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Abstract: The rapid growth of online platforms has transformed customer reviews into a critical intelligence source for
measuring customer experience, brand reputation, and market health. Traditional customer experience metrics such as
average rating, review volume, and sentiment analysis provide useful but limited insight because they often miss the
speed, intensity, and directional movement of customer feedback over time. This study introduces Review Velocity as an
emerging customer analytics metric that captures how quickly reviews are generated, how review activity accelerates or
slows, and how sentiment patterns shift across digital platforms. Using a conceptual research design supported by
thematic analysis of academic literature and industry evidence, the paper examines the role of review velocity in
customer engagement analysis, reputation management, and operational responsiveness. The proposed framework
incorporates review frequency, review acceleration, review momentum, and sentiment movement as the primary
dimensions of review velocity measurement. The study contributes to customer experience analytics by positioning
review velocity as a strategic metric that can help organizations detect emerging feedback patterns, reputation shifts, and
market health signals earlier than traditional review metrics. Future empirical validation is recommended across
industries, platforms, review volumes, and sentiment contexts.

Keywords: Review Velocity, Customer Experience Analytics, Electronic Word-of-Mouth (eWOM), Brand Reputation
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1. INTRODUCTION indicators limits an organization’s ability to understand
changes in customer engagement, reputation
BackgroundiNe S8y development, and market health [4].
The rapid growth of digital platforms has turned

. : e R h Ail
customer feedback into an important source of insight Vi

about consumer behavior, service quality, and market This study examines Review Velocity as an emerging
dynamics. Online reviews are now a powerful form of customer analytics metric and explores its relationship
electronic ~ word-of-mouth  (eWOM), influencing with customer engagement, brand reputation, and
purchasing behavior, brand attitudes, and organizational market health indicators.

decisions  [1].  Current 'customer _experience Research Objectives

measurement methods rely mainly on static measures

such as average ratings, review volume, and sentiment o To examine how review velocity varies over
scores [2]. This study proposes Review Velocity as an time across digital review platforms.

emerging performance indicator that reflects the speed,
frequency, and movement of review generation over
time. By adding a temporal dimension to customer

o To analyze the relationship between review
velocity, customer sentiment, and engagement

feedback, review velocity provides a deeper view of behavior.

customer engagement trends, reputation development, e To determine how review velocity relates to
and operational responsiveness. brand reputation indicators.

Research Problem Statement e TJo develop a conceptual model for

incorporating review velocity into customer

Online reviews are now central to measuring customer .
experience measurement.

experience and brand reputation, but existing
measurement methods remain limited because they rely Research Questions
heavily on static indicators such as ratings, review
counts, and sentiment analysis [3]. These approaches
often fail to capture the dynamic nature of customer

feedback, especially the speed and intensity with which RQ2: What is the relationship between velocity and
opinions are expressed online. The absence of temporal customer engagement behavior?

RQI1: How does review velocity vary across different
customer review environments?
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RQ3: What is the connection between the indicators of
brand reputation and review velocity?

RQ4: How can review velocity improve current
customer experience measurement strategies?

Research Motivation

The study is motivated by the growing complexity of
online customer interactions and the limitations of
traditional feedback measurement methods.
Organizations need more dynamic indicators to
understand changing customer behavior, engagement
intensity, and reputation movement. Review velocity
offers a new perspective by analyzing how customer-
generated feedback moves, accelerates, and gains
momentum over time.

2. LITERATURE REVIEW

History of Customer Experience Measurement and
Digital Customer Feedback

Earlier customer experience models mainly used
structured surveys, customer satisfaction ratings, and
direct feedback programs. These methods are useful,
but they are limited in capturing ongoing behavioral
shifts. Digital transformation has enabled organizations
to track customer touchpoints across multiple channels.
According to [5], service management has changed
significantly because digital technologies allow
organizations to create more individualized and
responsive customer experiences.
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Fig. 1: Measuring Customer Experience in AI
Contexts

On the other hand, [6] emphasized the importance of
systematic UX metrics for measuring user interactions
and improving service performance. Although this
method provides a structured basis for experience
measurement, it focuses mainly on usability assessment
rather than broader customer engagement processes.

IJRITCC | July 2023, Available @ http://www.ijritcc.org

This perspective was expanded by [7], who proposed a
customer experience management framework based on
big data and strategic decision-making. However, that
framework focuses more on data integration and
managerial use, with limited attention to the speed and
intensity of customer feedback generation. Similarly,
[8] examined customer relationship management as a
strategic tool for sustaining long-term customer
relationships ~ through  information = management.
Traditional CRM methods, however, often treat
customer feedback as a cumulative measure rather than
as a dynamic behavioral indicator. It was emphasized
by [9] that online interactions increasingly shape digital
customer experience, requiring organizations to adopt
more dynamic measurement methods.

