects — highlighted by keywords like hair fall, dandruff etc.
o  Concerns about ingredients — highlighted by keywords like mineral, vegetable, petroleum, paraffin or artificial
o  Poor delivery experience — highlighted by keywords like broken, leakage, packaging, damaged etc., mentioned along with
cap, seal or bottle
o Poor product experience — highlighted by keywords like scent or smell
Higher priced products also have negative reviews mentioning “waste of money”, which indicates that expectations may be higher due
to their price
Overall, positive reviews (accompanying 5-star ratings) highlight the following themes:
o  Product’s differentiating ingredients — like aloe vera, coconut, castor or onion
o Value or quality — highlighted most commonly by the phrase “value for money”
o Positive experiences — like reduction in hair fall or dandruff, or lack of strong smell or scent
Most positive reviews had expressive keywords like good, best, nice, wow, amazing, awesome or effective, with specific reasons not
highlighted to the same extent as with negative reviews
Over half of the total reviews for each product were written for 5-star ratings. This meant that more people take out time to share their
positive experiences as compared to negative ones
o Rey Naturals had the highest percentage of 5-star reviews to that of its total reviews (64.5%), followed by Parachute
(63.33%) and Dabur (56%)
WOW Skin Science Onion Hair Oil had the highest number of reviews as well as ratings, indicating largest purchase volumes among
the 6 products
o  Butin terms of proportion of ratings with reviews, it wasn’t in the top three products. Those were Rey Naturals, Dabur and
Parachute
Percentage of reviews marked helpful (to total reviews) was quite low, with Biotique Bio Bhringraj Therapeutic Hair Oil topping the
list with 11.68%
o  This indicates that reviews and ratings may be influencing purchase decisions as a whole, but individual reviews are rarely
helping consumers make up their mind
o  This also shows that ecommerce websites showing the overall distribution of ratings, with the option to filter positive or
negative reviews, is the right format for consumers to research about the product holistically
Percentage of reviews with photos and /or videos was also low for all six products with Dabur Almond Hair Oil having the highest
percentage (3.74%)
o This is expected, as only one of the key reasons (poor delivery experience) would be better explained using photo or video
evidence, e.g. showing damaged products received
Rey Naturals Castor Oil (Reviews 2,990 and ratings 27,337) had the highest reviews to ratings percentage followed by Dabur Almond
Hair Oil (Reviews 972 and ratings 9,160) and Parachute Advansed Aloe Vera Enriched Coconut Hair Oil (Reviews 2,250 and
ratings 25,461)
o The three products belong to different price ranges and this shows that the price of the product doesn't determine the (number
of customer reviews or) concerns of customers to write a review.

SUMMARY OF KEY NUMBERS

AVERAGE RATINGS OF THE PRODUCTS

43

Parachute Advanced  Kesh King Ayurvedic Dabur Almand Rey Naturals Castor Biaticue Bhringra) WOW Onlon
Mo Vers
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DISTRIBUTION OF RATINGS OF THE PRODUCTS

35000

5000

0 —— I —— I - - I - .- I II

Biotique Bio Bhringraj  Dabur Almond Hair il Kesh King Ayurvedic Anti Parachute Advansed Aloe Rey Naturals Castor Oil WOW Skin Science Onion
Therapeutic Hair Oil Hairfall Hair Oil Vera Enriched Coconut Hair Oil
Hair Oil

mlstar m2star m3star m4star m5star

PROPORTION OF 5-STAR RATINGS - BY PRODUCT

59%

53% 53%

47%

Parachute Advanced Dabur Aimond Kesh King Ayurvedic ~ Rey Naturals Castor Biotique Bhringraj WOW Onion
Aloe Vera

PROPORTION OF 1-STAR RATINGS - BY PRODUCT

8%

4% 4% 4%

WOW Onion Biotique Bhringraj Kesh King Ayurvedic  Parachute Advanced Dabur Almond Rey Naturals Castor
Aloe Vera

Parachute had the highest average rating while WOW had the lowest. WOW is therefore the highest-priced, but lowest-rated among the
product set considered for this analysis

