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1. Introduction
[bookmark: _Toc235646897]1.1 Background of the study
Online customer reviews have become an important part of digital consumer decision-making, particularly in retail settings where consumers often evaluate products before purchasing. These reviews operate as a form of electronic word-of-mouth, allowing consumers to access other buyers’ experiences, opinions and product evaluations (Cheung and Thadani, 2012). Babić Rosario, de Valck and Sotgiu (2020) argue that eWOM involves creation, exposure and evaluation, which makes online reviews especially relevant to understanding how consumers form purchase intentions.
This study's relevancy is reinforced by the UK retail scenario. Internet sales make up 27.1% of all retail sales in Great Britain in 2024, and 27.4% in 2025 (Office for National Statistics, 2026). This implies that an increasing portion of customers now have access to reviews, ratings and product comments that they use to influence their buying choices in digital platforms. From the practical perspective, Floyd et al. demonstrate that online product reviews can have an impact on retail sales metrics – real proof that reviews have an impact from both the educational and retail perspectives.
[bookmark: _Toc235646898]1.2 Research problem and rationale
Although online reviews can support consumer decisions, their influence is unlikely to be automatic. Consumers may respond differently depending on whether reviews appear credible, detailed, relevant and useful. Mudambi and Schuff (2010) show that the helpfulness of reviews affects how consumers use online review information, while Jiménez and Mendoza (2013) link online reviews directly to purchase intention. Filieri et al. (2018) further suggest that information helpfulness can shape consumer purchase responses.
It's also a commercial concern in the UK. According to a Reuters Staff report (2025), 90% of consumers use online reviews and Amazon is set to take measures to improve its efforts at detecting fake reviews following a CMA report. Wood (2025) similarly stated that circa £23 billion of UK spending is affected every year due to crowd sourced review information. These shows the importance of trust in the credibility of the reviews and their role in consumer confidence and the retail business.
[bookmark: _Toc235646899]1.3 Research aim
This study aims to examine the influence of online customer reviews on purchase intention among UK retail consumers, with particular attention to how review credibility and review usefulness shape consumers’ willingness to buy.
[bookmark: _Toc235646900]1.4 Research objectives
1. To examine whether UK retail consumers read online reviews before making purchases. 
2. To investigate whether review credibility influences purchase intention. 
3. To assess whether review usefulness influences purchase intention. 
4. To identify how UK retailers can use online reviews to improve consumer confidence and sales. 
[bookmark: _Toc235646901]1.5 Research questions
1. Do online customer reviews influence purchase intention among UK retail consumers? 
2. Does the credibility of online reviews affect consumers’ willingness to buy? 
3. Does the usefulness of online reviews affect consumers’ willingness to buy?
4. How can UK retailers use online reviews to improve consumer confidence and support sales?
[bookmark: _Toc235646902]2. Literature Review
[bookmark: _Toc235646903]2.1 Scope of the literature review
This literature review focuses on online customer reviews as a form of electronic word-of-mouth, with specific attention to review credibility, review usefulness and purchase intention. They are evident in the proposed study, as UK retail consumers increasingly come across information about reviews before making a purchase decision. Cheung and Thadani (2012) state electronic word of mouth is a very important aspect of consumer research because consumers use digital word of mouth to shape their evaluation of a product, brand and/or the retail outlet. According to Babić Rosario, de Valck and Sotgiu (2020) eWOM is a process that includes creation, exposure and evaluation, hence appropriate for the discussion of online reviews affecting consumer decision-making processes in the retail context.
[bookmark: _Toc235646904]2.2 Online customer reviews and consumer decision-making
Online customer reviews influence consumer decision-making by reducing uncertainty and providing product information from other consumers. Mudambi and Schuff (2010) show that consumers do not treat all reviews equally, as the perceived helpfulness of a review affects how useful it becomes during decision-making. Zhu and Zhang (2010) found that online consumer reviews can affect product sales, although the effect may vary depending on product and consumer characteristics. This suggests that online reviews are more than simple opinions; they can become decision cues within online retail environments.
Review exposure also matters. Maslowska, Malthouse and Viswanathan (2017) found that the effect of reviews on purchase decisions can depend on the degree of review exposure and price. This is useful for the proposed study because UK consumers may not all rely on reviews in the same way. Chen et al. (2022) add that reviews can shape purchasing decisions by attracting consumer attention to specific product information. Wang et al. (2023) also support the continued relevance of eWOM in online purchasing behaviour, showing that digital review information remains important in consumer decision processes.
[bookmark: _Toc235646905]2.3 Review credibility and purchase intention
Review credibility is central to this study because consumers are more likely to be influenced by reviews they perceive as trustworthy, honest and reliable. Jiménez and Mendoza (2013) found that online reviews can influence purchase intentions, particularly when consumers perceive the review information as credible. This supports the inclusion of review credibility as one of the key independent variables in the proposed research.
It is also the presentation of the review information that impacts with credibility. Schlosser (2011) demonstrates that an argument that it contains both positive and negative aspects can impact helpful and convincing online reviews. This means that as much as it is about positive ratings, it's also about the credibility of information provided to users, and the balance it provides. Similarly, in a social media context, Erkan and Evans (2016) connect eWOM credibility to the consumers' purchase intention, indicating that consumers would prefer to purchase content they believe is credible. While they study social media, their approach is applicable to such platforms as retailing review platforms, where the information is also created by consumers.
Other features relating to the reviewer can impact credibility. Based on the finding by Pan and Zhang (2011) that not all user-generated reviews are equally useful, consumers evaluate the quality of reviews before they use the review information. In retail environments, vague or misleading and false reviews could have lesser impact on their buying decisions than more detailed and trustworthy reviews.
[bookmark: _Toc235646906]2.4 Review usefulness and purchase intention
Review usefulness refers to the extent to which consumers believe a review helps them make a better purchase decision. Racherla and Friske (2012) examined perceived usefulness across service categories and showed that usefulness is an important feature of online reviews. This supports the proposed study’s focus on usefulness as a separate variable from credibility.
According to Filieri (2015) review helpfulness can be explained in terms of a diagnosticity-adoption framework, which posits that useful reviews contain information that aids a consumer to make their decision about a product. This is especially important for UK retail customers as product reviews will include valuable information to help service the customers' needs regarding the quality, value, delivery, sizing, usability and customer service. Another study by Filieri et al. (2018) revealed that consumers making purchase decisions based on online information will be affected by the importance of perceived information helpfulness.
