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Abstract
User reviews reflect a better connection to change the purchase intent, which reduces perceived risk and influences purchasing behavior. This study explores the impact of user-generated reviews on consumer purchase decisions in the UK consumer electronics industry. Through this study, it is necessary to note that the connection between user reviews and purchase intent, which has not been focused on, is going to be researched. Another rationale is that user reviews have been seen as just some opinions, but the rate at which it creates divergence in customers related to product purchases is very different. This study used a systematic literature review, which lowers the bias seen in most of the secondary sources. The study used 10 sources as filtered by the PRISMA tool, and the search strategy that is mentioned in the Appendix showed that quality outcomes are attained. The common patterns are being coded manually in relevant ways to convert into themes to lead to a quality result.
Perceived trustworthiness and expertise of reviewers affect the purchase intent of UK electronics buyers. This is the first theme where literary evidence showed that trusted and expert people affect the purchase intent of electronics. The reason is that people believe verified reviewers, as it is seen that anyone who is anonymous could not get the right purchase intent in this domain. In addition, there is an impact of positive-to-negative feedback influences on perceived consumer risk. It is the second theme which showed that moderate reviews have a different impact than unilateral ones, where there is a high chance that the former could embed a skeptic effect, but the latter might not have that impact as required. Different influences exerted by reviews in the UK electronics market. This is the third theme, which showed that social media tends to have a better outreach than other counterparts, like third-party websites. Then, there is the rising importance of user-generated reviews on the technical complexity or price point of the electronic device. This showed that people who found the reviews to be relevant will be accepted versus the marketing knowledge that could make the entire reviews irrelevant. 
To make this work better, there's a need to note that meta-analysis could be another option, which is used to study the reviews based on which the connection to purchase intent could be reviewed. In addition, source credibility, sentimental analysis and methodological changes in the work could make the work much more authentic.
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Introduction
[bookmark: _Toc229753856]Background of the research topic
[image: ]
Figure 1: Share of user-generated reviews in the consumer electronics sector in the UK
(Source: Simeon, 2024)
This research topic is very much relevant as it looks into the consumer purchase decisions in the UK consumer electronics company. The reason is that these people look at these online reviews before buying a product (Kang et al., 2022). These online reviews have a better description of the features and aspects that could attract or repel a consumer, making them relevant (Li, 2022). Even in the UK, Simeon (2024) found that 42% consumers give more weight to the user-generated reviews than others when buying electronic items. This is due to the practical experiences shared by customers on social media or the website, making it easy for people to understand how these electronics could work in this domain (Espuela, Reina and Sevilla, 2023). However, Chen et al. (2022) stated that most online reviews neglect the emotional valence and content of the comments, due to which the impact on their purchase intent is ignored. These reviews need to be studied as it builds trust, mitigate perceived risks and influence sales. In addition, Stapleton-Charles (2020) stated that 84% of consumers tend to give more importance to online reviews, which is considered as important as the word of mouth. This showed that there is a greater chance of using online reviews to change the psychological mindset of the customers, and that makes them closer to the purchase cycle (García et al., 2024). However, studies on purchase intent and online reviews are very few. Spiegel Research Center (2021) stated that the purchase intent is linked to user-generated reviews, but there are other factors which could be linked with it. This includes star ratings, the nature of the review content, the number of reviews, the source and the price of the reviews. In this case, having a verified set of reviews yields better work where there are 15% better odds at purchase (Spiegel Research Center, 2021). However, the connection employed in several academic works is very less thereby motivating the researcher to study this topic. 
[bookmark: _Toc229753857]Research problem in the literature
Most literature works focused on the review’s influence on purchase decisions, but there are few such studies which looked into the emotional valence of these reviews, based on which poor results are attained. Then, one should even understand that the literature works in this study are not mature enough to make a strong conviction. As such, Sang et al. (2024) stated that the roles of brand trust, brand authenticity, or user engagement are low. This shows a huge research gap, where the work should study more in-depth insights into this consumer psychology properly. However, there is a high chance that previews and reviews could have some linkage with the purchase intent. In this case, Choi et al. (2018) stated that previews only could lead to 15.5% conversion rate, but reviews could drop to 7.9% purchase intent. Therefore, there is a high chance that these conversions could be very dynamic, and so the content of reviews holds much more significance to study this work. This motivated the researcher to study this research problem in the current context. 
[bookmark: _Toc229753858]Urgency or timeliness of the topic
The urgency of the topic is that the advertising sector in the UK tends to be fractured badly, due to which there is a high chance that some issues will remain. As such, Haigen (2025) stated that 92% of British consumers trust user-generated content more than traditional advertising. Therefore, studying this topic is very much required to ensure that the topic generates a feasible advertising way to explore the impact of user-generated reviews on consumer purchase decisions in the UK consumer electronics industry. In addition, several companies find difficulty in setting the right type of reviews, based on which poor outcomes are attained. As such, Choi et al. (2018) stated that these reviews should strategically decide how much content to provide as a preview to promote consumers' purchase decisions. This showed that relying on just preview and review could not lead to better purchase interest, but there is a high reliance on what content it promotes (Mehr, 2025). This showed the gap present in the current work where several firms suffer, thereby motivating the study to be done in this context, which reflects its importance. However, with changes to the online market, these reviews should be considered effectively, but at the same time, cross-checks are required to avoid possible bias too (Zhang, 2025). 
[bookmark: _Toc229753859]Research aims and objectives
Aim: The aim is to explore the impact of user-generated reviews on consumer purchase decisions in the UK consumer electronics industry.
Objectives: The objectives of this work are –
· To investigate how the perceived trustworthiness and expertise of reviewers affect the purchase intentions of UK electronics buyers.
· To determine the extent to which the ratio of positive-to-negative feedback and the total quantity of reviews mitigate or increase perceived consumer risk.
· To assess the varying levels of influence exerted by different review channels in the UK electronics market.
· To identify how the importance of user-generated reviews fluctuates based on the technical complexity or price point of the electronic device.
[bookmark: _Toc229753860]Research questions
The questions of this work are –
· To what extent does the perceived expertise and trustworthiness of the reviewer influence the final purchase decision of UK consumers?
· How do negative reviews versus a high volume of moderate reviews differentially affect the risk perception of UK consumers when buying high-ticket electronics?
· How does the impact of user-generated reviews vary across different digital touchpoints, such as third-party retail sites, social media and dedicated tech forums?
· Does the influence of user reviews increase in correlation with the technical complexity or price point of the electronic device?
[bookmark: _Toc229753861]Scope of the review
This review had a beautiful scope to explore the impact of user-generated reviews on consumer purchase decisions in the UK consumer electronics industry. This is a very vital work, but due to the absence of quality sources, it has not been studied to that extent as required. Simeon (2024) found that 42% of the UK’s consumers tend to give more weight to the user-generated reviews. It shows the stark absence in these reviews based on which problems remain, and that lowers the scope of this work. Therefore, there is a need to embed effective studies to look at the influence on consumer purchase decisions which had been left out, which makes this study vital. Then, it should be noted that this study could explore theoretical and practical value where the content type and length hold much more significance. At the same time, there is a caveat about what kind of verified and anonymous users could lead to a better outcome in this case. Here, in this work, there is a focus on the UK only, and no additional review of markets outside it would be allowed to strengthen the focus of this research study. 
[bookmark: _Toc229753862]Structure of the dissertation
The dissertation starts with an Introduction chapter that introduces the topic, followed by a literature review which reviews the literary works. Then, there is the methodology which reviews the methods, tools and techniques to study the work. This even adds a PRISMA framework, based on which the sources are screened to get quality results. Following this, there is the Thematic review chapter, which reviews the information and compares it with the literature to ensure that the points are validated in this context. This follows the discussion that identifies gaps in current knowledge, resolves conflicting arguments, and potentially proposes a new conceptual framework. After this, there are implications which translates theoretical findings into practice and recommend some measures to improve work. Following this, there is a conclusion part which concludes the work, shows limitations and suggests areas for future research. 