When S-star ratings were considered, Parachute had the highest percentage among the six products and WOW was at the bottom of the list
Among the six products, WOW had the highest percentage of one-star ratings i.e., it’s ranked last in terms of favourability. The best
performers in this aspect were Dabur, Parachute and Rey Naturals, all with only 4% of ratings as 1-star

Considering the three metrics of average rating, 5-star ratings and 1-star ratings, Parachute was the best performer followed by Dabur
WOW was the worst performer in all three metrics despite having the highest number of ratings and reviews, and the most recent reviews
too, among all 6 products

The two most expensive products (WOW and Rey Naturals) had the highest number of ratings and the most recent reviews. Yet their average
ratings, 5-star ratings and 1-star ratings were in the bottom half of the 6 products compared

On the other hand, Parachute and Dabur proved to be the top 2 performers, though both are on the lowest end of the price band among the
products studied

This highlighted the fact that a higher price is not correlated with better ratings or reviews

This indicates higher price doesn’t guarantee better product quality

But this could also be due to the fact that a higher price leads to higher customer expectations and stricter reviews

DRIVERS OF CONSUMER SATISFACTION/ DISSATISFACTION - BY PRODUCT

Product 1 - Biotique Bio Bhringraj Therapeutic Hair Oil

Reviews Summary:

Average rating for this product is 4.1 stars out of 5, which places it 5™ out of the 6 products included in the research
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. Of the 9,092 ratings it has, 51% are 5-star ratings, which also puts it in 5™ place in this dimension
5% of its ratings are 1-star ratings, joint 2" highest out of the 6 products, i.e. joint 4®rank out of 6 in terms of favourability

It’s 50 most recent 5-star reviews span 18 months, while 50 most recent 1-star reviews span 36months. So, 5-star ratings are more frequent
and recent, which indicates consumer opinion has improved over time.
. Compared to the other product in the same pricing category (Kesh King Ayurvedic Hair Oil), it has a lower rating (4.1 compared to 4.2),

lower 5-star ratings (51% vs 52%) and similar 1-star ratings (5%)

. Given Kesh King has over 17,000 ratings on the site, this places it much stronger in terms of consumer reviews compared to Biotique

Kesh King is also positioned as an anti-hairfall oil, while hairfall is the most commonly cited reason for 1-star reviews for Biotique

Keywords from 5-star subject + reviews:

et

o,
—

products -

dery s

fragrance

vitluable a
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i
“helped |& 2=
=
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eConsumers providing positive reviews and 5-
star ratings praise the product quality and
mention a reduction in hair fall

eSample reviews:

After a long search brought it & have no
regrets. Quality of the oil is amazing, it smells
beautiful. Most importantly it had a proper
seal packaging which matters. (09-Oct-22)

This item is good item for hair fall protection
and his scent is good and this item is cheap
but it's quality is very high (08-Oct-22)

1t reduces my hairfall to 90% and i also tried
it on my mom (22-Sep-22)

Keywords from 1-star subject + reviews:

M experience

ratmad

fake

¢Of the 4 key themes of negative reviews, harmful side
effects are the most common one for Biotique Bio
Bhringraj Therapeutic Hair Oil, with most reviews
mentioning hair fall starting or increasing

eSample reviews:

My bad experience and I'm using this oil extra hair fall
started. totally worse experience. I'm not satisfied for
buying this product (24-Sep-22) Don't recommend, waste
of money, failed to stop Hair fall (11-Sep-22).

Not effective for hairfall or hair growth (20-Nov-21)

Product 2 - Dabur Almond Hair Oil

Reviews Summary:

Average rating for this product is 4.2 and it’s placed joint 3™ out of 6 products included in the research

Of its total 9,160 ratings, 55% are 5-star ratings, which puts it in 2™ place in this aspect.

