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Instagram, TikTok, and YouTube social media platforms have transformed the conventional marketing experience, as it has established a two-way and interactive communication. Consumers now use electronic word of mouth (eWOM) and advice given by influencers to assist them in making a purchase decision. Such internet relations are more authentic and plausible than the old types of advertisements. This does not just alter the way individuals feel about things, but even their real purchases. Recent industry reports have indicated that more than 80% of consumers in the UK would go online to seek suggestions before purchasing a product, and close to 70% of consumers have been influenced by social media personalities to make a purchase. This change highlights the shift in consumer decision-making models, which have become increasingly inclusive of social validation, perceived credibility, and parasocial relationships with influencers. The selective utilisation of influencers has therefore been a critical element of the digital marketing approaches in the UK, as organisations aspire to utilise opinion leaders to increase brand recognition and conversion. These platforms have transformed the way brands communicate to their customers by creating personal, real and easy-to-identify channels of communication.  Firms do not use unidirectional advertisements anymore. Instead, they collaborate with influencers who are the trusted representatives of the brand to customers.  Influencers usually present real-life examples, reviews of the product, and how the brand can be applied to their lives, which can be emulated by the followers. This creates emotional attachment to the firm. This has been quite successful in the UK market, where individuals appreciate frankness and candour in internet relationships.  This has been augmented by the emergence of micro and nano influencers. They have fewer but dedicated audiences; therefore, people tend to believe what they suggest more than what is suggested by traditional celebrities.  A significant number of fashion, beauty, and IT companies in the UK today use much of their marketing budget on relationships with influential people to encourage more to purchase their products and encourage them to engage in their brands. Additionally, social media allows brands, influencers, and consumers to interact in real time as it is an interactive tool.  Social evidence, such as likes, comments and sharing, makes people have more trust in a brand.  Due to this fact, influencer marketing and online reviews have become significant elements of the online marketing ecosystem.
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Research Objective
To explore the impact of online reviews and social media influencers on consumer purchasing decisions in the United Kingdom, based on secondary data sources.
Research Questions
1. What is the effect of online reviews on the purchasing intentions of UK consumers?
2. What is the level of influence of influencer endorsements on buying behaviour?
3. What is the interaction between reviews and influencers on the overall consumer trust and decision-making?
The latest meta-analytic data demonstrate that influencer marketing can significantly impact consumer behaviour and decision-making (Pan et al., 2025). Companies that would like to enhance their marketing plan in a highly competitive online environment must understand how these alliances operate.  The research aims at determining trends that illustrate how trust, authenticity and perceived knowledge influence buying decisions by examining the secondary data collected by credible sources. The findings will assist the marketers in devising evidence-based strategies to attract more people to their brands and retain them in the UK market.
[bookmark: _Toc211469983]
Literature Review
Consumer decision-making in the United Kingdom has been significantly transformed by the digital age, where electronic word-of-mouth (eWOM) and influencer marketing are now the leading influencers of purchasing behaviour. The social proof hypothesis assumes that when faced with uncertainty, people follow the opinions of others and apply social signals like product reviews and endorsements of influencers to make their own purchases (Cialdini, 2016). These social signs have been rather significant in the UK, where retail is highly digital, and consumers evaluate the legitimacy, authenticity, and trustworthiness of a brand. One of the most effective methods of exploring the impact of online communication on the way people perceive things is the source credibility model. The parasocial interaction theory explains why people feel like friends with influencers and develop emotional bonds that culminate in engagement and loyalty (Labrecque, 2014).  These models demonstrate that influencer promotion and user-generated reviews are superior to traditional advertisements in providing people with information about products in the UK. EWOM has much evidence that it influences the purchasing behaviour of individuals.  According to Chevalier and Mayzlin (2018), positive internet reviews create a significant impact on sales since people are likely to believe that the product is superior and safer.  Such a trend is supported by the recent studies in the UK: BrightLocal (2024) found that 87 per cent of UK consumers regularly read online reviews. It demonstrates that such online feedback has become a standard of the British customer culture:  eWOM also influences the level of emotional attitude to the firm and the degree of trust that customers have towards it. BrightLocal (2024) indicates that 87% of consumers in the UK read online reviews on a regular basis. This implies that online commenting is now part of British culture.  Influencers are perceived by people as online opinion leaders whose content is nice and realistic, thus making people believe that the brands are authentic (Pan et al., 2021). This information builds up the emerging knowledge that the authenticity of the content and reputation of the influencers are the key to successful marketing.  
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Research Objectives
1. To experiment with the impact of the characteristics of online reviews, such as valence, volume and recency, on the purchase intentions of UK consumers.
2. To test the impact of influencer credibility, authenticity and alignment on the buying behaviour.
3. To examine the effects of online reviews in general on the endorsement of influencers on consumer trust and purchase decisions.
4. To offer strategic thinking to UK marketers who want to integrate eWOM and influencer marketing effectively.
Research Questions
1. What impact do online reviews have on the purchase intentions of UK consumers?
2. What is the level of impact of personalities on consumer trust and purchase behaviour?
3. How are online reviews connected to influencer marketing that has an impact on the final buying decision?
One of them is to establish the position of the review volume and valences in the predictive intention to purchase, hinged on the bandwagon effect (Xiao and Myers, 2025). The study will be based on a quantitative secondary method of data collection, whereby available data from credible platforms of market research, which include Statista, YouGov, and Trustpilot, will be used. The information from these sources will enable us to objectively analyse tendencies in consumer involvement, credibility of reviews, and the effectiveness of influencers. The regression analysis and correlation testing will be applied to determine the significant relation between variables, including the traits of the review, the credibility of the influencer, and consumer trust. The data will target the UK consumers within the period of 2010 to 2025 to make the data relevant in terms of context. The results of the analysis will be used to contribute to the understanding of the role of digital credibility aspects in shaping current purchasing intentions in the online market of the UK, which is developing. 