[bookmark: _Toc229753863]Methodology of the Literature Review
[bookmark: _Toc229753864]Search strategy
The search strategy used a systematic literature review to use comprehensive, transparent, and relevant summary of existing research to answer proper questions. Bangdiwala (2024) stated that using a systematic literature review helps in identifying research gaps, which could lead to a better outcome in understanding the context properly. Then, there is the usage of academic ones to evaluate and identify all relevant literature on the topic, thereby creating quality outcomes (Leite, Padilha and Cecatti, 2019). As such, a relevant search strategy will be used to get relevant work. For instance, Bramer et al. (2018) stated that a search strategy helps to generate an effective selection of quality sources in the current context that could yield effective results. In such cases, this search strategy is given with the help of Boolean criteria. This is done with the help of a search string – 
Explore the impact of user-generated reviews AND online reviews on purchase decisions OR sales choices of consumers AND the UK consumer electronics industry.
Based on this statement, relevant articles are reviewed based on which quality outcomes could be attained. 
[bookmark: _Toc229753865]Databases and sources
Databases are very relevant to get the right data to study quality outcomes. Here, the usage of databases like Google Scholar is very much relevant as it helps to select the best articles, which can lead to quality work (Gusenbauer and Haddaway, 2020). The reason is that this database helps to get a variety of articles which help to generate quality outcomes, due to which better results are expected (Haddaway et al., 2015). The sources of these articles are Taylor & Francis, Frontiers, MDPI and others. Using these sources helps to get a variety of information, leading to quality outcomes. These articles are very much relevant as they have the right peer-reviewed articles, which could lead to quality items in this domain (Alex, 2025). 
[bookmark: _Toc229753866]Keywords and search terms
The keywords and search terms help to validate the search type effectively, based on which quality outcomes are attained (Martinez et al., 2025). The reason is that the searches could be more inclusive to get the best type based on which quality outcomes are attained. This is given below –
· User-generated reviews 
· Purchase decisions
· Consumer electronics industry
· UK
The synonyms of the search keywords are –
· Online reviews
· Sales choices of the consumers
· The electronic industry, or mobile phones or laptops
· United Kingdom
These keywords were refined effectively based on exploring the topic properly, based on which a quality outcome is attained. 
[bookmark: _Toc229753867]Time frame for included publications
The time frame for publications is very much relevant to generating quality results. The reason is that it helps to get the right duration framework, which could lead to better results (Felix, 2025). As such, it is seen that embedding a better timeline led to quality outcomes. Here, studies published between 2021 and 2026 are used in the current work. The reason is that this particular duration helps to get the best studies and the best work (Theobald, 2024). However, using a cross-sectional timeline is very much relevant as it could cut down any kind of repeated data, and the entire process is cheap (Wang and Cheng, 2020). This showed a proper time frame to ensure that effective outcomes are attained, leading to better results in this study. 
[bookmark: _Toc229753868]Inclusion and exclusion criteria
Inclusion and exclusion criteria help to select the best sources to do this work. Inclusion criteria involve those sources which include articles that would be used in this study (Nikolopoulou, 2022). Whereas, these exclusion criteria involve those sources which do not include those articles that should be avoided in this work (Patino and Ferreira, 2018). Based on these sources, a relevant study is carried out to ensure quality work. Here, a search strategy is created using inclusion and exclusion criteria attached in the Appendix. This study is carried out with the help of the following criteria –
Inclusion criteria: The studies that would be included in this work involve peer-reviewed articles that will involve primary-centric data, which could target the problems properly. In this case, it is seen that the articles published in the English language are taken. As such, the studies are searched with the help of keywords like User-generated reviews or Online reviews, Purchase decisions or the Sales choices of the consumers, Consumer electronics industry or the electronic industry, or mobile phones or laptops. These criteria are used to study the articles properly, based on which quality results are attained. The sources should be searchable with keywords that must exist within a given timeline of the last 5 years, which is 2021-2026, that can lead to quality work with updated insights. 
Exclusion criteria: The articles that would be rejected in this work would involve studies with secondary research work, and articles and magazines. The reason is that these studies could involve some information that is not true and not justified effectively. Then, any articles that are not published in the English language and are searchable with keywords other than the above-mentioned ones could face issues in studying the work. These studies affect the research outcomes badly, that affect the study badly. Then, any study that has articles outside the 2021-2026 duration would not be included in this work. 
[bookmark: _Toc229753869]Screening process
The screening process is very much required to generate quality sources, based on which quality outcomes are attained. In this case, it should be noted that PRISMA is very valuable as it is a relevant tool to screen the sources and get the right evidence effectively (Page et al., 2021). Here, Rethlefsen and Page (2022) stated that the PRISMA tool helps to carry out the different phases of a systematic review of the articles, based on which quality outcomes are attained. In this case, the articles are identified, screened, and relevant studies are classified based on which quality outcomes are attained (Page et al., 2021). This helps to ensure that relevant tools are available, which could create vital insights. The stages are defined as shown below –
· Identification: Through the usage of articles mentioned above from Google Scholar and other areas, the usage of 200 articles would be used. 
· Screening: After this, we found that 50 articles contained outdated information, based on which a good outcome was not attained. Therefore, we removed these 50 articles, keeping us to 100. Then, based on reports not retrieved. This was reduced to 20 after removing 80 articles that are not suitable in this context. 
· Eligibility: Then, we found that 10 articles were not relevant and were not eligible, which were then removed. 
· Included studies: After this, we found 10 articles based on which quality outcomes are attained. This led to effective insights that gave relevant ideas about the work. 	
(For reference, refer to the Appendix for the PRISMA flowchart)
[bookmark: _Toc229753870]Quality assessment of included studies
The quality and relevance of included studies are vital to get the work done (Raftery et al., 2016). This is needed to ensure that a relevant series of metrics is used to study the context (Gasparyan et al., 2018). As such, some steps are taken to ensure quality is maintained in the work. Suiter and Sarli (2019) stated that having quality work helps to generate relevant outcomes, based on which quality insights are attained. This helps to maintain the right quality in the current work. This is done below –
Journal ranking: The first step is that those articles are taken which have a good journal ranking. As such, journal articles are taken with 3, 4 in the ABS list or A/A* in the ABDC list, which helps to generate the best studies. With a better ranking, there is a high chance that quality sources are used, which yields effective outcomes in the current context (Heidenreich et al., 2023). Then, there is a need to use journal articles that possess a good impact factor. Here, Severin et al. (2023) stated that journal articles with a high impact factor tend to be much more relevant and much more trusted, leading to quality outcomes. Now, related to the sources, it is necessary to understand that peer-reviewed studies could construct quality outcomes in this domain.
Methodological robustness: The next factor is methodological robustness to ensure that there is a good set of methods, tools and techniques based on which quality outcomes are attained (Medina et al., 2024). As such, the selected papers should have a proper research design (Sreekumar, 2025). In addition, it is needed to note that the methods employed in this work were used to ensure that the research questions could be answered effectively. Then, relevant adherence to journal articles is very much required. Mayo-Wilson et al. (2021) stated that relevant adherence embeds transparency rules and standards to generate effective work. This helps to make the methodology very robust in the current context.
Sample size and validity: Here, primary method studies are used, and those articles are used that have a good sample size. This adds validity to generate quality work. In addition, relevant articles that have a good sample size related to quantitative ones would be used, leading to quality works. In such cases, this sample size and validity could structure the work properly. 
Relevance to research questions: The themes that are formed within the current context add relevance to research questions, based on which quality outcomes are attained. 
Theoretical contribution: The study adds a relevant theoretical contribution to the current work that led to effective outcomes. This ensures a better insight that contributes to vital research works. 
[bookmark: _Toc229753871]Analytical method
The literature works used in the systematic literature review are analysed as per thematic analysis. It is a very vital technique as thematic analysis helps to study the data from the articles and analyse them effectively, based on which quality outcomes are attained (Haan and Venema, 2025). In addition, at first, the research papers are studied properly, based on which some common patterns tend to be identified, which are then converted into relevant themes (Naeem et al., 2023). These themes are compared with the study objectives, based on which some changes are being made to ensure quality outcomes (Naeem et al., 2023). These themes help to generate a quality outcome, and after this aspect, there is a need to note that there is a proper need to align with the objectives based on which quality outcomes are attained (Kiger and Varpio, 2020). This helps to ensure that the themes help to construct the work properly, leading to quality work. 