4% of its ratings are 1-star ratings, which is the lowest among the 6 products, i.e. joint 1 rank out of 6 in terms of favourability
It’s 50 most recent 5-star reviews span 13 months, while 50 most recent 1-star reviews span 30 months. So, 5-star ratings are more frequent
and recent, which indicates consumer opinion has improved over time.

e Compared to the other product in the same pricing category (Parachute Advansed Aloe Vera Enriched Coconut Hair Oil), it has a lower

rating (4.2 compared to 4.3), lower 5-star ratings (55% vs 58%) and similar 1-star ratings (4%)
e Although Dabur has over 9,000 ratings, they are lesser than those for its competitor Parachute
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Keywords from 1-star subject + reviews:

ePositive reviews and 5-star ratings praised it for
its good quality & value for money

eSample reviews:

good for damaged hair, good product, smell was
good, good quality, worth money (16-Dec-22)

original product, value of money, good to buy
(19-Oct-22)

[¥] il . . .
Can you purchase the same item in the market in
s this price? Please utilise this opportunity and go
e loved J for it. Apart from cost, the oil is just awesome. |
i

have been wusing it from past 2 years.
Thank you ! (30-Sep-22)

excellent= ~

ana

Keywords from 1-star subject + reviews:

oOf the 4 key themes of negative reviews, concerns
about ingredients are the most common one for Dabur
Almond Hair Oil, with most reviews mentioning having
a greater quantity of mineral oil in it & lesser almond oil.

Yoyetabie ohainal eSample reviews:
- g P Please read ingredients before purchase. They are using
) : ; Very less amount of almond oil , and brand Call it
M‘@?JUSt almond oil. I think it's a "mineral oil" (77%) (15-Dec-
& =Ly 21)
s

Worst. Don't buy at all . Its full of mineral oil (25-May-
21)

Selling Mineral oil in the name of Almond oil. Please
don't buy. They are using 74% Mineral oil. Please do
check the ingredients before spending for fake oil. (28-
Sep-20)

. i i v -
-
products
mavar il &&8 : ..‘ -
- e
gl . i Sy
et '

'”'mm.lb_OLtLE'

received
«hair

Product 3 — Kesh King Ayurvedic Oil
Reviews Summary:

Average rating for this product is 4.2 and it’s placed joint 3™ out of 6 products included in the research.

Of its total 17,801 ratings, 52% are 5-star ratings, which puts it in joint 3" place in this aspect.

5% of its ratings are 1-star ratings, which is joint 2" highest among the 6 products,i.e. joint 4™ rank out of 6 in terms of favourability

It’s 50 most recent 5-star reviews span 11 months, while 50 most recent 1-star reviews span 23 months. So, 5-star ratings are more frequent

and recent, which indicates consumer opinion has improved over time.

e Compared to the other product in the same pricing category (Biotique Bio Bhringraj Therapeutic Hair Oil), it has a higher rating (4.2
compared to 4.1), higher 5-star ratings (52% vs 51%) and similar 1-star ratings (5%)

e The ratings of Kesh King are over 17,000 on the site, this places it much stronger in terms of consumer reviews compared to Biotique
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Keywords from 5-star subject + reviews:
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weeks

ePositive reviews and 5-star ratings praised it for its
positive experience

eSample reviews:

This kesh King hair oil is the best oil for your hair
and it's result can be seen in a week. Everyone
should try this hair oil.(17-Sep -22)

Bought this for my spouse. Good scent. Hair is in
good condition after using this.(15-Aug -22)

1 am really very happy by buying such a great
product...it's almost after 2 months I am reviewing
it...my hair now much healthier then before I am so
happy by kesh king oil...thank you so much for

this oil.(11-May-22)

Keywords from 1-star subject + reviews:

usedgdeliveréd..,

—
-

~hairfal
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buyiny

CLS™Z broken
keshyy~pact
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.‘&“Mﬂf‘SSiﬂg packing
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oOf the 4 key themes of negative reviews, harmful
side effects are the most common one for Keshking
Ayurvedic Oil, with most reviews mentioning
increased hair fall.

eSample reviews:

Purchased the item by reading the reviews but when
applied the oil, my hair fall increased even more I
can’t take vrisk of applying it anymore, bad
product(9-Oct-22)

LOSING MORE HAIR AFTER USING IT.(16-Aug-
21)

Fraud in the name of ayurvedic oil,
after this usage of oil I noticed heavy hairfall (28-
Apr-21)

Product 4 - Parachute Advansed Aloe Vera Enriched Coconut Hair Qil

Reviews Summary

S-star ratings (58% vs 55%) and similar 1-star ratings (4%)
. Given Parachute has over 25,000 ratings on the site, this places it much stronger in terms of consumer reviews compared to Dabur

Average rating for this product is 4.3 and it’s placed 1* out of 6 products included in the research

Of its total 25,461 ratings, 58% are S-star ratings, which puts it in 1* place in this aspect.

