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ABSTRACT

In thecontextof fastestgrowingIndianonlinemarket, thebigplayers likeAmazon.in,Flipkart.
com,Snapdeal.com,etc.areinacompetitivejourneytoexpandtheirmarketshare.Thispaperisan
attemptinmodellingcustomerfeedbackforthesaide-marketplayers.Thepaperusesfeedforward
neuralnetworkswithmaximumtwohiddenlayersandbackpropagationkindofsupervisedlearning
algorithm.Thepaperfoundsatisfactorylevelofsuccessandconcludesusefulnessofcustomerfeedback
forbothcustomers(forpurchasedecision)andmarketers(forproductdevelopment)pointsofview.
Itisafootstepandopensanewresearchchallengeforthepost-COVIDeraofbusiness.
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1. IMPORTANCE OF THE wORK

Thissectiondescribestheimportancetodoaresearchstudyononlinefeedbacksystem.Traditional
masscommunicationwasmainlyusedtopublicizeorsocializeanyproductsbeforeplacingit in
frontofpublic.Inthisoutdatedsystem,organizationsometimescouldnotbeabletoreachtheentire
targetsectorofthesociety.Toovercomethislimitation,theonlyeasiestwayistoadmitthebiggest
platformofdigitalmarketing.

Thebackboneofsuchdigitalplatformhasalsobecomeverystronggraduallywiththeadventof
mobiletechnologyandtheregularuseofsocialmediabymoreandmorepeopledaybyday.

Duringpostpandemicnewnormalsituation,thisdependencyontheonlinesystemtosatisfyour
purchasingneedhasbeenremarkablymagnifiedwithoutanydebate.Organizationsarenowbound
tobedigitallystrongfortheirsurvival.Therearenootheralternativeswiththem.

Thepresentstudyisverymuchcontextualwithreferencetotheabovesituationwhereonline
feedback system already replaced the traditional “word-of-mouth” and playing a vital role in
influencingtheconsumer’sbuyingpatterns.Onlinefeedbackone-commercegiantslikeAmazon.in,
Flipkart.comareonesuchparadigmshift.Theyarenotonlybeneficialforthecustomersbutalsofor
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theproductmanufacturers.Onlinereviewshavethepotentialtoprovideaninsightabouttheproduct
features,quality&performance.Thecustomerscangivefreelytheiropinionaboutaproductandcan
recommendittootherprospectivebuyers.

2. RATIONALE OF ARTIFICIAL NEURAL NETwORK TO USE

DigitalmediahasmanyformsasDigitalads,e-mailmarketingandSocialMediamarketingaretwo
ofthemwhichareplayingkeyrolesinrecenttimes(Bhoretal.2018).Thepresentonlineportalsare
designedinsuchaway,byleveragingthecurrentinformationtechnologytrendsofusingArtificial
Intelligence(AI),toidentifytheuserpreferences,life-style,shoppingneedsbasedonthewebsite&
webpagebrowsingpatternslikeaugmenthitratio,timespentontheportal.ThusvariousBusiness
Intelligence(BI)applicationsareusedforextractingbusinessvaluesfromtheOnlineTransaction
Processing(OLTP)datatoacceleratetheirmarketgrowth.InthiseraofBigdata,useofAIhasno
otheralternatives(Singlaetal.2017).Tosurvive in theglobalcompetitivebusinessenvironment
foranyenterprises,it’snecessarytouseartificialintelligencetoharnessitspowerandreshapethe
businesswith thechange indemandof consumer’sneeds(BiswasandSanyal2019).To follow the
purchasingbehaviorofacustomer,weneedtotrackhislikingsinsocialmedia,hisbanktransaction
patternforexpenditure,hisonlinevisit,preference&querytotheecommercesites.OnlyAItools
canbesuccessfulinsuchadataintensiveworld,whereweneedtoextractunknownpatternfrom
thevariousdatasetswhichareconnectedbyamissinglink(BuyukozkanandFeyzioglu2004).With
thisbackdrop,wehaveselectedArtificialNeuralNetwork(ANN)touseinourpresentinvestigation.

3. RESEARCH GAP IN LITERATURE

Lotsofresearchworksarealreadyavailableintheexistingliteraturewhereauthorsattemptedto
measureconsumers’productevaluationsprocessafterexposuretopositiveandnegativefeedback.
It is found that consumers relied on online reviews before making their purchasing decision on
productsindigitalmarketplatforms.Thereisnodebatewithit(Huetal2011).Itiswellaccepted
thatsegregationofreviewsontheirsentimentcanhelpfuturebuyerstoreachatbetterdecisionsas
pertheirrequirements(Singlaetal.2017).GurneetKaurandAbhinashSinghexplainednicelythe
E-commerceusers’behaviorwithrespecttoonlinefeedbacksystem.(KaurandSingh2016).Ithas
beenfoundintheliteraturethatusersofonlinefeedbacksystemsareusuallyhighlyinfluenced&
perhapsbiasedbythefeedbackofVIPusers(BiandZhang2016).MarketingModelingisfoundtobe
thefinalstepinamarketingresearchinitiative.Unlessthemodelscanbeusedforbetterunderstanding
ofthemarketingvariableslikecustomerbehavior,customersatisfactionregardingvalueformoneyor
productpoliciesortoprovideusefulinformationregardingmarketingstrategies,thenperhapsthereis
noutilityofsuchresearchworks(Enache2015).Thusitisevidentfromthereviewofexistingliterature
thatweneedsomeBIsystemwhichwillbehelpfultothemanufacturersformodifyingcontinuously
theproductfeaturestosatisfytheneedofthepotentialbuyers.Beingmotivatedwiththisgap,itis
ourattempttodevelopsuchaBIsystemusingANNforanalysisonlinecustomersfeedback.

4. OBJECTIVES OF THE wORK

Thepresentstudyhasfollowingthreekeyobjectives:

1. ToconstructaBusinessIntelligent(BI)modelwiththehelpofArtificialNeuralNetworkthat
examineshowonlineconsumerreviewsine-commercewebsitesinfluencetheotherfuturebuyers.
Thesystemwillgeneratetherequiredproductmodificationstoitsmanufacturerstomaketheir
productsmorepopularinfrontoftheprospectivecustomers;
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