Theoretical Framework
This research's theoretical background is a combination of social proof theory, source credibility model, and the theory of trust to explain how online reviews and the credibility of the influencer together influence consumer buying behaviour. The proposed conceptual model assumes that the two variables (online reviews and influencer endorsements) are external information cues that increase customer trust, therefore, creating purchase intention.  In this model, online reviews, which depend on valence, volume and recency, provide a sense of cognitive confidence towards the quality of the products. Meanwhile, affective trust and perceived authenticity are formed based on the influence of the credibility of the influencers, including expertise, trustworthiness, and attractiveness. The idea is to transform these perceptions into increased buying intentions through consumer trust brought in as an intermediary.. Moreover, the variables that can be moderated, including product type, consumer demographics, and digital literacy, can either reinforce or undermine these relationships. For instance, social media endorsements can have a greater impact on younger consumers or those purchasing hedonic goods than on utilitarian buying decisions. The hypothesised relationships put forth are that (1) characteristics of reviews and the credibility of influencers have a positive influence on consumer trust, (2) trust mediates the connection between predictors and purchase intention, and (3) moderating variables modify the magnitude of effects of these predictors on consumer segments. The congruence between the influencer and the follower is demonstrated to enhance the influencer's effect on attitudes and behaviour (Lu & Seah, 2023).
Methodology
The proposed study would utilise a quantitative research design, focusing exclusively on the analysis of secondary data to examine the influence of online reviews and influencers on the purchasing behaviour of UK consumers on social media. The methodology will facilitate the integration of extensive and empirical data, providing objective and generalisable insights on consumer behaviour from 2010 to 2025.


Data Sources
It will be based on secondary data collected online from several trustworthy sources, such as published academic datasets, market research reports (like Statista, Mintel, and YouGov), and publicly available internet review databases (like Trustpilot and Amazon UK). Moreover, influencer activity and audience responses will be recorded using social media analytics archives, including engagement statistics on platforms such as Instagram, TikTok, and YouTube. Data relevant to the UK will be considered only to ensure that the context and the culture remain relevant.
Data Selection Criteria
The datasets are going to be chosen based on the following criteria
1. Published in 20102025 or in respectable/peer-reviewed sources.
2. Targeting UK-based brands or consumers in the UK.
3. It has measurable variables, including reviews, influencer interaction, and buying behaviour.
Variables and Operationalisation
Independent variables include characteristics of the review (valence, volume, recency) and the dimensions of the influencer's credibility (expertise, trustworthiness, attractiveness). The mediating variable is the consumer trust, and the dependent variable in this case is purchase intention. There will be controlled moderators, such as the type of product and the overall demographics of the consumers.
Ethical and Validity Issues
Since the research will involve secondary data, there will be no direct interaction with the participants, which will reduce the risk to ethics. Still, any information will be obtained from the publicly available and ethically accepted repositories. Attempts will be made to ensure data reliability, source credibility, and transparency of analysis, and to clearly express the sources of data, thereby preserving academic integrity. Post-informativeness and hedonic value have been found to predict purchase intention in the context of influencer marketing research (Pan et al., 2025).
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Potential Implications
The study will make important contributions to the theoretical and practical knowledge of digital consumer behaviour in the United Kingdom. The theoretical implication involves the development of a framework that integrates current knowledge on electronic word-of-mouth (eWOM) and influencer marketing. The results will help UK marketers improve their partnerships with influencers and their management evaluations. Brands can understand which credibility cues have the most persuasive power on British audiences, e.g., transparency, authenticity, or expertise. Additionally, insights into how online reviews and influencer messages can complement each other can help companies maximise integrated online marketing communications to enhance consumer loyalty and conversions (Cabeza-Ramírez et al., 2022).  An analysis of influencer marketing reveals that clear communication of a partnership with a brand enables a business to maintain trust with consumers (Samanta et al., 2025). Regression analysis and structural equation modelling (SEM) will be used to analyse the data and test the direct, indirect and moderating effects. Data will be summarised as descriptive statistics, and inferential testing will be done to test hypotheses. Statistical validation and model fit assessment will be conducted using software such as SPSS and AMOS.



Limitations & Delimitation
Several limitations have been identified in the use of secondary data in this study. As the study is based on existing datasets, the data collection procedures, variable selection, and sampling are not under much control. This study is limited to the United Kingdom, encompassing both the research and data that should be published within the period from 2010 to 2025, as well as digital consumer behaviour studies related to the chosen industries in the United Kingdom, including retail, fashion, and technology (Aldlimi, Priporas and Chang, 2025).
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The present research proposal outlines a systematic approach to the study of the overall impact of online reviews and influencer marketing on consumer buying behaviour in the UK, based on secondary data.  The research will offer good ideas to scholars, marketers, and policy makers in the field of digital marketing, as concepts of social proof and credibility theories will be incorporated in the research. To solve these issues, the study will employ a triangulation approach that involves the analysis of the data based on a number of reliable sources such as Trustpilot, YouGov, and Statista. Peer-reviewed, verified, or quality-certified information in the industry repositories will be incorporated to make the material more reliable and credible. Scholars who utilise historical data warn of bias when they do not receive negative feedback (Xiao and Myers, 2025).
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