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1. Introduction
1.1 Proposed Title 
The Role of Online Health Information in Shaping Consumer Perception of Pharmaceutical Brands in the UK.
1.2 Background and Rationale
Overview of the topic
In the healthcare context, online health information (OHI) plays a crucial role in understanding consumer perception. According to Jia et al. (2021), the usage of healthcare information technologies has rapidly increased in the current environment. With the help of this valuable asset, healthcare organisations not only access customers' information via online but also determine their required health outcomes. Therefore, by navigating OHI, healthcare professionals are able to promote the access to health service-related initiatives and evaluate fruitful results. Similarly, Crespo-Gonzalez et al. (2024) emphasised that OHI is highlighted as multiple evidence and non-evidence based sources such as health and government websites, online forums and social media. Hence, OHI enables customers to make better health-related decisions which consist of self-care and the availability of healthcare professionals. 
Importance of OHI in business or management practices
In the business field or their management practices, OHI is determined as a valuable source that encompasses advanced technologies' significance for detecting consumers' seeking behaviour to use digital medical information. With the help of OHI implications, healthcare professionals not only manage users' information-seeking procedures but also successfully enhance online health communities' trust (Boyce et al., 2024). In addition, the OHI usage focuses on strategic considerations of healthcare businesses that includes healthcare setting-based cost and subjective knowledge (such as clinical guidelines) (Manika et al., 2021).
Problem statement
The UK-based pharmaceutical brands experience multiple challenges when using OHI in their business practices. According to the Electronic Medicines Compendium (EMC), sometimes consumers notice limitless results from their online search engine. Therefore, consumers' opinionated brand-provided released data is inaccurate or outdated (Cooper, 2025). The prevalence of online misinformation creates other difficulties for pharmaceutical companies to regain public trust (Kbaier et al., 2024). Therefore, this study will address the negative consequences of OHI usage for the UK pharmaceutical companies and determine further recommendations to mitigate identified challenges.
1.3 Research Aim
The aim of the study is to examine how online health information influences consumer perception and trust toward pharmaceutical brands in the United Kingdom, and to identify strategic approaches that enhance brand credibility and consumer engagement in the digital healthcare environment.