[bookmark: _Toc229753872]Thematic Literature Review / Analysis
[bookmark: _Toc229753873]Theme 1: Perceived trustworthiness and expertise of reviewers affect the purchase intent of UK electronics buyers.
This is a vital theme in the current context, as trustworthy and expert reviewers affect the intent of purchasers in the current UK electronic sector. The reason is that when buyers tend to be experts have better branding and are easier to believe, unlike those reviewers who are anonymous and do not have the right experience to get the right designed content to attract people. Jamil et al. (2023) stated that the usage of online reviewers helps to generate better trust, and this comes with an effective performance extent based on which quality outcomes are attained. In addition, it is seen that using such reviews could lower any kind of online skepticism as the influencers could help to change the views of a particular product for anyone. However, at the same time, one should note that the cultural differences could affect the purchase intent of these buyers. Then, there is a high chance that these UK buyers come from an individualistic culture, based on which they look at different reviewers to evaluate the best opinion that could be used to get the best result. Javed, Rashidin and Xiao (2021) stated that these reviews could be used by these reviewers not only in the form of ads but also in the form of posts that help to get maximum utility from their purchases. However, at the same time, Javed, Rashidin and Xiao (2021) stated that this content design and outreach could be quite uneven, due to which there are high chances that the views could not translate into relevant lead conversions. 
Despite all such issues, it should be noted that these activities tend to read those reviews which are often trusted. This comes from the experience or branding of these reviewers. As such, Javed, Rashidin and Xiao (2021) stated that the user rate of followers shows the experience that increases the influencer post rate, where these interests could lead to following them. However, at the same time, Javed, Rashidin and Xiao (2021) stated that the customers tend to verify the quality of the products being considered. As a result, there is a high chance that more users tend to search the product from different influencer networks to see if such kind of reviews have been made, which shows the extent to which they believe a product to be good. This is true where any kind of bad reviews could be considered as a negative, and that reduces purchase intention. In this research work, Rachmiani, Oktadinna and Fauzan (2024) showed that higher-rated products increase trust levels of the customers, and this influences purchase intentions with a coefficient of determination of 0.62. This showed the rate at which people will believe the influencers who made them very highly connected to their purchase rates.
In this case, these experienced reviewers share their experience about products where the best experience could generate effective purchase intentions through trust levels. This could hike the trust level, which could yield better customer satisfaction. This high customer satisfaction could lead to a stronger perceived quality and purchasing experience that has a positive impact on buying these goods. There is a high chance that customers often look at reviews to get the best opinion, which could influence their purchase rates. However, at the same time, there is a high rate of skepticism in these products too. Javed, Rashidin and Xiao (2021) argued that the views on the products tend to be very uneven and that allow them to look at others' reviews to get the best idea so that the purchase is completed. This showed that the buyers, especially in Gen Z, are ready to buy the products from the start. The reason is that this generation has a big preference for innovation and freshness, where they tend to seek products that reflect the latest developments in the electronics sector. However, in lieu of no opinionated guarantee, there is a back step so that the purchase activities do not hamper the business badly. Then, this phenomenon is identified by Dual Process Theory. As per these theories, Jamil et al. (2023) stated that in one route, the customers search for the best product, but on the other hand, it looks at positive or negative cues which he or she combines to get the best product. This showed the bias based on which the customers could not identify which reviews could be trusted.
This is true, as when customers develop the right trust level, there is a high chance that more and more people believe them and that eventually leads to the purchase cycle. Rachmiani, Oktadinna and Fauzan (2024) showed that positive reviews significantly increase customer trust and that has a positive link with the purchase intent. This showed that customers often tend to look at social proof to get additional validation to reduce risks in online transactions. However, at the same time, the purchase cycle of electronic products is very complex, due to which the perceived usefulness and expertise of people affect the purchase intent of buyers. Here, one must note that the perceived use and viewership of buyers could lead to quality outcomes which yield effective results in this work. Therefore, this validation is desired to be developed by the customers who look at online reviews to generate a better contrast. One must note that positive and negative reviews tend to have a different impact on one another. Rachmiani, Oktadinna and Fauzan (2024) showed that positive reviews help to create a perception that the product is reliable, which boosts much of its purchase rate. However, at the same time, the negative perception could make the product much less reliable, which could cause the trust in these products to come down. This showed that the impact of such reviews could affect the perception of buyers. 
Despite the complexities involved in the current work, it is necessary to note that people have a big trust in these reviews. As per Suguna and Ponmegala (2026), consumers rely more on online reviews from social media platforms to gather information about products or brands than in other cases. In this case, there is a need to note that these reviewers have a good trust in the products. The reason lies in the experience and freedom to express what went wrong. Suguna and Ponmegala (2026) stated that the digital platforms encourage interaction and sharing of opinions among users, due to which every purchase relies on these platforms to get the right sales. However, the main issue lies in the fact that these reviews can be believed or not. Here, there is a bigger caveat that although the reviews are seen, everyone should not be believed. This does not help, as most review readers tend to belong to Gen Z people where most of them use social media at a higher rate. In this case, Jamil et al. (2023) stated that customers tend to look at different reviews to ensure that the products get a positive outlook, based on which they could purchase a product. This is a side-effect of an individualistic society like the UK, where every review given by influencers has a problem with their mindset in one way or another. However, at the same time, there is a problem with the review cycle as well, where random and anonymous ones are often misread and taken for biased, but in the real sense, the verified ones could be giving paid opinions, which affects the perception of users.
[bookmark: _Toc229753874]Theme 2: Impact of positive-to-negative feedback influences perceived consumer risk.
Consumer risk is affected by the ratio of positive to negative feedback. The main worrisome thing is that when the ratio of positive to negative feedback increases, then there is a high chance that the perception changes, but at the same time, when the ratio decreases, then the perception ends. In this case, Jamil et al. (2023) stated that the usage of online reviewers helps to generate better trust, but at the same time, one must understand that customers would not stop at one review. This showed that they would look at several reviews one after another, after which they would stop if they were satisfied with these reviews. This showed that these reviews could influence perceptions of the customers based on which quality changes are noted. Then, Rachmiani, Oktadinna and Fauzan (2024) stated that such reviews tend to look at the purchase intent where there is a direct correlation. However, the main issue is that the purchase intent often relies on the content of these reviews. If these reviews adhere to quality standards, then there is a high chance that people would believe them, but if they are posted by anonymous people, then they are discarded. In addition, the ratio of positive to negative reviews must be studied properly. The main reason is that their combination could help to understand their practical influence on the customers. On the other hand, some gaps do remain in the current context, which increases the need to study. This is seen from the fact that positive and negative reviews are not focused as required.
Bo, Chen and Yang (2023) stated that online reviews tend to be a combination of positive and negative reviews. This could be seen from the fact that positive and negative reviews must be studied properly. Here, Bo, Chen and Yang (2023) stated that consumers face a problem when one tends to work with positive or negative reviews. However, the main question is whether customers are very much concerned about positive or negative reviews or are more considerate about being picky on these reviews. This need to be noted that both positive and negative reviews are very much logical to select the best product. However, Javed, Rashidin and Xiao (2021) stated that these reviews could be used by these reviewers in a biased way, where they would be using the positive context to study the work. This could be seen in the part where these reviews could be paid, where the views could not be considered as relevant as required. In this case, there is a need to note that the views of positive and negative aspects need to ensure a proper understanding. As such, Bo, Chen and Yang (2023) stated that consumers prefer products with both positive and negative aspects because they believe that they could have complete information about the product. As a result, there is a high chance that a complete picture could ensure a proper purchase rate.
However, it should be noted that too much critical review could lower the emotional arousal, which affects the attention and attraction ability. In this case, it should be noted that this emotion is very much required to change the perception of the customers. For instance, Bo, Chen and Yang (2023) stated that the Stimulus-Organism-Response (SOR) Theory is applied here, based on which the online reviews could be framed as very much logical, where the consumer’s attitudes affect the online purchase decisions. However, one thing should be considered that when consumers are given a set of contradictory senses, then there is a high chance that the online shopping view could be changed based on the consumer’s perception, which is changed as per the reviews they faced or read. However, it should be noted that many of the reviews are positive, and there is a master algorithm to show only the positive ones, due to which cognitive dissonance could be seen. The reason lies in the fact that when customers see the negative aspect of the product, after all the way they had been seeing it as a better electronic item, this unleashes a dissatisfaction that lowers the product’s perception. However, one must understand that most companies do not show negative reviews that affect the customer’s viewpoint. As such, Chen et al. (2022) stated that consumers’ attention to negative comments was significantly greater than to positive reviews, that affect the views of customers. Therefore, there is a high chance that such reviews could lower the customer’s perspective badly.
In this case, this negative review could lead to a bigger risk, and this risk is that the customers can stay away from the purchases due to the problems. However, at the same time, the extent of negative reviews could affect the customer’s perceptions, and this lowers the purchase rate. Despite these negatives, most Gen Z buyers tend to use and read reviews as social media is used more by them. This affects the business outcomes, where negative reviews could affect the business. Chen et al. (2022), through their survey, found that 60% of consumers tend to browse online product reviews, where 93% of them help in their purchase intent. However, it must be noted that these reviews could be biased and that could affect the purchase experience, which is an important aspect in most business aspects. As per the current work, it should be noted that their experience of reviews has a greater influence on how they use them to purchase a product. On the other hand, it must be seen that there is too much reliance on these reviews to purchase an item. In this case, Chen et al. (2022) surveyed the area and found that 2% of the consumers read product reviews before making shopping choices, and 60% of them refer to comments every week. The main serious context in this work is that most people often read these reviews before purchasing a product. This is true as their reliance on reviews is quite too much, and this handicaps their critical aspect, where the risk of lowering the faith and trust in customer reviews could be high. The reason is that when optimism bias is taken too much, there is a high chance that customers could find it hard to trust the company. This showed the impact of positive-to-negative feedback influences on perceived consumer risk. This gives a much wider understanding that using such kind of reviews might make or break the dream to yield quality outcomes. 
[bookmark: _Toc229753875]Theme 3: Different influences exerted by reviews in the UK electronics market.
This theme talks about the different influences exerted by these reviews in the current case. The logic is that many reviews could be positive while others are contrasting to them, leading to poor results. This is identified by this work, where positive reviews tend to generate purchase intent. Rachmiani, Oktadinna and Fauzan (2024) surveyed the customers and found that positive reviews can lead to better purchase intent. It is quite true that when customers read positive reviews, they tend to be impressed and are very easily amazed by the product. This might involve a rejection of vital elements, based on which quality outcomes could not be attained. Therefore, there is a high chance that customers could be attracted to purchase a product. In addition, the negative review tends to have a different impact. As such, Bo, Chen and Yang (2023) stated that negative reviews tend to generate a different perception, based on which the emotional arousal that is being expected too much would be very low. As a result, there is a high chance that the customers could be less ready to buy such products, thereby making it hard to get the products. This lowers the purchase rate of electronic products in this domain. However, Bo, Chen and Yang (2023) stated that if the ratio of negative to positive reviews is high, then there is a high chance that people would be more skeptic to accept any review. However, Jamil et al. (2023) stated that this is an individualistic idea where some customers could be more interested in evaluating the situation, but there is a high chance that the reviews could face some issues too. Therefore, the reliance on only reviews cannot be seen as a positive linkage to get the right purchase intent. 
However, Jamil et al. (2023) stated that there are customers in this generation who could read the reviews one after another until he or she develops the right idea if such a product should be purchased or not. This skeptic ideology related to electronic purchases is very common, as there are high chances that these products might not have the right aesthetics or user interface to satisfy their needs. However, related to any apparel, a blind trust could not be done as the price as well as the quality change greatly. This is very much true in the current work, where the conception of electronic products is very limited, leading to poor outcomes. On the other hand, Bo, Chen and Yang (2023) stated that if the proportion of positive and negative reviews rises significantly, then there is a high chance that people would look at negative reviews only, and then, there would be less emotional arousal. As a result, there is a high chance that the customers would not move towards the purchase process properly. This is a red signal for most customers and companies who could face a huge problem in this work. Then, there is a need to ensure that the reviews are designed properly to ensure that it reaches the customers and changes their perception and pushes to purchase the electronic product.
As a result, it is seen that the customers could not trust the electronic products because the credible nature had to be considered in parallel. In this case, it should be noted that many of the reviews can be paid, where the credible nature could be repeatedly questioned. Then, in this case, it should be seen that these reviews could be accepted with a grain of salt. Chen et al. (2022) stated that most reviews or comments are given by customers, where much of their perspectives and their rating on the product tend to be biased. This raises a bigger question in the current situation, where the review is not taken as required, leading to poor outcomes. However, Chen et al. (2022) stated that 93% of consumers often look at online reviews before buying a product. The reason is that these reviews are written by customers who have actually bought the item and are sharing their experiences. This sounds closer to the customers, where the social identity could be considered while seeing this post. In this case, the psychological process in understanding these reviews is very complex, and so, these reviews cannot be considered effectively. This is true as much of the focus is on these statements, but the biggest problem is that the emotional valence is very less due to which there is a high chance that some reviews could not attract the customers. 