The delivery of a review may very well be handy depending on the sort and content of the review. According to Purnawirawan, De Pelsmacker and Dens (2012), specified leaning balance and sequence will mediate the effect of perceived usefulness on attitudes and intentions. This implies that usefulness of reviews is not only a matter of whether there are reviews, but about the understanding, relevance and usefulness in decision-making of information.
[bookmark: _Toc235646907]2.5 Purchase intention in UK retail
Within the retail set up of the UK, the purchase intention is a relevant outcome variable as online purchasing has formed a considerable amount of consumer habits. While digital retail may still be a small part of a retailer's processes, ONS data reveals that this channel made up 27.1% of total retail sales in Great Britain in 2024 and 27.4% in 2025 (Office for National Statistics, 2026). The online share of sales has remained a similar level compared to April, with May 2026 showing a higher proportion of online sales at 28.8% (Office for National Statistics, 2026). These numbers only reinforce the need to focus on the impact of online information on customer willingness to purchase, in particular customer reviews. 
UK consumer behaviour also backs this up, as 77% of them consider the majority of online reviews when deciding to buy something. Around £23 billion of UK consumer spending is affected each year by the “crowd-sourced” information provided by reviews, while the Competition and Markets Authority suggested that 90% of consumers use online information about reviews when making a purchase. This suggests that reviews operate as decision-making cues that may affect confidence, perceived risk and purchase intention. The CMA’s investigation into Amazon’s fake-review controls further shows why review credibility matters, as Amazon agreed to strengthen detection systems against fake ratings and catalogue abuse (Reuters Staff, 2025). This supports the academic evidence that online reviews can influence retail sales and purchase outcomes (Floyd et al., 2014; Babić Rosario et al., 2016). However, for this study, the focus is not sales performance itself, but whether UK consumers’ purchase intention is shaped by the credibility and usefulness of reviews, which is consistent with wider eWOM evidence on intention to buy (You, Vadakkepatt and Joshi, 2015; Ismagilova et al., 2019).
[bookmark: _Toc235646908]2.6 Research gap
Existing research establishes that electronic word-of-mouth influences consumer decision-making and market outcomes. Cheung and Thadani (2012) show that eWOM research covers several areas of consumer response, while King, Racherla and Bush (2014) argue that further focused research is still needed to clarify what is known and not known about online word-of-mouth. Several studies have examined online reviews through sales-based outcomes, including Floyd et al. (2014) and Babić Rosario et al. (2016), while Maslowska, Malthouse and Viswanathan (2017) focus on review exposure and price. Other studies examine eWOM in social media contexts (Erkan and Evans, 2016), service-related review usefulness (Filieri et al., 2018), or consumer attention using eye-tracking evidence (Chen et al., 2022). Therefore, the gap for this study is the limited focus on the combined influence of review credibility and review usefulness on purchase intention among UK retail consumers using a simple primary quantitative survey. This study addresses that gap by collecting data from UK consumers and testing whether these two review-related factors significantly influence purchase intention.
[bookmark: _Toc235646909]3. Methodology
[bookmark: _Toc235646910]3.1 Research design and approach
This study will follow the Research Onion framework, using a positivist philosophy, deductive approach, survey strategy, mono-method quantitative design and cross-sectional time horizon (Saunders, Lewis and Thornhill, 2019). A quantitative approach is appropriate because the research aims to measure relationships between review credibility, review usefulness and purchase intention using numerical data (Creswell and Creswell, 2018).
[bookmark: _Toc235646911]3.2 Data collection method
Primary data will be collected through a structured online questionnaire. A survey is suitable because it allows standardised responses from a relatively large group of UK retail consumers within a limited timeframe (Fowler, 2014). The questionnaire will include closed-ended questions based on the key variables. Items will be measured using a 5-point Likert scale, ranging from strongly disagree to strongly agree, as Likert (1932) established this approach for measuring attitudes and perceptions. Questionnaire items will be adapted from previous studies where possible to improve measurement consistency, following DeVellis’s (2012) guidance on scale development.
[bookmark: _Toc235646912]3.3 Sampling strategy
This target group will consist of UK retail consumers aged 18+, who read or trust in online customer reviews before buying. Between 100-150 respondents will be targeted. This type of sampling will be applied as it is helpful and feasible to access relevant individuals within the scope of the project but also as this approach will not be sufficient for the generalisation of the findings of this research (Taherdoost et al, 2016).
[bookmark: _Toc235646913]3.4 Data analysis and ethics
Descriptive statistics, Cronbach's Alpha, correlation and multiple regression will be used to analyze the data. The internal consistency of the Likert-scale item will be tested using Cronbach's Alpha (Gliem and Gliem 2003), correlation, and regression methods will be employed to test the relationships between variables of review credibility, review usefulness and purchase intention in the SPSS software (Field 2024).
Before primary data collection, the ethical approval will be obtained. Research participants shall be provided with unambiguous information regarding the purpose of study, informed and given a choice to opt out of answering the questionnaire before filling it out. This is in line with informed consent (BERA, 2018). Any names or identifiable information will not be collected and any responses will be reported as an overall average. Data will be stored securely in line with transparency and data minimisation principles (ICO, 2023).
[bookmark: _Toc235646914]4. Expected Findings
This study is expected to indicate that online customer reviews may influence purchase intention among UK retail consumers. Based on existing research, review credibility is likely to be associated with stronger willingness to buy, as consumers may place more trust in reviews perceived as honest and reliable (Jiménez and Mendoza, 2013). Review usefulness may also support purchase intention by helping consumers evaluate products more confidently (Mudambi and Schuff, 2010; Filieri et al., 2018). The findings may offer practical insight for UK retailers on improving review quality, consumer confidence and online purchasing behaviour.
[bookmark: _Toc235646915]5. Limitations
Limitations of this study are related to sample size, sampling process and response, accuracy. The sample (100-150 UK retail consumers) proposed is appropriate for a small-scale MBA dissertation, but this sample might not be representative of all UK consumer groups. Another sampling limitation for convenience sampling is lack of a representative sample of the total population from which the sample is taken. The investigation will be conducted by the use of a self completed questionnaire which could lead to personal perceptions than actual purchasing behaviour. Limited time of collection of data and data analysis may also restrict data depth. Appropriate and transparent questioning, screening questions and anonymous responses and careful interpretation will diminish these limitations.
[bookmark: _Toc235646916]6. Timeframe (Gantt Chart)
	Activity
	W1
	W2
	W3
	W4
	W5
	W6
	W7
	W8
	W9
	W10
	W11
	W12
	W13