1.4 Research Objectives
1. To analyse the impact of exposure to online health information on consumer perceptions of UK pharmaceutical brands.
2. To identify key factors (such as source credibility, information accuracy, and digital health literacy) that shape consumer attitudes and trust.
3. To evaluate how positive and negative online health information experiences influence levels of consumer trust in pharmaceutical brands.
4. To propose strategic recommendations for pharmaceutical companies to enhance brand perception and consumer trust through effective digital health communication practices.
1.5 Research Questions
Main Research Question:
· How does exposure to online health information influence consumer perception and trust toward pharmaceutical brands in the UK?
Supporting Questions:
1. What key factors (e.g., source credibility, information accuracy, digital literacy) shape consumer perceptions of pharmaceutical brands when engaging with online health information?
2. To what extent do positive and negative online health information experiences affect consumer trust in UK pharmaceutical brands?
3. How can pharmaceutical companies enhance consumer trust and brand perception through effective online health information strategies?
2. Literature Review
2.1 Key Themes / Theories
2.1.1 Analyse OHI's role in the UK-based pharmaceutical brands to shape consumer perception
Prioritising digital transformation, most of the pharmaceutical companies use online health information to easily interact with consumers. According to Furtner et al. (2022), with the help of digital transformation pharmaceutical companies currently strive to bring positive changes in their practices. It not only enlarges the organisational scope to nurture data analytics insight but also leads to a strong patient and customer-centric health aspect. In this regard, the Cognitive Theory of Multimedia Learning describes the importance of appropriate information to encourage learners' meaningful learning patterns (Mayer, 2024). Therefore, by using OHI-related information the UK pharmaceutical brands shape their valuable consumer perceptions like making their own health decisions depending on information accuracy. Alternatively, Fincham (2021) defined that inappropriate access of consumers to online drug purchasing determines pharmaceutical companies' unacceptable health practices because of its misuse to lead the general public interest and knowledge. Hence, OHI carries out remarkable significance in determining pharmaceutical brand's capability for shaping target consumer perception. 
2.1.2 Investigation on OHI-based influential factors to meet customers' expectations
For meeting customer expectations, OHI-based influential factors play a pivotal role by empowering patients' decision-making capabilities to access convenient care. As per the opinion of Zhao et al. (2025), several factors (such as health-related sources' credibility, self-efficacy of consumer interest and others) contribute to OHI credibility to easily reach expert guidance health information to customers. It not only enables users to get quality information from healthcare organisations' website content but also embraces brands' trustworthiness. Therefore, it determines the presence of a well-structured webpage that easily fulfils users' perception by making health information easier to understand. On the contrary, Battineni et al. (2020) stated that web illiteracy inhibits the interpretation of health information where users face complexities in finding their required medical information from the website. Additionally, a well-structured health story does not highlight the reality of the healthcare setting. Thus, this false propaganda misleads society about healthcare information. 
2.1.3 Evaluation of OHI-driven positive and negative impact for the UK pharmaceutical brands to determine consumer trust
Focusing on digital transformation, pharmaceutical brands primarily embrace their health practices through OHI. According to Sheikh et al. (2021), for developing the national healthcare system, health information technologies immensely contribute. It not only facilitates by supporting the existence of data-enabled infrastructure to support each health policy but also offers personalised care to the general public's health. With the help of this resource, the UK healthcare organisations successfully evaluate their digital health and care systems such as improving the usability of websites or providing digital medical information. In a similar context, Almeman (2024) explored that through OHI, pharmacies lead a patient-centred healthcare system where IoT (Internet of Things) real-time data about users whereas machine learning and AI (Artificial Intelligence) influence customers' decision-making process based on clinical trials. Therefore, OHI carries out beneficial outcomes for determining consumer trust. 
Alternatively, El Sherif et al. (2018) stated that misinterpretation of digital health information misleads consumer trust and creates anxiety and unnecessary fear among them. Thus, it indicates that pharmaceutical companies drive ineffective management plans for leading their OHI services and fail to build consumer trust. According to the Health Belief Model, public health consciousness immensely depends on people's beliefs. Therefore, users primarily obtain healthcare organisations' websites to find information regarding their health risk (Marton and Wei Choo, 2012). Hence, the negative consequences of OHI hinder pharmaceutical brands' capability to accomplish consumer trust. 
2.2 Key Studies and Debates
Considering the recent empirical studies, several debates have been found regarding the usage of OHI to shape consumer perception. For instance, Furtner et al. (2022) opined that pharmaceutical companies drive positive changes in their operation by using online health information focusing on digital transformation. Therefore, organisations are enabled to nurture a patient-centric healthcare system that highlights real-time data analytics. On the other hand, Zhao et al. (2025) commented that website content is a primary source of OHI, which helps healthcare organisations to influence consumer trust. However, the existing study does not elaborate on pharmaceutical brands' practices regarding online health information utilisation to increase consumer trust by shaping their perceptions. On the contrary, El Sherif et al. (2018) highlighted that digital health information sometimes misleads target consumers' trust when information is misinterpreted and negatively affects people's beliefs. Conversely, Battineni et al. (2020) explored that digital health illiteracy creates complexities for social media users to access required health information from pharmaceutical companies' official websites. Thus, it indicates that lower literacy is a more susceptible factor for misinterpreting digital health information and negatively affects the brand reputation. 
Despite the relevant insight regarding this study, the selected existing paper has several limitations. For Battineni et al. (2020) discussion, statistical analysis is not present whereas this particular study will require participants' responses to analyse first-hand data. Besides methodological limitations, the findings briefly elaborate on the necessity of quality OHI to shape consumer behaviour. Hence, the overall discussion defines the importance of OHI's proper responses to influence UK consumers' trust by considering the online healthcare landscape.
2.3 Research Gap
According to Zhao et al. (2025), OHI is currently highlighted as an indispensable part of the general public's daily life for optimising health treatment but it does not focus on pharmaceutical companies. Similarly, Crespo-Gonzalez et al. (2024) only focus on influential factors of OHI to determine consumer decision-making power but it is not conscious about the pharmaceutical brands' role to succeed this approach. However, this study demonstrates the UK-based pharmaceutical brands' OHI usage to shape consumer perception. 
2.4 Conceptual Framework
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Figure 1: Conceptual Framework
(Source: Self-created)
The above conceptual framework determines the relationship between online health information and consumer perceptions in the context of the UK healthcare setting which also considers both positive and negative consequences. 
3. Methodology
3.1 Research Approach
The study will select the quantitative research approach for analysing the OHI role to shape consumer perceptions in the context of the UK pharmaceutical brands. This approach helps to formulate theories, which are developed through observations (Almalki, 2016). Alternatively, qualitative research focuses on subjectivity which causes research bias whereas mixed methods sometimes produce inconsistent results due to the complex study design (presence of both qualitative and quantitative data analysis) (Almalki, 2016). Therefore, the quantitative approach will be suitable for this study to illustrate pharmaceutical companies' OHI usage to shape target consumers' perception.
3.2 Data Collection Methods
For collecting data for this research, the study will select an online survey that explores 50 patients' interest regarding the UK-based pharmaceutical brands OHI usage to meet patients' expectations. A survey-based research builds a platform for collecting community responses and analyses those thoroughly (Lupu and Zechmeister, 2018). However, the secondary data collection method sometimes does not offer reliable output without considering any first-hand information whereas case study analysis highlights basic assumptions related to the situation and it over-interprets the entire study (Taherdoost, 2021). Thus, to avoid misinterpretation, this study will collect participant responses through a structured survey and evaluate the final outcome. The survey will also be conducted among 50 patients in the UK who like to access medical information digitally from the organisational website of pharmaceutical brands. The survey will also be distributed in the MS Form by formulating closed-ended research questions. 