However, it should be noted that the negative reviews have a better chance of altering the emotional arousal. This is very true as the negative reviews tend to create a change in mind. The reason is that people are very much considerate of electronic products, as these products have a higher price, and with a generation that is still at a young age, there is a high chance that these products can be purchased at a very low price. Then, Rachel S. (2025) stated that 85% of the respondents have changed their decision owing to a Negative Online Review. It is quite true that people are more worried about negative reviews, as this showcases that the product could be made and is very rare, due to which the frequency of believing could be high. However, in the current case, there is a need to know that these negative reviews should be classified as recency and frequency, based on which they could be trusted. The reason is that there are some positive reviews which could be posted again and again, and that could affect the customers badly. Moreover, it should be noted that most online reviews could be paid and are posted under different handles by the same users again and again. As a result, the credibility of these reviews could be believed much less, making it hard for customers to believe them. Again, it should be noted that in the social media world, the tendency to scams and fake postings is very high. Therefore, there is a high chance that people can believe those posts which are very new and have better practicality. Rachel S. (2025) stated that 70% of the customers believed in reviews by family members or close relatives. The main reason is that there is a low chance of scams, and people could believe them more easily than they should.
However, in this situation, it is noted that the reviewers face a bigger problem in this work. It is to be noted that several scams and fake reviews could be peddled in this area, due to which poor results are seen. Here, Rachel S. (2025) stated that 40% of the respondents encountered negative reviews, due to which poor results are attained. The outcome is that misleading reviews could be paid for, and they run the fake messaging, where much of the information cannot be believed. Here, many of the reviews tend to be paid, and they could face a bigger issue in this area. Then, the researchers even stated that these reviews face a problem of authenticity, ratings issues and manipulation, which had a negative impact on business. Therefore, it should be noted that such a review led to issues lead a poor result in this context. Then, Kumar et al. (2025) stated that marketing on social media has a bad name in the current context. As a result, it should be noted that this bad marketing can lower consumer engagement and purchase intentions. In this case, it should be noted that a lack of relevant focus on social media makes it hard to attain the current research outcomes. Then, it is seen that there is an element of price on the purchase intent. The reason given by Kumar et al. (2025) is that much of the negation comes from prices, where a bad product at a higher price could lead to cognitive dissonance that yields poor outcomes in this work. This means that social media activity affected the perception of the customers, influencing their online impulse buying intentions towards these retail stores.
Then, the social media activity is a very competitive area where it is seen that some problems in this work remain. As such, it is seen that the trust factor could be considered controversial, and this is a skeptical aspect. This showed that most suspiciousness comes from consumers related to how they view electronic purchases. Here, Jamil et al. (2023) stated that many of the reviews are seen by the customers as very skeptical, where they read one after another to understand the core message. As a result, there is a high chance that these customers would develop a negative review, which has a high chance of changing the intent of the marketer. Rachel S. (2025) evaluated that the negative reviews could lead to great changes in the opinions based on which a poor result is attained. Therefore, there is a need to note that these reviews could lower the purchase intent. On the other hand, researchers like Kumar et al. (2025) evaluated that the main problem lies in the rate at which customers perceive these reviews. This is seen in the current work, where credibility remains a bigger issue, and that trust level is very much challenged. In this case, the online reviews make it hard to attain the right outcome, where there is a high chance that the business is affected very badly. However, one must note that reviews could not generate better lead conversions but face the problem in the current case, where there is not much profitable business. Chen et al. (2022) stated that the emotional valence is missing, due to which there is a problem in forming relations with people, based on which the trust facet remains a challenge. Therefore, this study reflected that different influences exert different kinds of impact on positive and negative reviews, with a very different impact on purchase intent.
[bookmark: _Toc229753876]Theme 4: Importance of user-generated reviews on the technical complexity or price point of the electronic device
User-generated reviews are a vital construct in generating a better business outcome. Here, these reviews tend to offer authentic, long-term insights and real-world values, based on which there is a high chance of purchasing them. Even these reviews had a better connection with lead conversions. The outcome of these reviews is very much required as it helps to ensure that the product can be bought in this domain. Chen et al. (2022) stated that positive online customer reviews are very much linked to a higher purchase likelihood as compared to unpleasant ones. In addition, it is seen that these reviews are linked to a perceived credibility which had a significant influence on the purchase decisions. As a result, there is a high chance that these reviews could attract the users. However, the technical features tend to be studied in this context, where much of the attention has been missed. As such, the users who offer reviews could be considered logical if they post relevant technical benchmarks that rely on usability and ease of use. In this case, Chen et al. (2022) stated that people tend to focus on specific and concrete information, like the technical features, which could be respected, that could lead to effective purchase decisions. As a result, these reviews can be trusted more than others, leading to better acceptance of these features.
However, it is to be noted that people often hate the technical jargon, due to which most of them do not look at it with that conviction. In this case, it should be noted that the trust in technical aspects could not be trusted. As a result, there is a need to use relevant information to study the work. In this case, Chen et al. (2022) stated that the more comprehensive the information they considered, the lower the risk they faced of a failed purchase. This is true as the information which they read must be very relevant and authentic, considering quality outcomes. However, it is seen that these reviews often miss the technical perspective and often use marketing language, due to which the repetition often lowers the customer’s attention to buy the product. In addition, the usage of reviews should be systematically used where there is a high chance of creating effective purchase rates. As such, it should be noted that these reviews must be designed properly to get better intent to purchase a product. Here, Bo, Chen and Yang (2023) stated that 73% of customers will choose to buy products online, whereas 93% of consumers could even hesitate to buy if there are no kind of reviews. This showed that there is a need to note that the online reviews could create effective sales in this domain. However, at the same time, there is a need to note that these reviews could lead to poor outcomes. Bo, Chen and Yang (2023) stated that most reviews are unilateral, which are often seen with a particular bias, where some will look at a positive one, and others will view the negatives, showing the effective complexity and bias in this work. 
However, one must note that the reviews do not have relevant outcomes due to the lack of quality information, which should have persuaded the buyers. Here, it is noted that these reviews are used by consumers to change their perceptions. In this case, the unilateral reviews could not yield good results. As such, Bo, Chen and Yang (2023) stated that consumers believe that having complete information about the products could lead to higher purchase rates. It is quite certain that these reviews with both positive and negative views could help to ensure that a proper electronic item is bought properly. Here, Jamil et al. (2023) stated that reviewing more product reviews with varied sentiments, like positive and negative which allows customers to buy the products after reading them effectively. In this case, it should be noted that a proper read of reviews could make or break a business, where these studies could yield quality outcomes in this domain. However, in this case, it should be noted that customers tend to be very emotional and biased in relation to how one should read the reviews. Here, Jamil et al. (2023) stated that online reviews are emotional and are a vital construct which could increase customers’ attention. In this case, there is a need to note that the usage of better reviews with good sentiments to ensure that the problems are properly addressed, which could lead to quality outcomes. 
However, apart from how the comments or reviews are posted by the customers, there is a need to note that there are other factors as well. One of them is the price, which is very important to ensure that it suits the customers to fit their needs. Another logic is that most customers who read reviews tend to belong to Gen Z, who often use social media reviews to make their purchases. As such, Jamil et al. (2023) stated that the price of electronic products is often seen before making any kind of purchase. The reason is that electronic products tend to be very costly, due to which there is a high chance that the online word of mouth through these reviews is believed. This can make or break a decision to get the right purchases. Thus, price is considered a behavioral variable that could examine the initial purchase decision, which could yield effective sales. In this case, it is seen that this price aspect is often considered more important as many customers often get very dissatisfied with the high price, especially the Gen Z people who have minimal income and do not have the right standard to meet their needs. Here, Javed, Rashidin and Xiao (2021) stated that Social Influence Theory could be used where consumers’ decision-making process is influenced by the reviews, suggestions and remarks connected with them. In this case, it is seen that this aspect of price and technical rationale could strengthen the information which is required to get maximum utility from their purchases. This led to better acceptance of these reviews, which could boost the purchase intent of the customers.
However, apart from the problems in the price and technical complexity, one way that the reviews could be used to generate better outcomes is the usage of relationship marketing. There could be use of referrals where the reviews from family members or close relatives could be used to compel them to buy. As such, Rachel S. (2025) stated that 70% of the customers believed in reviews by family members or close relatives. This is very true due to the scam reviews and paid posts. The reason is that when these reviews are paid and often show the positive part of the product, there is a high chance that the critical part of the product is often lost. This is where the customers find it hard to believe any comment. Then, it should be noted that many of these reviews are unilateral, where most positive comments are shown. This could lead to better sales, but there is a high chance that questions would be asked if the post-sales experience is not that good. In this case, a critical aspect of review is very much relevant. Jamil et al. (2023) evaluated the context and found that people are more interested in reading reviews when there are both positive and negative reviews, which is properly evaluated to ensure that the product suits their needs. In this case, the reviews that are read effectively embed the price and technical aspects, which ensure a better acceptance of the electronic products. 
However, one thing should be evident that a similar culture also has a vital impact. The reason is that the same culture could bring the same meanings, due to which the purchase intent could be generated much faster than required. Here, Ahn and Lee (2024) stated that similar cultures could build a good social identity, based on which the needs and wants of customers could be understood properly, which could lead to quality outcomes. In this case, it is required to note that the customers should ensure a proper priming strategy to align the marketing activities as per their culture. However, in the world of marketing, there is a need to note that personal satisfaction or enjoyment could come if there is a better alignment with culture. The reason is that the UK is an individualistic culture where everyone has their beliefs and faiths, and this could be targeted by these reviews. However, the main part is that the online reviews related to collectivistic culture could not be connected to the individualistic ones, resulting in poor outcomes. Here, the reviews must be very relevant to ensure that they can be considered authentic and credible. In this case, Ahn and Lee (2024) stated that these online reviews influence other customers’ purchasing decisions, where the customers are aligned with the prevailing sentiment due to which quality outcomes are attained. In this case, these reviews need to be designed to generate quality outcomes in the current case.
However, it should be noted that these reviews could be biased if there is a lack of appropriateness. In this case, it should be noted that these scams in these reviews create a different bias where trust is lost. Therefore, there is a need to note that these reviews could be scammed when there is a high chance that this trust and credibility are not attained. As such, Bian and Che (2025) stated that AI involvement could create negative attitudes in the reviews, where there is a high chance that these reviews could lack empathy and fail to deliver personalized experiences. There is a high chance that a lack of personalized experiences makes it hard to attain quality outcomes in this area. As a result, there is a high chance that these reviews could lack the right level of authenticity and trustworthiness. However, Bian and Che (2025) stated that online reviews given by customers lack information symmetry, based on which the information could be believed, leading to a poor result. Therefore, there is a high chance that these reviews could not lead to better lead conversions. In this case, effective changes are required to generate quality results. As such, one must note that the Technology of Acceptance Model should be used. Bian and Che (2025) stated that this model helps to enhance customers’ perceived usefulness of the customer reviews on this section, which can hike the decision-making efficiency and quality results, which could foster positive attitudes towards the services and e-commerce platforms in this domain. 
This information processing efficiency helps to generate quality results. This leads to a better way to study the problem, based on which quality outcomes are attained. A proper mixture of positive and negative reviews, as per technical information and price in clear terms, could lead to better sales, and this is possibly connected with the purchase intent. In this case, these comments need to work on the emotional valence as well, where the emotional arousal could lead to better purchases. Chen et al. (2022) stated that emotional valence could help to generate the right arousal, based on which quality sales are attained. In this case, it should be noted that this emotional connection helps to change the mindset of people, based on which more lead conversions could be attained. Here, as per Ahn and Lee (2024), the customers must be able to ensure that many people have a better need to align with social influences for accurate information, which could remove the asymmetry leading to better outcomes. In this case, the informational influence of online reviews could lead to a more logical construct in this domain. This showed that a better integration of information like technical aspects, price and cultural factors could lead to quality reviews that fit their needs. 
[bookmark: _Toc229753877]Research gaps
The research study on the current topic is very much required, as most people often look at these reviews in online settings to decide which to purchase and which not. Then, the relationship with the purchase intent is very much logical and effective. As such, the study to explore the impact of user-generated reviews on consumer purchase decisions in the UK electronics sector is vital in this work. However, related to this study, there is a lack of interest in this in previous studies. Then, in this work, Ahn and Lee (2024) stated that social influence affects consumer behavior but it is not relevant whether this behavior could be due to the consumed content or some aspects based on which quality loss is seen. However, the content design and emotional valence had not been studied to that extent as required. Chen et al. (2022) stated that there is a lack of authenticity in this content, based on which quality outcomes could not be attained. In this case, it is seen that the emotional valence is not studied, and the content posted cannot be considered as required. Here, the one part is influencer marketing, which is very much linked to it, but there is hardly any focused study on the characteristics of influencers based on which poor outcomes are attained. Here, as per Jamil et al. (2023), stated that there is a lack of significant literature work on influencer kindness, which narrowed the focus of this work. This led to poor outcomes, based on which the study could not offer quality results. 
In addition, the influencer marketing aspect is not reviewed, which could lead to poor outcomes. In this case, there is a need to note that the moderating variable is platforms like TikTok, which can show a bad outcome in this context. As such, it should be noted that there is a lack of research on TikTok, which focuses on more transient interactions and the lack of attention on how these interactions affect the viewership aspects. However, unfortunately, this effect had not been studied as required. Then, Rachmiani, Oktadinna and Fauzan (2024) studied the positive and negative reviews, but it is not clear if these reviews connected by limited information could lead to better cognitive change or not. Therefore, in this case, there is a need to ensure that these limited ideas on reviews affect the business outcomes, where the marketed ideas could not be studied as required. Then, there is a very thin line between trust and purchase intent, and the user-led reviews could be linked or not. As a result, there is a need to note that these variables are not so connected. In this case, Suguna and Ponmegala (2026) stated that these factors should be focused on much more in future research that could lead to quality outcomes in the given context. Finally, AI-led marketing should be used properly so that the emotional arousal can be generated with this study. 