4% of its ratings are 1-star ratings, which is the lowest among the 6 products, i.e., joint 1% rank out of 6 in terms of favourability
It’s 50 most recent S-star reviews span 11 months, while 50 most recent 1-star reviews span 20 months. So, 5-star ratings are more frequent
and recent, which indicates consumer opinion has improved over time.

. Compared to the other product in the same pricing category (Dabur Almond Hair Oil), it has a higher rating (4.3 compared to 4.2), higher
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Keywords from 5-star subject + reviews:

ey
excellent’
ey
received
“g
ey
o o

ePositive reviews and S-star ratings considered it
a nice product and praised its value for money

eSample reviews:

Good product for hair fall and hair regrowth.
Worth it. (03-Sep-22)

This oil is so so good, i have been using this from
last year and it's results are so good,it's good for
hair and skin too. (30-Apr-22)

Original product received with a good offer (29-
Jan-22)

Keywords from 1-star subject + reviews:

serllirg

“orcdered

hairfall jie=-

genulne

s ks

aamage exiract

vera

—iy
sl

@ don't,.

waste

prunger

oOf the 4 key themes of negative reviews,
concerns about ingredients is the most
common one forParachute

eSample reviews:

This item contains 50% paraffin which is not
good at all for any kind of skin.(12-Dec-22)

Its mineral oil with little natural extracts (19-
Apr-22)

It doesn't have any resemblance to coconut
oil at all (05-Jan-22)

Product 5 - Rey Naturals Castor Oil

Reviews Summary:

Average rating for this product is 4.2 and it’s placed joint 3™ out of 6 products included in the research.

[ ]

. Of its total 27,337 ratings, 52% are 5-star ratings, which puts it in joint 3™ place in this aspect.

. 4% of its ratings are 1-star ratings, which is the lowest among the 6 products, i.e., joint 1% rank out of 6 in terms of favourability

. It’s 50 most recent 5-star reviews span 7 months, while 50 most recent 1-star reviews span 20 months. So, 5-star ratings are more
frequent and recent, which indicates consumer opinion has improved over time.

. Compared to the other product in the same pricing category (WOW Skin Science Onion Hair Oil), it has a higher rating (4.2 compared

to 4), higher 5-star ratings (52% vs 47%) and lower 1-star ratings (4% vs 8%)
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. The ratings of Rey Naturals are over 27,000, which is less compared to its competitor WOW. But it has received more favourable
reviews from the customers.

Keywords from S-starsubject + reviews:

ePositive reviews and 5-star ratings praised it for its
quality & its differentiating ingredients

eSample reviews:
ek

3 . i altogether good and nourishing. (10-Oct -22)
et chemicals

excellent quality, lovely, number one (1-Oct-22)

ﬂ‘wel e
* ffecid a I r § best castor oil in market.(14-June-22)
=thick ot gl ol

ol . EER skin
L well
pomees works
cankiel o
preased -
Keywords from 1-star subject + reviews:

*Of the 4 key themes of negative reviews, harmful side
effects are the most common one for Rey Naturals Castor
Oil, with most reviews mentioning increased hair fall &
poor delivery experience

- g ’ eSample reviews:

o HSEran
1,_...,",,.,-Q,SJ[|'Ck ¢ dont - very bad..my hairfall increased a lot after this..makes hair
- o y USE}_ESS sa;s_' very dry (23—Aug—22)
In product page , they are displaying comb along with the
oil, but in delivery we just received the oil bottle no comb,
less disappointed (23-May-22)
duplicate..gives irritation on head and hairfall started (6-
Mar-22)
—aaeapplying " el
increased
B T oy a—

Product 6 - WOW Onion Hair Qil
Reviews Summary

Average rating for this product is 4 and it’s placed last out of 6 products included in the research.

