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  1.  -  Introduction    
 

   1.1. - Research Topic 
 

1.1.1. - Amazon 

The Amazon Marketplace is an e-commerce platform allowing third-party sellers to 
list and sell products through Amazon’s website. This expands product options for 
consumers while giving sellers access to Amazon’s global customer base and fulfillment 
services. 

 
1.1.2. - Customer Satisfaction 

Customer satisfaction is central to Amazon’s ethos, anchored by its “Earth’s most 
customer-centric company” ambition. They extensively analyze reviews, ratings, and 
purchase patterns to pinpoint strengths and address pain points. Amazon refines 
recommendations, site features, and user experiences based on this data 
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  2.  -  Raw Data    
 

   2.1. - Where to find data? 

Most data can often be found on the internet from a multitude of different sources. 

2.1.1. - Public Datasets 

Stanford SNAP: http://jmcauley.ucsd.edu/data/amazon/ 

AWS Public Datasets: https://s3.amazonaws.com/ 

Kaggle Datasets: https://www.kaggle.com/ 
 

2.1.2. - Private Datasets 

There is some data that is only 
accessible to company employees such 
as profits, location data, and banking 
information. 

 

2.1.3. - Web Scraping 

Direct from Source: 
https://www.amazon.com/ 

 

 

2.1.4. - Increase in Data over Time 
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2.2.1. - JSON FILES 
 
      The data received is structured using a 

JavaScript Object Notation used for easy reading. 

The specific values can be extracted from these 

files that are downloadable from the sources 

above. 
 

 
 

  3.  -  Published Information    
 

​ Data is the raw material for conveying information through graphs: by plotting 

numbers and categories as visual elements, patterns and insights emerge that might 

otherwise remain hidden. The data below is taken from the reviews of external monitors 

from brands like Dell, HP, and LG from US and UK amazon webstores. Source: link 

 

   3.1. - Total Reviews by Rating 
 

 

Here we can see how reviews are 

distributed across the 5 stars using the 

data collected from all reviews. By 

visualizing it on a chart, we can see the 

ratios at which customers have voted for 

the products. 
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   2.2. - How is it presented? 

https://www.grepsr.com/blog/customer-review-insights-buyer-sentiment-analysis-of-amazon-products/


 
 

   3.2. - Helpful Reviews by Ratings 

 

 

 

Here we can see how helpful the ratings 

are from each star category. This is done 

by potential buyers by “liking” the rating 

given by customers that are reviewing 

the product. 

 
 

   3.3. - Average Rating over Time 

 

 

Here we can see how the average rating 

of the products change over time in this 

external display product category.  

 

The data collected started from Q3 of 

2017 and ends in Q1 of 2021. 
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  4.  -  Extracted Insights    
 

   4.1. - Negative Reviews are More Helpful to Customers 

​ Comparing the two graphs of “total reviews by rating” and “helpful reviews by ratings” we 

can see how potential customers valued each rating on the 5 star scale. Visually comparing these 

two charts, it is evident that shoppers find negative reviews more helpful than positive ones. 

 

 

​ To validate our extracted insight. In the chart below, derived from the two above, we can see 

that the percentage of helpful reviews are higher when the rating is lower on the scale of 1 to 5. 

Calculated as number of reviews marked helpful * 100 / total reviews for that rating. 
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   4.2. - Current Ratings May Affect Future Ratings 

In the chart below, we can see the average rating of the product has dropped over time. 

This could be due to the compounding increase in negative ratings or from newer technologies 

being introduced that depreciates the current value of the product. 
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  5.  -  Action Items    
 

Using the data collected it was discovered that customers find negative reviews to be more 

helpful - impacting the potential buyer’s decision to get the product. And so, it is in the best 

interest for sellers to quickly act on the feedback given by these buyers having a negative 

experience with the product.  

 

If the feedback from the negative reviews have been fixed, sellers should put a note in the 

review that the issue has been resolved to reduce chances that other customers might miss out 

on a potential purchase. 

 
 

  6.  -  Suggestions    
 

​ If action has been taken to fix the issues highlighted by dissatisfied customers and that fix 

has been conveyed to potential buyers, the data should be filtered to reflect that for us to get 

better insights from charts, diagrams, or tables. If the seller wants to gain better insights, they 

could create a map of all the functionalities and pain points that their competitions have - then 

visualize it by size. 
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