Online Reviews, Electronic Word-of-Mouth (eWOM)
and Brand Reputation Management

Product and
Involvement Consumer Age
Characteristics

€WOM / Online

Revi Purchase Intention
eviews

Brand Equity
Dimensions

Trust

Fig. 2: Online Reviews and Electronic Word-of-
Mouth (eWOM) on Purchase Intention

Electronic word-of-mouth (eWOM) has become a
central element of online customer interaction,
influencing consumer judgments about products,
services, and brand reputation. [10] conceptualized
eWOM as a multidimensional process involving content
creation, exposure, and evaluation, showing that online
opinion can influence consumer behavior and
organizational reputation. However, this model focuses
more on the communication process than on the timing
and intensity of customer opinion formation. [11]
further showed how consumer traits influence the
credibility of eWOM information, suggesting that
online reviews are affected by behavioral and
contextual factors. Similarly, [12] established a strong
connection between eWOM and electronic reputation,
highlighting that online discussions play an important
role in brand perceptions. Their work, however, focuses
more on reputation outcomes than feedback dynamics.
This view was extended by [13], who analyzed the
effect of eWOM on firm reputation and performance,
and by [14], who examined its relationship with
purchase intention and brand image.

Customer Feedback Systems and Temporal Analytics
or Behavioral Dynamics

Temporal analytics has become increasingly important
for understanding changing customer behavior by
examining variations in interactions and feedback
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patterns over time. As emphasized in [16], dynamic
feedback mechanisms are important because continuous
interactions in recommendation systems can create
feedback loops that influence future user behavior.
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Fig. 3: Customer Feedback Analysis

[18] established that temporal user behavior modeling
improves analytical insight by considering historical
interaction patterns, although the focus remains on
predictive user modeling. Similarly, [19] examined
multi-behavior recommendation using temporal and
relational information, emphasizing the complexity of
behavioral patterns. [20] also validated the usefulness of
time-series analysis in identifying behavioral trends.
However, review velocity remains underexplored as a
customer analytics measure that extends temporal
analytics by capturing the speed, intensity, and
magnitude of digital customer feedback over time.

New  Performance  Measures for  Customer

Engagement and Market Health Assessment

The growing dynamic nature of digital customer
engagement has encouraged organizations to move
beyond traditional performance indicators and adopt
more responsive measures of customer engagement and
market health. The study by [21] discussed the
relationship between customer engagement and
organizational performance in social media contexts,
showing that online interactions provide valuable
insight into customer engagement and business
performance. Likewise, [22] developed a detailed
framework for customer engagement and emphasized
behavioral, emotional, and cognitive dimensions.
However, their meta-analysis focuses on engagement
determinants rather than new metrics that track changes
in engagement over time. The impact of marketer-
created content on customer engagement was also
examined by [23], showing that organizational
communication  strategies  influence  customer
engagement and relationship development. This
approach mainly considers firm-initiated interactions
rather than spontaneous customer feedback behavior. In
contrast, [24] explored the relationship between
customer experience and commitment, showing that
long-term customer relationships are shaped by
consistent service experiences.

Research Gap

Current literature covers customer experience
measurement, eWOM, sentiment analysis, and customer
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interaction using relational measures, ratings, review
volume, and other static indicators. However, less
attention has been given to the temporal intensity and
movement of customer feedback generation. This study
addresses the gap by conceptualizing review velocity as
a new indicator for analyzing dynamic customer
behavior, review movement, and market health.

3. CONCEPTUAL FRAMEWORK
DEVELOPMENT

Review Velocity Framework

Review Velocity Framework
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Fig. 4: Review Velocity Framework

The proposed Review Velocity Framework introduces a
systematic way to understand customer feedback
dynamics through temporal analysis. The framework
begins with the customer experience environment,
where customers provide feedback through digital
interactions. This feedback is evaluated using review
velocity measurement, which captures the speed and
intensity of review activity. Temporal customer
behavior analysis is then used to identify engagement
patterns,  reputation changes, and operational
implications. The framework connects engagement
assessment, brand reputation evaluation, and
operational responsiveness to understand market health
outcomes. Finally, strategic decision-making and
continuous improvement create a feedback loop through
which organizations can manage customer experience
more effectively using dynamic review-based insights.