3.3 Sampling Strategy
The data collection method reflects as a methodological step to analyse collected data by gathering research-related information in one place and determining its usage to meet research questions (Abutabenjeh and Jaradat, 2018). To collect data from participants, the study will choose random sampling which contributes to measuring customers' interest regarding pharmaceutical brands' online health information usage. According to Noor et al. (2022), to conduct scientific research, random sampling is extensively used to generate generalisable results and minimise bias from the study context. It is also primarily used to support quantitative research design. Hence, the usage of random sampling will be favourable for this study context to collect responses of survey participants who use and seek for the digital health information of the UK pharmaceutical brands on a regular basis. 
3.4 Data Analysis
To analyse collected data prudently, the research will select statistical testing and analyse data through SPSS. According to Jeffery et al. (2022), statistical testing helps to evaluate the result by considering basic assumptions, which also determine the statistical significance of the research variables. On the contrary, having flexibility in nature, thematic analysis sometimes generates inconsistent output (Kiger and Varpio, 2020). Hence, the usage of statistical testing will be beneficial for the present research to determine consumer perception of the benefits regarding the pharmaceutical brand OHI. 
3.5 Ethical Considerations
For primary quantitative research, ethical consideration has a remarkable significance in structuring the entire study and maintaining coherence between social science and education (Jones, 2012). Based on voluntary participation, the researcher will maintain confidentiality which ensures the systematic correlation between collected responses. Concerning the data collection process, the researcher also focuses on collecting informed consent and strives to reduce harm from quantitative research (Nii Laryeafio and Ogbewe, 2023). Hence, focusing on this ethical approval, this study will take consents from participants and build a secure data storage for maintaining the confidentiality of individual participant’s responses. 
3.6 Feasibility
Considering the research context, feasibility helps to evaluate research questions effectiveness, which is responsible for clarifying outcomes of the study objectives (Barroga and Matanguihan, 2022). For this particular study, feasibility will depend on voluntary participants’ accessibility, time constraints and resource availability.
Access of participants: Selected participants will be adult patients who like to access online health information. For accessing participants' voluntary responses, the survey will be distributed through MS Form where people are willing to showcase their responses regarding health-related topics. According to Middlemiss et al. (2023), individual participants' responses clearly define their interest in a specific context which is connected with people’s expectations and priorities.  
Time constraints: Based on the survey development and ethical approval, time constraints may be affected during the participants' response collection. Similarly, a long time will be required to conduct the sensitive nature of health-related research. 
Resource availability: Conduct the survey, data analysis tools will be used that leverage the importance of OHI for the UK pharmaceutical brands to gain consumer trust. However, technical and financial constraints may create restrictions in managing sample diversity during the statistical analysis. 
4. Expected Findings
4.1 Anticipated Results
The anticipated result will highlight the relationship between consumers' seeking behaviour regarding online health information usage and pharmaceutical brands' capability to meet potential consumers' perceptions. It primarily determines the credibility and accuracy of online information for shaping patients' trust towards pharmaceutical brands. According to Daraz et al. (2019), reliable health information facilitates healthcare organisations to increase the organisational effort for influencing patients' decision-making power and generate fruitful outcomes. In addition, consumers who like to engage with online-based official health services like NHS websites or pharmaceutical companies' digital platforms immensely contribute to developing higher levels of trust and gain further opportunities. However, misinformation regarding health claims negatively affects consumer perceptions. For example, Astrazeneca’s vaccine controversies indicate that this pharmaceutical company is fueling misinformation regarding the Covid-19 vaccine. It created difficulties for the general public to regain their trust in the organisational campaign (Sendra et al., 2024). The research objective is already expected to highlight the negative consequences of pharmaceutical companies' OHI practices and their negative impact on consumer trust. 
Furthermore, it may discover the necessity of demographic variation to adapt OHI for influencing brand perception-related activities. As per the statement of Heponiemi et al. (2022), the younger generation prefers to use online for accessing their health requirements like mitigation process of health-related risks, preventing diseases or benefits and side effects of any medicines. Alternatively, older people less use the internet that indicates that people neglect the usage of digital applications for fulfilling their health-related services. Therefore, this study will determine that online contents are a more credible source for the younger generation instead of older people. Besides this, another anticipated pattern that will be remarked by this study is that brand transparency immensely contributes to influencing positive attitudes of target customers. This positive consequence goes with the third research objective, which determines OHI-related influential factors. According to Panda and Satapathy (2024), pharmaceutical companies openly share information processes that not only promote each brand’s transparency related to drug traceability but also strengthen the network between companies and customers. 
4.2 Expected Contribution
Considering the study fact, this research will highlight its contribution to multiple theories, managerial practices and policies. Based on the theoretical perspective, the study will elaborate the role of digital health communication tools for building consumer trust in the context of the UK pharmaceutical industry. It will integrate the brand perception model and information credibility theory by explaining online information's positive impact on shaping consumer attitudes. According to the Brand Perception Model, by offering transparent information to customers, companies influence the purchasing behaviour of buyers (Barajas-Portas, 2015). 
Alternatively, from a managerial standpoint, this study will highlight pharmaceutical brand managers' roles in affecting consumer perception by promoting OHI through authenticated sources like official websites and social media. With the help of developed digital presence, companies not only foster long-term relationships with customers but also increase online presence (Wan, 2023). It will also highlight online communication strategies (healthcare app, online portals) that pharmaceutical companies will consider as OHI sources. 
Moreover, the study will highlight the necessity of an effective health-related policy to ensure the quality assurance, which supports the practice of digital health literacy for increasing consumer trust towards the UK pharmaceutical brands. As well as, to describe the necessity for reforming the existing healthcare policies. Hence, the entire research is expected to outline a comprehensive understanding of OHI's role in influencing consumer trust and perception. 
5. Limitations
5.1 Anticipated Constraints
During this research, various kinds of challenges may arise which are related to OHI accessibility for shaping consumer interest and trust towards the UK-based pharmaceutical companies. The major constraint of this study is the accessibility of suitable participants who will actively seek to give their responses regarding OHI usage but sometimes experience complexities in sharing their personal information. Thus, it may lead to a low response rate of participants. A low survey participants' response rate represents non-response bias, which also creates systematic barriers (Klabunde et al., 2013). Another potential limitation of this study is data generalisability and accuracy. In this relation, the usage of primary quantitative data will carry out self-responses of customers who are interested in using digital health information. Therefore, demographic diversity (such as age and gender) may reduce the reliability among the UK population. Furthermore, resource and time constraints may hinder the research scope from meeting research objectives. 
5.2 Mitigation Strategies
To manage the identified potential limitation, several strategies will be implemented by this study to improve participants' accessibility and reduce bias. Firstly, the usage of multiple sources (like general population panels, social media platforms) will clear a pathway to distribute the survey. The existence of multiple platforms ensures data is smoothly derived from distributed sources (Jordan, 2018). However, by conducting an anonymous survey, the research will minimise bias and encourage honest responses from survey participants. Lastly, resource and time constraints will be managed by using low-cost data analytics tools (for example, MS Form and SPSS) along with outlining a research timeline for completing the entire research within the allocated timeframe. 
6. Timeframe
	Phase / Task
	Start Date
	End Date
	Duration (Weeks)
	Notes