[bookmark: _Toc229753878]Discussion
[bookmark: _Toc229753879]Integration of findings
Connection with the first research question
The first research question is: To what extent does the perceived expertise and trustworthiness of the reviewer influence the final purchase decision of UK consumers?
Based on this question, it showed how perceived expertise and trustworthiness of the reviewer influence the final purchase decision of the people. This is very much logical in the current work, where people often look at verified comments based on which they can change their decisions. Javed, Rashidin and Xiao (2021) stated that these reviews could be used by these reviewers to earn the trust levels of the customers, based on which the belief in the product could be established. In this case, Rachmiani, Oktadinna and Fauzan (2024) tend to show how these reviews had a better link with the trust level and consumers’ purchase behavior based on which quality outcomes are there. In this case, it should be noted that the expertise and trustworthiness of the reviewer influence the final purchase intent. The reason is that this purchase aspect is very much new and naïve, as there is a high chance that these reviews could be biased. This aligns with Choi et al. (2018), who stated that these previews tend to be much more aligned to generate better purchase intent. This can lead to quality outcomes, based on which effective purchase intent could be delivered. 
In addition, it should be noted that these reviews had a better connection to who posted them. Here, it is noted that many of the reviews tend to be biased or orchestrated, due to which the trust element remains a challenging one. Jamil et al. (2023) stated that most reviews are read by people, where they read one after another, be it positive or negative, to ensure that the best business decision is integrated into the current system. There is a need to ensure that there is a critical aspect of quality information which could be perceived by the UK customers. Here, one must note that this aspect could be due to a negative review, where the emotional arousal could be seen more. However, there is a high chance that the lack of authentic and relevant comments affects the purchase intent of UK customers. This aligns with Simeon (2024), who stated that the Britons who study verified comments and not anonymous ones showed that customers often look at relevant ones to get the best understanding of the purchase decision of UK customers. This showed that the perceived expertise and trustworthiness of the reviewer influence the purchase decision of UK customers.
Connection with the second research question
The second research question is: How do negative reviews versus a high volume of moderate reviews differentially affect the risk perception of UK consumers when buying high-ticket electronics?
This is a vital part where negative reviews affect the risk perception of UK people while buying electronics. The reason is that the electronic products come with high prices, but at the same time, there is a high chance that if the products do not meet their needs, then there is a cognitive dissonance. As such, the impact of negative reviews on consumers could be a problematic area that affects high-ticket electronics. In this case, it could be seen that these negative reviews tend to affect the emotions of customers, which leads to poor sales. The reason is that these reviews tend to showcase only the negative part, due to which the purchase interest could be low. In addition, as per Rachmiani, Oktadinna and Fauzan (2024), one must evaluate that negative reviews affect the purchase intent, and this reduces the desire to purchase them. This is due to the rise in emotions connected with the purchase patterns, based on which poor outcomes are attained. 
Then, Bo, Chen and Yang (2023) stated that the emotional arousal linked to negative reviews is much higher than positive ones. The reason is that emotional arousal tends to generate better anxiety and reduce the positive mood in users, based on which, poor results are attained. In such cases, it is required to note that this reduces the trust level in electronic brands, based on which poor outcomes are attained. In this area, the moderate reviews which combines positive and negative ones could lower the risks. The reason is that too many negative reviews could affect them in the purchase cycle, based on which electronics products could be purchased very little. This is very true as customers often see these unilateral reviews with higher skepticism. However, if the same reviews combine the positive and negative parts, then there is a high chance that these reviews could lead to lower business outcomes. Chen and Yang (2023) stated that consumers prefer products with both positive and negative aspects because they consider that these reviews could give good information about the product. This gives them a very easy chance to know the best product. This showed that negative reviews could somehow lessen the purchase intent, but in the case of moderate reviews, there is a high chance of having some purchase rate, but with a moderate intent.
Connection with the third research question
The third research question is – How does the impact of user-generated reviews vary across different digital touchpoints, such as third-party retail sites, social media and dedicated tech forums?
The extent to which user-generated reviews vary across various platforms is a subject of vital study. The reason is that many different areas are not studied, resulting in poor outcomes. In this case, the transient interactions on the platforms are mostly ignored or neglected. This raises a high gap in the current work, where the study should note how different platforms set the agenda for different interactions. In this case, it should be noted that different platforms are fitted with various algorithms, based on which the purchase intent could be different. Here, platforms like TikTok tend to have a more focus on the negative part, where the typical stereotype leads to bad results. Rachel S. (2025) stated that the negative reviews on these platforms tend to generate a new shift in how one perceives the reviews. This could affect the business outcomes, where people start to grow skeptical about the product. This lowers the trust level in the brands, and this lowers the blind faith in the electronic brands. Then, in this work, researchers like Bo, Chen and Yang (2023) stated that if the ratio of negative to positive reviews is high, then there is a high chance that people would be more skeptic to accept any review. 
In this case, it should be noted that social media tends to be another area where people read one review after another. Here, Jamil et al. (2023) stated that customers in this generation can read the reviews one after another until he or she develops the right idea if such a product should be purchased or not. This is very true as the customers often rely on the online reviews to get a better outcome in this context. The reason given by Chen et al. (2022) is that 93% of consumers often look at online reviews before buying a product. The reason is that these reviews are written by customers who have actually bought the item and are sharing their experiences. However, this experience shared by the customers could be biased, and there is a high chance that the user reviews could lead to poor results. Several pieces of evidence suggest that these user-generated reviews could lead to different reactions, where the trust element could be challenged. However, there is a high chance that reviews on dedicated tech forums could be believed, whereas third-party retail sites and social media could not be trusted.  Then, it should be noted that these influencers could lead to better purchase intent as they could change their beliefs. However, the scammed comments and posts by them could make them ask questions about whether these reviews are logical or have some problems. This has made it very logical to question which digital channel should be used so that the right intent to buy the electronic product is attained. This answers the question of how user-generated reviews vary across different digital touchpoints.
Connection with the fourth research question
The fourth research question is: Does the influence of user reviews increase in correlation with the technical complexity or price point of the electronic device?
This is the prime example of the current research work, where the user reviews are considered to be more critical when it is related to more technical complexity and high price points. In this case, it is vital that with complicated purchases, the reviews should mention the right product that could generate effective purchases. As such, one must ensure that there is a need for better data on these purchases. Chen et al. (2022) stated that the more comprehensive the information they considered, the lower the risk they faced of a failed purchase. This is true as the information must be aligned with the technical features effectively to ensure that the purchase intent aligns with the requirements of the customers. However, there is a high chance that the reviews could have less mention of technical features and more on marketing language, which could lower the business. In this case, proper trust in reviews is very much required. Then, Bo, Chen and Yang (2023) stated that 73% of customers will choose to buy products online, whereas 93% of consumers could even hesitate to buy if there are no kind of reviews. In such cases, it should be noted that these reviews, which are given by technical experts, need to be present to push the narrative for purchase intent. However, the bad part is that most reviews are scammed and fake, with a very small focus on the technical parts, which prevents the right purchase intent from being attained as expected. 
This aligns with Simeon (2024), who stated that the Britons consider the reviews which are verified versus those which are anonymous. This showed the importance of reviews on the technical edge in the current case. In addition, it should be noted that these reviews, which miss the technical edge, tend to be less believed due to which poor outcomes are attained. However, apart from the technical aspects, another factor is price, which is often missed. As such, it should be noted that higher prices tend to generate a huge influx of emotions, which lowers the intent to purchase a product. Jamil et al. (2023) stated that online negative reviews are emotional, and they have a high chance of generating a bigger problem where the emotional arousal could break the customer’s intent to purchase an item. However, one thing should be made clear that this price feature, apart from other technical areas, tends to be studied more by people to come to a logical decision to move towards the stage of buying the electronic product. 
Bo, Chen and Yang (2023) stated that consumers believe that having complete information about the products could lead to higher purchase rates. This is very true as there are some areas which are not considered as relevant as required. Therefore, it is very important to ensure that these reviews have better content to persuade the customer to buy the product. In short, there are high chances of scammed reviews, which could affect the purchase intent. However, one thing must be evident that the customers have a high sentiment, and one must be very careful with these sentiments to ensure relevant outcomes. For instance, Bian and Che (2025) stated that AI involvement could create negative attitudes in the reviews, and there is a high chance of creating information asymmetry. With this asymmetry, it becomes very hard to persuade the customers to buy a product. Therefore, as complexity increases to get the best electronic product, consumers rely less on ratings alone and more on detailed, written reviews that explain specific features, potential issues and functionality to ensure a better purchase. This answered the question to evaluate that user reviews increase in correlation with the technical complexity or price point of the electronic device. 
[bookmark: _Toc229753880]Comparison between studies
In this work, 10 relevant studies were used, which were filtered under the PRISMA tool attached in the Appendix. As per this work, these sources gave a much better rationale for the work. However, a comparative analysis between these studies could make a better impact on the study and help to know which areas should be studied properly. Here, Javed, Rashidin and Xiao (2021) and Jamil et al. (2023) both focused on these concepts of online reviews and their significance in the current area. As such, Javed, Rashidin and Xiao (2021) stated that people like influencers tend to use relevant reviews to attract the audience, where visual effects are added to ensure that there is a proper lead. However, at the same time, there is a high chance that these reviews could be paid, and this is seen from this work. As such, Javed, Rashidin and Xiao (2021) stated that the shared post enriched with reviews, emotions and experiences can influence their products, but at the same time, there is a high chance of seeing some bias. This affects the study’s significance in the current work, where there could be problems in this work. This sounds similar to what Jamil et al. (2023) stated that the way an influencer reviews the product, one must note that these reviews could be biased. However, the authors are very relevant as they tried to showcase how one needs to look at the credibility of the source. This is very much required as there are some reviewers who gave reviews without much technical weightage in sensitive areas, and that affects the purchase experience. The work by Jamil et al. (2023) is very special as they tend to showcase how the review quality matters more than the review quantity. The reason is that people born and brought up in this generation tend to read more reviews till they are satisfied. This showed how the content of the review matters, not how one promotes the content. This means that if a review has a better context, it is highly likely to be believed more than others.
However, if a review is biased, then there is a high chance that this could be evaluated again to get a better idea of what is being propagated in these contents. As such, Suguna and Ponmegala (2026) stated that reviews tend to change the purchase intent of the customers, but at the same time, there is a high chance that these reviews need to align with the quality standards to get the right result. However, as the article by Suguna and Ponmegala (2026) is compared with Rachmiani, Oktadinna and Fauzan (2024), it is seen that both of them talked about the linkage of reviews with the purchase intent. However, the only sad part is that the talk on the negative reviews is very much less, due to which, poor results happen. This is countered in research articles by Bo, Chen and Yang (2023), Rachmiani, Oktadinna and Fauzan (2024) and Rachel S. (2025), who stated that negative reviews tend to generate more purchase rejections. This is very true as negative reviews make the brain much skeptic due to which there is a high chance that some bad implications happen, like the cancellation of orders, or thinking about alternatives, and some even think about post-sales models as well. 
However, Chen et al. (2022) stated that emotional valence is not talked on these reviews, which are very much required as it connects with the audience much better than required. This sits in line with Bo, Chen and Yang (2023), where emotional arousal tends to generate some problems in the current case, leading to huge issues. Here, another point is that many reviews are biased and they do not have much relevance. Kumar et al. (2025) and Javed, Rashidin and Xiao (2021) share some facets in this work where the social media usage and its outreach led to more purchase intent. It is quite true, as it is needed where the branded people tend to influence the customers more effectively than others. However, the falsity of reviews remains high, where Ahn and Lee (2024) stated that the reviews given by verified people and recommended by inmates are being considered when purchasing a product, as it has a high price. This aligns with Bian and Che (2025), who stated that effective acts should be carried out that could ensure a proper outcome in the current context, and the scammed reviews should be filtered with AI tools. This could ensure a better review with the right quality, which showed how these studies were used to reach a common thought to study the work.  
[bookmark: _Toc229753881]Theoretical implications