Review Velocity Conceptual Dimensions
Dimension 1: Review Frequency

Review Frequency measures how many customers
leave reviews within a specific time period, indicating
customer involvement and feedback intensity [25]. It is
expressed as:
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_Nr
T

Dimension 2: Review Acceleration

RV

Review Acceleration measures how quickly review
generation increases or decreases over time, revealing
changes in customer interaction intensity. It is
calculated as:

RA = RFt—RFt—1
~ RFt-1
Dimension 3: Review Momentum

Review Momentum captures the continuity and
persistence of customer feedback activity over time. It
can be quantified as the cumulative velocity of reviews:

n
RM = Z RFt
t=1

Dimension 4: Sentiment Movement Review

Review Sentiment Movement examines how positive,
negative, and neutral customer opinions change over
time, emphasizing shifts in reputation. It is expressed
as:

SM=St-5t-1
where S is the intensity of sentiment.

4. RESEARCH METHODOLOGY
Research Philosophy

The study adopts an interpretivist research philosophy
because it aims to explore and conceptualize review
velocity as an emerging customer analytics measure
rather than test a predictive hypothesis. Interpretivism is
suitable because customer feedback behavior, brand
reputation, and engagement patterns require social and
situational interpretation. This philosophy supports a
critical analysis of how digital reviews reflect customer
perceptions and organizational performance. Unlike
positivist methods that focus mainly on numerical
measurement and prediction, interpretivism provides
thematic insight into changing customer relationships.
Therefore, this philosophy is appropriate for analyzing
review velocity within customer experience and market
health evaluation.

Research Approach

The study uses a qualitative conceptual research design
supported by thematic analysis of academic literature
and industry evidence. This approach is appropriate
because the goal is to define review velocity as a
promising theoretical construct rather than to validate a
predictive model. Academic literature, industry reports,
and published market statistics are critically reviewed to
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identify relationships between review behavior,
customer engagement, and brand reputation. This
approach combines thematic interpretation and
conceptual reasoning to analyze the limitations of
current customer experience metrics.

Research Design

The study uses a thematic analysis-based research
design to systematically examine existing knowledge
related to customer experience analytics, electronic
word-of-mouth, temporal behavior analysis, and
emerging performance metrics. The design includes
literature identification, thematic categorization, critical
comparison, and conceptual framework development.
The analysis is guided by four major themes: limitations
of traditional customer experience measures, online
review behavior dynamics, the temporal nature of
customer feedback, and the strategic value of review
velocity.

Data Sources

The study is based on secondary sources, including
peer-reviewed academic articles, conference papers, and
published industry reports. The theoretical foundation is
drawn from academic databases such as IEEE Xplore,
ScienceDirect, SpringerLink, and Scholarly Insight.
Additional evidence is drawn from reputable market
research institutions and digital experience reports to
understand current trends in customer engagement and
online feedback behavior. The selected sources focus on
electronic ~ word-of-mouth, customer experience
management, digital analytics, reputation management,
and temporal customer behavior.

Statistical Evidence Analysis

The statistical evidence analysis in this study focuses on
interpreting  quantitative findings from existing
academic research and industry reports to support the
conceptual formulation of review velocity. The study
does not validate a direct empirical dataset; instead, it
critically evaluates reported numerical evidence related
to customer engagement trends, online review behavior,
brand reputation, and digital interaction patterns.
Comparative interpretation is wused to identify
similarities, differences, and behavioral changes across
market conditions. Growth or decline trends are
analyzed using percentage change:

_v2-v1
on

The initial value is represented as V1, and V2
represents the value after a given period. This method
helps evaluate changes in customer feedback intensity

and theoretically supports the use of review velocity as
an emerging performance indicator.

PC x 100
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5. FINDINGS AND DISCUSSION

Limitations of Traditional Metrics in Capturing
Dynamic Customer Behavior

Total Reviews and Review Sentiment Trend
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Fig. 5: Customer Review in UK Retail

Conventional customer experience indicators, such as
ratings, review counts, satisfaction rates, and sentiment
scores, are useful but do not fully capture dynamic
changes in customer experience. BrightLocal consumer
review findings show that about 93% of online
consumers read local business reviews, highlighting the
need for continuous feedback monitoring [27]. Review
velocity addresses this limitation by examining the rate
and intensity of feedback generation, allowing
organizations to identify emerging behavioral trends
earlier.

