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ABSTRACT

Product reviews are posted online by the hundreds and thousands for popular products. Handling such a
large volume of continuously generated online content is a challenging task for buyers, sellers and re-
searchers. The purpose of this study is to rank the overwhelming number of reviews using their predicted
helpfulness scores. The helpfulness score is predicted using features extracted from review text, product
description, and customer question-answer data of a product using the random-forest classifier and gradi-
ent boosting regressor. The system classifies reviews into low or high quality with the random-forest clas-
sifier. The helpfulness scores of the high-quality reviews are only predicted using the gradient boosting
regressor. The helpfulness scores of the low-quality reviews are not calculated because they are never
going to be in the top k reviews. They are just added at the end of the review list to the review-listing
website. The proposed system provides fair review placement on review listing pages and makes all high-
quality reviews visible to customers on the top. The experimental results on data from two popular Indian
e-commerce websites validate our claim, as 3-4 newer high-quality reviews are placed in the top ten re-
views along with 5-6 older reviews based on review helpfulness. Our findings indicate that inclusion of
features from product description data and customer question-answer data improves the prediction accu-
racy of the helpfulness score.
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