This study topic is very much relevant and authentic in the current case. The main rationale behind this work is that authentic reviews build up trust and purchase intent in the current business model. As such, Rachmiani, Oktadinna and Fauzan (2024) stated that positive reviews tend to build up purchase intent, but negative reviews could cancel an intent to purchase. However, there is a high chance that these reviews could be biased. In this case, Jamil et al. (2023) stated that the credibility of the source should be checked to ensure that the reviews remain loyal to what is needed, not what is marketed. This showed how the source credibility theory could be stressed as authentic reviews coming from verified people tend to be believed much more than anonymous reviewers, despite the latter being very much logical (Rachel S., 2025). This suggests that perceived peer authenticity is a more critical driver of conversion than others. In the current work, it is shown how influencers or Instagrammers have a higher edge over others. This is possible in social media, which mediates the relationship between information quality and purchase intention. Then, the user content is promoted by most influencers based on the quality outcomes that are attained. In addition, it should be noted that this work aligns with what is being peddled in SOR Theory, where the reviews tend to act as an environmental stimulus that changes consumer states and increases consumer trust, which could lead to further purchases (Bo, Chen and Yang, 2023). The Technology Acceptance Model and Social Influence Theory had a proper linkage with these online reviews, where their usage tends to change the mindset of the people. However, the skepticism could be properly defined as well, where the usage of Dual Process Theory could help to show how consumers use heuristic and systematic routes to ensure that they select the best reviews to fit their interests.  
[bookmark: _Toc229753882]Identification of gaps
The study showed some serious gaps in this work. Many of the studies tried to target this topic, but the main focus on source credibility had not been studied properly. Although the role of influencers had been mentioned, it is not evident if their reviews could be believed with blind faith, and this raises a gap where, without trust or a manipulated trust, purchase intent could be linked or not. In addition, power dynamics between customers and companies are very real, and that has a cultural link, but that connection is not explored effectively. Then, related to the power dynamics, it should have been studied if the lost power to consumers is being restored by the hiring of influencers by the companies, which raises several doubts about how this purchase intent is being manufactured. Then, Ahn and Lee (2024) stated that social influence affects consumer behavior but it is not relevant whether this behavior is created or infused through marketing media. Then, as the work progresses, it is seen that the emotional arousal is not measured, and so, sentimental study was much relevant, but with this work and previous studies, this sentiment is missing, which discards the important role this emotion plays in marketing. Then, Jamil et al. (2023) stated that there is a lack of significant literature work on influencer kindness, which narrowed the focus of this work. Then, the lack of study on moderate reviews and platforms like TikTok or Instagram had lowered the scope of this work, leading to poor outcomes, thereby necessitating better research work. 
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Figure 2: Conceptual Framework
(Source: Created by the learner)
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[bookmark: _Toc229753885]Theoretical Implications
This study showed that user-generated reviews tend to create a new purchase intent based on the quality outcomes attained. Here, from the conceptual model, it is seen that the usage of the SOR model helps to showcase how the platforms act as a stimulus to generate a better outcome in the current case. This had a better linkage with the purchase intent, which led to a good outcome in this context. Here, the study showed how this work had helped generate a perceived ease of use, which could be coupled with technical complexity and price sensitivity. In this case, it should be noted that social influence is very much talked about because the reason is that the usage of social influence is very relevant. As such, effective expert validation is needed to ensure which replaces institutional trust and changes the power areas based on which the customers hold more power. In this case, effective engagement metrics help to trigger a central route which could create a quality outcome in this context. As such, it should be noted that this work could show how consumer psychology plays a major part in deciding what to and what not to purchase and how these digitalized reviews made it happen. Then, in the current case, it should be noted that the study helps to add an algorithmic touch as well, where these reviews could be biased or miss price-led orders, based on which the selection pattern changes. The study further adds the logic of how quality and authentic reviews could lead to more purchase intent, which could boost its business and not the volume of reviews. This demands better work on branding as well, which could bolster the presence in the current context. 
[bookmark: _Toc229753886]Practical and managerial implications
Strategic recommendations: The main recommendation is that the study should focus on the power dynamics between the company and its customers. The reason is that these power dynamics help to get a better understanding of whether the company wants to leverage customers by marketing their brands or if there is an open opportunity for them to evaluate their markets. As a result, there is a need to note that these branding or corporate gatekeeping have been studied or focused on, which could influence the work properly. Then, Gilbert, Schrage and Behnam (2024) stated that corporate gatekeeping has a huge influence on the perception by customers, based on which poor results are seen. In this case, it is required to conduct a better study on these reviews to ensure that this perception is studied properly, based on which quality outcomes are attained. However, to ensure that the reviews could lead to purchase intent, a good study on cultural influences is required. As such, Mariani and Matarazzo (2020) stated that individualist countries found that online customers tend to have a better propensity to trust than those in collectivist nations. Furthermore, countries from uncertainty avoidance cultures are more motivated to seek advice from reviewers, which has been ignored in this study. Therefore, this study focuses on this context to ensure an effective result is attained. Then, the credibility of sources and sentiments is checked to ensure proper work is being constructed.  
Policy and industry impact: This study has a better connection to online reviews, but there is a big advantage. The biggest advantage is that the fake and biased reviews have been focused on, too. As a result, there is a high chance that the studies could construct effective outcomes, but there is a big problem that AI has been used to create fake reviews. Bian and Che (2025) stated that AI is being used to generate negative reviews to affect the purchase intent of customers. Therefore, it is vital to filter these reviews to identify the false positives so that only the relevant ones can be used to attract customers. Gilbert, Schrage and Behnam (2024) stated that responsibility, ethics and morality should be practiced in these reviews to ensure that quality outcomes are attained. In this case, having a better adherence to these reviews could construct a better work that links with policy and industry scale. 
The action plan: The action plan of this work is to enhance the research skills to ensure that the topic is explored with a bigger context. This could help to ensure that the research on user reviews is very relevant and authentic. This could include a broad research effort to look at culture, policy and selected interviews and surveys to generate better outcomes. After this, the work would look at the sentiment analysis to ensure that the connection could show whether these online reviews could lead to better purchase decisions or not. This ensures a proper outcome in the current case. This is followed by a cross-cultural comparison to get a better idea of further demographic study to ensure proper work, which could lead to quality outcomes. 
[bookmark: _Toc229753887]Research implications
Addressing limitations: This work faced a series of limitations in the study. This showed that this study with secondary sources could not generate a better relationship with purchase intent because there is a need to rely upon every secondary study, be it a peer-reviewed journal article or any paper. This showed that this gap affected the rationale of this work. Then, the cultural comparison is not studied, which is required to ensure that a better outcome is attained. However, due to the usage of too many secondary sources, the linkage is hard to examine. In this case, there is a need to note that a primary-led study, be it an interview or survey, is carried out (Rachmiani, Oktadinna and Fauzan, 2024). This study with correlation could ensure a better linkage between purchase intent and user-generated reviews in the future. As a result, there is a high chance that these limitations could affect the work, and having a better study through a survey could lead to solving any information asymmetry that exists within this research study. This ensures a proper outcome, based on which the limitations could be solved in this domain properly. 
Future research agenda: The future research agenda for this work is to study the sentiments of the customers related to the electronic products. Here, a sentiment analysis could help to determine if a sentiment could lead to a better purchase intent. This could be done through a survey where there is a need to focus on correlation, based on which the hypothesis testing could be checked. This can help to ensure a better outcome in the current work. Then, in this study, the cultural factor and the source credibility were missed. As such, the work should focus more on cultural comparisons in different nations to understand how the societal beliefs allow online reviews to generate better lead conversions and purchase intent (Mariani and Matarazzo, 2020). In addition, there should be a study on previews and reviews, which could make or break a research work that led to quality outcomes (Choi et al., 2018). As such, one can evaluate how the customer’s psychological aspects could lead to better research outcomes that can yield successful work. 
. 
[bookmark: _Toc229753888]Conclusion
[bookmark: _Toc229753889]Answering research questions
The research aims to explore the impact of user-generated reviews on consumer purchase decisions in the UK consumer electronics industry. In this case, to attain the aim, four questions have been devised which need to be answered to study the work. The answers to these questions are –
The first research question is: To what extent does the perceived expertise and trustworthiness of the reviewer influence the final purchase decision of UK consumers?
To answer this question, several pieces of evidence showed that the views of trustworthy people are being considered more vital, and this changes the purchase intent of UK customers. However, it is noted that the reviews of most people tend to be biased, which lowers the trust rate. In this case, several literary evidences showed that online reviews are believed by people more than required, as they can see how these experiences are shared by them. In this case, this expertise could yield a better perceived intent to purchase a product. 
The second research question is: How do negative reviews versus a high volume of moderate reviews differentially affect the risk perception of UK consumers when buying high-ticket electronics?
To answer this question, it is seen that positive reviews relate to a better purchase intent, but as the negative reviews increase, there is a stronger development of mindset, due to which the users often change their decision-making ability. However, it should be noted that negative reviews create a higher emotional arousal, due to which the purchase journey could be affected. However, the work showed that when people get a mixture of positive and negative reviews, there is a better chance to evaluate the choices and get the best product which suits their needs. 
The third research question is – How does the impact of user-generated reviews vary across different digital touchpoints, such as third-party retail sites, social media and dedicated tech forums?
To answer this question, several evidences had been taken which show that the user-generated reviews through different touch points behave differently. However, as the study is conducted, it is seen that reviews from social media sites like YouTube and Instagram tend to have a better intent to buy a product. However, related to third-party sites, scam comments and fake reviews could lead to poor outcomes, which could affect the business badly. 
The fourth research question is: Does the influence of user reviews increase in correlation with the technical complexity or price point of the electronic device?
This study showed that user reviews should be in alignment with technical complexity or price aspect because the common elements are missing in these reviews. As a result, there could be a high lack of fidelity, based on which the trust factor in these factors could be as low as possible. In this case, it is required to note that price point and technical aspects strengthen the reviews and inspire to complete the purchase activity. 
[bookmark: _Toc229753890]Contributions
The contribution to this work could be felt in both the theoretical and practical aspects. In the theory aspect, the study showed how online reviews could trigger emotional arousal, which is a stimulus that is a part of the SOR Theory, based on which consumer trust could be built, and that could be translated into a special purchase intent. In addition, at the same time, one must note that the contrasting reviews, like positive and negative, could affect the mindset. As such, Dual Process Theory is justified, where contrasting reviews could make one grow skeptical due to which poor outcomes, such as a resignation to purchase a product. This showed that these reviews lead to a varied purchase intent in the UK for electronic products. While in practical settings, the practical outcome of this study could link to source credibility and user interface, based on which motivations could be devised to generate a new, changed opinion. Moreover, the post-sales aspect could be studied, and the relevant policies could be studied to boost lead conversions in the current work. 
[bookmark: _Toc229753891]Limitations
The work had tried to touch on the topic properly and successfully explored the linkage between user reviews and purchase intent. However, the main limitation is that the linkage is more theoretical than practical, due to which some issues remain. Moreover, the practical side is not attained due to over-reliance on secondary sources, and so the work was not as successful as required. However, it should be noted that the user reviews had not been used in the form of a meta-analysis, which affects the study outcomes badly. This limited the focus of this research work properly. 
[bookmark: _Toc229753892]Final recommendations and future research
The final recommendation will be to use a primary method to study the work, where surveys and interviews could dive deep into the work. Moreover, the work could embed correlation analysis to link the purchase intent with user reviews. This could ensure a better platform to test hypotheses that could lead to quality outcomes. Then, different platforms could be used, like TikTok, YouTube or Instagram, could be used to validate the connections between these variables. This showed that a quality outcome in this work is carried out, leading to quality outcomes in this domain. Moreover, there's a need to note that meta-analysis could be another option, which could be used to study the reviews based on which the connection to purchase intent could be reviewed. This further uses the policies, sentiments and different models to link with the current theory to yield better work. 
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	Inclusion criteria
	Description
	Exclusion criteria
	Description