Of its total 65,024 ratings, 47% are 5-star ratings, which puts it in 6 place in this aspect.

8% of its ratings are 1-star ratings, which is the highest among the 6 products, i.e., ranked last in terms of favourability

It’s 50 most recent 5-star reviews span 1 month, while 50 most recent 1-star reviews span 7 months. Out of the six oils, this oil has got
the most recent reviews for both 1 star & 5 star ratings

. Compared to the other product in the same pricing category (Rey Naturals Castor Oil), it has a lower rating (4 compared to 4.2), lower
S-star ratings (47% vs 52%) and higher 1-star ratings (8% vs 4%)
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. The ratings of WOW Skin Science Onion Hair Oil are over 65,000 which is more compared to its competitor Rey Naturals Castor Oil.
But the latter has received comparatively more favourable reviews than the former.

Keywords from 5-star subject + reviews

ePositive reviews and 5-star ratings praised it for
positive experience

eSample reviews:

wdy Resorted to this after trying out many others!(15-
- Oct-22)

A\ e, fragranc:e Best oil for hair in this segment. (28-Sep -22)

salis n: o

va Ue‘ 1t’s very good and effective especially for hairfal

' O Od i reduction.(9- Sep-22)

chemicals

[TEile ]

Keywords from 1-star subject + reviews:

oOf the 4 key themes of negative reviews,
poor product experience is the most common
one for WOW Skin Science Onion Hair Oil,
with most reviews mentioning it as bad.

eSample reviews:
A feels

Waste of money, very bad product (16-Jul-
useless pur 22)
= - ' F v Worst product ever i have seen.dont buy
r J=con please(21-Aug-22)

ever | Y o 1A -

&M ngh ' '
Yo e

|pful
HE‘\I‘E(

Sticky oil feels so heavy on head (30-Aug-22)

quallty =

DISCUSSION

Drivers Of Customer Satisfaction — Comparison With Marketing Messaging By Product: Marketing images on Amazon across these
products focus on one or more of 3 key themes:

e Ingredients — like castor or onion, which is often the differentiating factor for the products
e  Benefits — like reduced hair fall, to capture audience attention quickly
e  Natural process of manufacturing — e.g. cold pressed, chemical free etc.
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All the brands have highlighted benefits, which is to be expected. All the brands, except Kesh King have mentioned their key ingredients clearly
in marketing materials. Kesh King has just mentioned “21 ayurvedic herbs” as ingredients. Only 3 brands have highlighted the natural
manufacturing process, as this has become important for customers only recently. Other aspects are present in 1-2 brands’ marketing images —
before/after comparison and comparison of effectiveness with other oils. There is no mention of price or value, with the focus being more on
quality. Kesh King has included even a certificate of efficacy from a hair technology institute. Customers have praised ingredients and benefits in
their positive reviews. But negative reviews have mentioned that expected benefits didn’t get realized. It is interesting that for brands which have
marketed natural manufacturing processes prominently, the presence of mineral oil or similar quality concerns is not a big factor driving negative
reviews. Value for money is a key component of reviews, both positive and negative, as this is the factor impacting customers most directly. The

below tables summarize the presence of these aspects in marketing efforts by the brands, and the marketing materials themselves.

BEFORE/
BRAND INGREDIENTS | BENEFITS | NATURAL MANUFACTURING AFTER C%ﬁiﬁligignlg H
COMPARISON
Biotique v V¥ v
Dabur v v
Kesh King v v v v
Parachute v v v
Rey Naturals v v v
WOow v v v

*Benefits not listed prominently for Biotique

Biotique Bio Bhringraj Therapeutic Hair Oil

ade with argania
n

infused with 100% =
pure batanical
extracts

Treats alopecim.and
other causes of hair
loss and
strengthans hair

Soya Protein

Maintains the hair protein
- and repairs the tresses

Vitamin-E
Mourishes the scalp and
gives you healthy hair .J‘.'