	Finalise topic, aim, objectives and research questions
	●
	●
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 

	Complete proposal and ethics form
	●
	●
	●
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 

	Literature review development
	 
	●
	●
	●
	●
	●
	 
	 
	 
	 
	 
	 
	 

	Questionnaire design and pilot testing
	 
	 
	●
	●
	 
	 
	 
	 
	 
	 
	 
	 
	 

	Ethics approval and amendments
	 
	 
	●
	●
	●
	 
	 
	 
	 
	 
	 
	 
	 

	Primary data collection
	 
	 
	 
	 
	●
	●
	●
	 
	 
	 
	 
	 
	 

	Data cleaning and preparation
	 
	 
	 
	 
	 
	 
	●
	●
	 
	 
	 
	 
	 

	Data analysis
	 
	 
	 
	 
	 
	 
	 
	●
	●
	●
	 
	 
	 

	Findings and discussion writing
	 
	 
	 
	 
	 
	 
	 
	 
	●
	●
	●
	 
	 

	Full dissertation draft completion
	 
	 
	 
	 
	 
	 
	 
	 
	 
	●
	●
	●
	 

	Editing, proofreading and formatting
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	●
	●
	●

	Final checks and submission
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	●


Table 1:Dissertation Project Timeframe Gantt Chart
[bookmark: _Toc235646917]7. Conclusion
This proposition offers a specific study on how online customer reviews impact on customer buying intent for retail customers in the UK. The research is relevant, as online reviews are now an important means of decision-making in online retail, when consumers believe the online reviews will be credited, credible, and useful before they make online purchases. The aim of the study is to investigate whether UK retail consumers read reviews before purchasing a product, examine the relationship between the trustworthiness of a review and willingness to purchase and investigate the relationship between the usefulness of a review and purchase intention. A quantitative methodology is the right approach as it enables measurable relationships to be tested between the key variables. Be aware that some limitations may be associated with convenience sampling and self-report data, but will be addressed by careful questionnaire design, ethical data collection, and careful analysis. In general the research will potentially offer valuable insight for academic research as well as for practical application in consumer confidence and consumer buying behaviour in UK retailers via their use of online reviews.
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