	Language
	English
	Language
	Other than English

	Timeline 
	2021-26
	Timeline 
	Older than 2021

	Keywords
	Online reviews, Purchase decisions or sales choices of consumers, the consumer electronics industry or the electronic industry, or mobile phones or laptops.
	Keywords
	Keywords other than the mentioned ones

	Article type
	Peer-reviewed articles featuring a primary data collection method
	Article type
	Secondary thesis, articles and magazines



. Table 1: Search strategy table
(Source: Created by the learner)
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· Article 1: The influence of online reviews on consumer purchase decision with special reference on electronic gadgets
· Article 2: The Impact of Online Reviews and Ratings on Consumer Purchasing Decisions on E-commerce Platforms
· Article 3: Investigating the impact of digital influencers on consumer decision-making and content outreach: using dual AISAS model
· Article 4: Impact of social media influencers on consumers’ well-being and purchase intention: a TikTok perspective
· Article 5: The Impact of Online Reviews on Consumers’ Purchasing Decisions: Evidence from an Eye-Tracking Study
· Article 6: The Impact of Contradictory Online Reviews on Consumer Online Purchase Decision: Experimental Evidence from China
· Article 7: Digital Disruption: Exploring the Influence of Social Media on Consumer Shopping Habits in Bangalore, India
· Article 8: Impact of Online Reviews on Purchasing Decisions: A Cross Generational Study
· Article 9: How AI Overview of Customer Reviews Influences Consumer Perceptions in E-Commerce?
· Article 10: The Impact of Online Reviews on Consumers’ Purchase Intentions: Examining the Social Influence of Online Reviews, Group Similarity, and Self-Construal
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Figure 1: PRISMA flowchart
(Source: Page et al., 2021)
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	Articles
	Authors
	Aims
	Objectives
	Research questions
	Methods
	Findings

	The influence of online reviews on consumer purchase decision with special reference on electronic gadgets
	Ponmegala J  and Dr S Suguna
	This study explores the influence of online reviews on consumer purchase decisions, focusing on electronic gadgets.
	The objectives are –
· To examine the influence of online reviews on consumer purchase decisions for electronic gadgets.
· To analyze the impact of review credibility, ratings, and content quality on consumer trust.
· To understand the role of positive and negative reviews in shaping buying behavior.
· To identify consumer perceptions and attitudes toward online reviews.
· To provide insights for improving digital engagement and customer relationship strategies.