Make your half saft and
shiny

Almond
Promotes hair growth Repairs hair domoge and Hair is made up of protein,
and nourishes the scaip prevents hair fall It rejuvenates protein in

your hair

Kesh King Ayurvedic Oil
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Kesh ng

CERTIFICATE OF EFFICACY

=

A. Pearce Trichology

Hair Experts
( -~

i Kesly Kirg Sealp sod Hair Medichoe Ayurvedic (4,

Certified by eminent hair msm '
for superior product effica

-

A Y

Kesh King

21 Herbs & its benefits
dnpa Manjisheha
Helps promotes Heps curs

e
%
Mahaodi
Rérvas dandull v
i in reducing Fair kiss premature greyng natural Fair colour
- B>
L & %K
i Panatha toon o o s Fant
& ™» -
Amamansi Musta Amia
esrmiee T e
Kol Haritak
apzeee T

g
Other Ayurvedic Oils* Kesh King

Srfhie ois vl i S taet produst viwd in @ chnisal study.

Parachute Advansed Aloe Vera Enriched Coconut Hair Qil

Aloe Vera
Deeply conditions
the hair making it soft.

Coconut
Nourishes the hair from
within, making it strong.

Makes hair soft.

Strengthens hair from core.

Provides deep nourishment
and conditioning.
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Rey Naturals Castor Oil

WHY REY NATURALS
COLDPRESSED CASTOR OIL ?

Helps controlling

Hydrates and hoytiied

moisturizes
dry scalp

Voluminous and
strong hair

Pl & pasi

Thicker eyebrows

I CASTOR OIL

Thick and long
eyelashes

KNOW ABOUT [k

REY NATURALS | Rey ¢
COLDPRESSED :
CASTOROIL & o
<:
{5 R

WOW Skin Science Onion Hair Qil

T; I—I!S PO;;? %MEND
"i

o Hand picked ingredients that are known to
reduce hair fall.

BLACK SEED OIL
The antioxidant

ONION SEED OQIL
Rich in sulfur and potassium,
it helps to strangthan hair, properties soothes the
prevent breakage and scalp and reduces
hair thinning. hair fall.

e 99.9% Matural Ingredients

e Cold-pressed process helps preserve the goodness

THE PURE, & N/URAL WAY

& !‘P&%«‘_’P Lty f

.

Wow

Be WOW, Naturally
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CONCLUSION

Customer reviews are a double-edged sword from a marketing perspective. Positive reviews can boost product sales, but negative reviews can
drive away potential customers. It was found that reviews did not involve a case of adverse selection wherein people with negative opinions are
more likely to give feedback. Reviews having photos/videos as proof of their claims/complaints were fewer, and so were those marked helpful
by other customers/potential customers. In every brand, the five-star reviews were more recent than the one-star ones across all the products
studied, which shows that these products are getting positive traction in terms of purchase, usage and experience. In the case of positive reviews,
the quality of the product & good experience of product usage were highlighted. Value for money came out to be another factor that was
emphasized by the customers. There are largely two groups in negative reviews- one where customers voiced about adulteration of
mineral/vegetable oil in the product’s main ingredient and others about causing hair fall. Less important factors were the scent of oil & delivery
issues. Some of the negative reviews about the hair oils studied were about the sellers or Amazon (delivery &/or packaging issues), though
consumers were satisfied with the product’s quality. This can affect the reputation of the brands with no fault of the manufacturers. This is a
potential shortcoming of online retail channels for brands. While few people are marking reviews as helpful, ratings and reviews are critical
drivers of product sales growth/decline, given how easily they are accessible on e-commerce platforms and how they capture the most critical
pieces of information from a new customer’s perspective. Brands need to incorporate insights from reviews in their manufacturing, marketing,
pricing and product development decisions, so as to stay relevant in a competing marketplace. A good example of this is some brands starting to
drive messaging around natural and sustainable manufacturing processes, as we saw with 3 of the 6 brands analyzed in this study.
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