Table 1: Traditional Metric

Table 2: Engagement Indicator

. rrent Lo locit
Indicator Curre Limitation ve .0 oy

Measure View
Social Likes, Misses Measures
Media comments, hidden feedback
Interaction shares [interactions| intensity

. . Track

Review Review Ignores acks
Quantity count timing engagement

speed

Customer User lel.ted Shows
ir ... | behavioral |engagement

Participation|contribution

context | momentum

Industry and academic evidence show a continued
increase in customer-generated content, which creates a
need to measure not only the volume of feedback but
also the rate at which customers

businesses.

interact with

The Connection Between Review Velocity and Brand

Reputation

Brand reputation is increasingly shaped by the speed at
which customer opinions spread across online
platforms. Reputation measures such as average ratings
often lag because they are based on historical feedback.
According to [28], industry statistics show that online
reviews influence product purchase decisions for a
significant share of consumers, making review velocity

Review
Metric Focus | Limitation [ Velocity
Value
Average Misses Tracks
Rating Satisfaction| changes feedback
£ over time | movement
Review | Feedback Ignores ;\ﬁgfisu;gzn
Volume count speed P p
rate
. .. - Track
Sentiment| Opinion Limited senrtail;leilt
Score tone time view
movement

Review Velocity as a Fresh Customer Interaction
Indicator

Review velocity adds time into customer engagement
measurement by assessing the speed at which customers
leave feedback in digital settings. Unlike traditional
engagement measures, it captures the intensity and
momentum of customer participation over time.
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an important consideration in digital reputation
management.
Table 3: Reputation Indicator
Reputatio Current Limitatio Velo‘c1ty'
n b n Contributio
Indicator PP n
Slow to Detects rapid
) Overall show .
Star Rating . reputation
reputation sudden .
shifts
changes
. . .| Limi Track
Sentiment | Positive/negativ 1rp1ted racks
. .. time sentiment
Analysis € opinion . :
dimension | movement
. . D h
Review Popularity ocs not S ows
. show reputation
Volume signal
urgency | momentum
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Customer Feedback Intelligence and Operational
Excellence
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Fig. 6: Customer Satisfaction and Loyalty for the
Microsoft Brand

Customer feedback intelligence helps organizations
transform  online  feedback  into  actionable
improvements. Traditional feedback management
methods are often reactive because issues are usually
detected after customer dissatisfaction becomes visible.
Research on customer service shows that a significant
share of consumers switch brands after poor service
experiences, emphasizing the importance of timely
response mechanisms [29]. Review velocity provides
operational intelligence by identifying rapid changes in
customer feedback behavior, helping organizations
respond faster and reduce reputation damage.

Table 4: Operational Approach

Operational | Traditional Limitation Velocity
Approach | Practice Application
Complaint Actlve Slower | .. Idep‘mﬁeg

issue . dissatisfaction

Management . detection /

handling earlier

Customer Periodic Low Supports
. continuous

Surveys | evaluation | frequency o
monitoring

. . . 1t
Reputation | Historical | Delayed S?Eggr S

Monitoring | assessment | response ..

decisions

Results Interpretation

The thematic analysis indicates that review velocity is
an effective conceptual addition to current customer
experience measurement strategies. Conventional
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factors such as ratings, review volume, and sentiment
scores provide limited insight into temporal customer
behavior. Review velocity adds a dynamic approach by
capturing changes in feedback intensity, engagement
momentum, and reputation movement. The analysis
suggests that higher review velocity may reflect
stronger customer contact, while a sudden acceleration
in negative feedback may indicate operational issues.
Therefore, review velocity can supplement existing
performance measures by helping organizations better
understand customer engagement trends, brand
reputation shifts, and market health conditions.

Limitations and Future Research
Limitations

=> This research is based on thematic analysis and
secondary evidence rather than validation
using a direct empirical dataset.

- Customer review behavior may vary by
platform, industry, customer segment, review
volume, and sentiment context.

Future Research

Future research should empirically validate the review
velocity framework using large-scale, cross-platform
review datasets. Subsequent research can explore
automated detection methods, real-time monitoring, and
integration with artificial intelligence-based customer
analytics [30]. Additional studies should examine
review velocity patterns across sectors and evaluate
their relationship with customer satisfaction, operational
performance, long-term brand outcomes, review
volume, and sentiment movement.

6. CONCLUSION

This study presents Review Velocity as an emerging
performance indicator for improving insight into
customer engagement, brand reputation, and market
health in online settings. The thematic analysis shows
that conventional measures such as ratings, review
volume, and sentiment scores provide limited
information about the dynamic nature of customer
reviews over time. Review velocity extends current
customer analytics methods by capturing the speed,
intensity, and momentum of review activity across
online channels. The proposed conceptual framework
highlights its potential value for organizations seeking
more dynamic customer experience intelligence and
faster operational improvement. Although future
empirical validation is needed, review velocity offers a
promising direction for customer analytics research and
strategic decision-making.
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