	What is the influence of online reviews on consumer purchase decisions, focusing on electronic gadgets?

	A sample of 110 respondents is selected for this study with survey and correlation tests.
	Findings show that most respondents read reviews before buying and value verified feedback and high ratings. Positive reviews encourage purchases, while negative ones discourage decisions.

	The Impact of Online Reviews and Ratings on Consumer Purchasing Decisions on E-commerce Platforms
	Rachmiani, Nabila Kintan Oktadinna and Tribowo Rachmat Fauzan
	This study aims to analyze the impact of online reviews and product ratings on consumer purchasing decisions on e-commerce platforms
	To analyze the impact of online reviews and product ratings on consumer purchasing decisions on e-commerce platforms
	What is the impact of online reviews and product ratings on consumer purchasing decisions on e-commerce platforms?
	This study uses a quantitative approach with an online survey as a data collection method, involving 180 respondents selected by purposive sampling.
	The results showed that positive reviews significantly increase consumer trust, while negative reviews are stronger in building risk perceptions that reduce purchase intentions.

	Investigating the impact of digital influencers on consumer decision-making and content outreach: using dual AISAS model.
	Sara Javed, Md. Salamun Rashidin and Yun Xiao
	This study investigates the impact of digital influencers on consumer decision-making and content outreach.
	The objectives are –
• Based on the dual AISAS Model, we intend to investigate the impact of digital influencers on consumers’ decision-making processes.based on the dual AISAS Model, we intend to determine the influencers’ published promotional content outreach.
	What is the impact of digital influencers on consumer decision-making and content outreach?
	What is the impact of digital influencers on consumer decision-making and content outreach?
	Fashion influencers exert a powerful influence on consumers’ decision-making process.

	Impact of social media influencers on consumers’ well-being and purchase intention: a TikTok perspective
	Raja Ahmed Jamil, Urba Qayyum, Syed Ramiz ul Hassan and Tariq Iqbal Khan
	The study aims to evaluate the impact of social media influencers on consumers’ well-being and purchase intention
	To evaluate the impact of social media influencers on consumers’ well-being and purchase intention
	What is the impact of social media influencers on consumers’ well-being and purchase intention?
	A between-subjects experiment (macro- vs mega-influencer) was conducted to assess the proposed hypotheses (Jamil et al., 2023). A total of 190 consumers participated in the experiment, and SmartPLS 3.3 was used for multigroup analyses.
	The study showed that source credibility is more important when information comes from a mega-influencer, whilst kindness is essential for a macro-influencer.

	The Impact of Online Reviews on Consumers’ Purchasing Decisions: Evidence From an Eye-Tracking Study
	Tao Chen, Premaratne Samaranayake, XiongYing Cen, Meng Qi and Yi-Chen Lan
	This study analyzed the impact of online product reviews on consumers' purchasing decisions by using eye-tracking
	To evaluate the impact of online product reviews on consumers' purchasing decisions by using eye-tracking.
	What is the impact of online product reviews on consumers' purchasing decisions when using eye-tracking?
	A total of 40 healthy participants with online shopping experiences were selected to participate in the experiment, and they were analyzed with ANOVA.
	The study showed that consumers’ attention to negative comments was significantly greater than that to positive comments, especially for female consumers.

	The Impact of Contradictory Online Reviews on Consumer Online Purchase Decision: Experimental Evidence From China
	Le Bo, Yimo Chen, and Xiaoli Yang
	The study aims to evaluate the impact of Contradictory Online Reviews on Consumer Online Purchase Decision: Experimental Evidence from China.
	To evaluate the impact of Contradictory Online Reviews on Consumer Online Purchase Decision: Experimental Evidence from China.
	What is the impact of Contradictory Online Reviews on Consumer Online Purchase Decision: Experimental Evidence from China?
	There is an intergroup experiment from 306 Chinese consumers, which is analyzed with statistics to study the work.
	The study showed that negative reviews have a significant negative impact on consumers’ purchase online decisions.

	Digital Disruption: Exploring the Influence of Social Media on Consumer Shopping Habits in Bangalore, India
	Dr K R Kumar, Dr S Madhivanan, Dr B N Sivakumar, Dr Chaitanya Suresh Kittur
	This study examines the influence of digital marketing and social media marketing on consumer buying behavior in Bangalore city, India.
	To evaluate the influence of digital marketing and social media marketing on consumer buying behavior in Bangalore city, India.
	What is the influence of digital marketing and social media marketing on consumer buying behavior in Bangalore city, India?
	A sample of 121 students was surveyed using structured questionnaires, which were analyzed with statistical tests.
	These insights suggest that marketers should leverage social media marketing to enhance brand visibility and influence purchasing decisions.

	Impact of Online Reviews on Purchasing Decisions: A Cross-Generational Study
	Margaret Rachel S
	This study evaluates the influence of online reviews on the purchasing behavior of Generation X, Millennials, and Generation Z consumers in today's changing digital marketplace.
	The objectives are –
• To examine the varying impact of online reviews on purchasing decisions among Generation X, Millennials and Generation Z consumers.
• To identify differences in the perception and utilization of online reviews among the three generational groups.
• To explore how demographic factors, such as age, generation, and online shopping experience, influence the reliance on online reviews for making purchasing decisions within each generation.
• To assess the effectives and participation in the online review system in influencing purchase intention and decision with each generational group.
	What is the influence of online reviews on the purchasing behavior of Generation X, Millennials, and Generation Z consumers in today's changing digital marketplace?
	The research methodology involves primary data collection through a survey targeting 60 participants across the three generations and analyzed with statistical tests.
	Findings suggest distinctive patterns in online shopping habits, reliance on online reviews, and factors influencing purchasing decisions within each group.

	How AI Overview of Customer Reviews Influence Consumer Perceptions in E-Commerce?
	Zihan Bian and Cheng Che
	The study aims to evaluate the influence of an AI overview on consumers’ perceived usefulness of the customer reviews section on e-commerce platforms.
	To evaluate the influence of an AI overview on consumers’ perceived usefulness of the customer reviews section on e-commerce platforms.
	What is the influence of the AI overview on consumers’ perceived usefulness of the customer reviews section on e-commerce platforms?
	In three scenario-based experiments (n = 568), we examined the effects of AI overview and its underlying mechanisms. Results consistently confirmed a main effect: the presence of AI overview significantly enhanced perceived usefulness compared to its absence.
	This study offered insights into the effectiveness of an AI overview in shaping the consumer evaluations of online customer reviews.

	The Impact of Online Reviews on Consumers’ Purchase Intentions: Examining the Social Influence of Online Reviews, Group Similarity, and Self-Construal
	Yunjeong Ahn and Jieun Lee
	The study aimed to evaluate the impact of online reviews on consumers’ purchase intentions.
	To evaluate the impact of online reviews on consumers’ purchase intentions
	What is the impact of online reviews on consumers’ purchase intentions?
	A total of 267 subjects participated in the experiment in exchange for a small incentive (USD 0.6) through Amazon MTurk, where ANOVA was used.
	This study showed the indirect effects of perceived diagnostic and belongingness, meaning that the impact of online review ratings on purchase intention is mediated by these two variables.



. Table 2: Data extraction table
(Source: Created by the learner)
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	Sources
	Statements
	Keywords
	Themes
	Connection to research objectives

	(Jamil et al., 2023), (Javed, Rashidin and Xiao, 2021), (Rachmiani, Oktadinna and Fauzan, 2024) and (Suguna and Ponmegala, 2026), 
	Perceived trustworthiness and expertise yield a better purchase intent
	Perceived trustworthiness, expertise, purchase intent
	Perceived trustworthiness and expertise of reviewers affect the purchase intent of UK electronics buyers
	Research objective 1

	(Jamil et al., 2023), (Rachmiani, Oktadinna and Fauzan, 2024), (Bo, Chen and Yang, 2023), (Javed, Rashidin and Xiao, 2021) and (Chen et al., 2022) 
	Positive and negative feedback have a better influence on perceived customer risk.
	Positive, negative feedback, and perceived customer risk
	Impact of positive-to-negative feedback influences perceived consumer risk
	Research objective 2

	(Rachmiani, Oktadinna and Fauzan, 2024), (Bo, Chen and Yang, 2023), (Jamil et al., 2023), (Chen et al., 2022), (Rachel S., 2025) and (Kumar et al., 2025) 
	Social media has a better influence on customers than third-party sites.
	Social media, third-party sites, reviewers
	Different influences exerted by reviews in the UK electronics market.
	Research objective 3

	(Chen et al., 2022), (Bo, Chen and Yang, 2023), (Jamil et al., 2023), (Javed, Rashidin and Xiao, 2021), (Rachel S., 2025), (Ahn and Lee, 2024) and (Bian and Che, 2025)
	Technical coverage and price description interest the reviewers more.
	Technical coverage, price sensitivity, and effective sales
	Importance of user-generated reviews on the technical complexity or price point of the electronic device
	Research objective 4


. 
Table 3: Coding table
(Source: Created by the learner)
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