	Finalise the Topic and approve the Proposal 
Ethics approval
	1 Nov, 2025
	8 Nov, 2025
	1
	Preparation of Ethics Form 
/proposal form

	Developing Literature Review
	9 Nov, 2025
	15 Nov, 2025
	1
	Identification of Research Gap/ literature review

	Designing Survey
	16 Nov, 2025
	30 Nov, 2025
	2
	Survey Design  / research methodology/ data collection

	Ethics approval
	1 Dec, 2025
	8 Dec, 2025
	1
	Proceed with Data Collection after Formal Approval

	Data Collection
	9 Dec, 2025
	16 Dec, 2025
	1
	Weekly Progress  Review

	Statistical Analysis of Data
	17 Dec, 2025
	25 Dec, 2025
	1
	[bookmark: _GoBack]complete analysis

	Evaluation of the Result with Discussion
	26 Dec, 2025
	9 Jan, 2026
	2
	Findings Reliability under Theoretical Assumptions

	Draft Writing
	10 Jan, 2026
	16 Jan, 2026
	1
	Supervisor Feedback Collection

	Proofreading and Final Editing
	17 Jan, 2026
	24 Jan, 2026
	1
	Final Check of Academic Integrity

	Final Dissertation Submission
	25 Jan, 2026
	30 Jan, 2026
	1
	Submit completed Dissertation



7. Conclusion
Considering the overall discussion, it is derived that this particular study aims to OHI role for shaping consumer perceptions in the setting of UK pharmaceutical brands. Nowadays, most of the consumers like to use online platforms for accessing health-related insights and determining the credibility of OHI-driven outcomes. Focusing on this context, the research objective is to elaborate on the OHI role and necessity in shaping consumer perceptions where influential factors evaluate a fruitful outcome. However, the negative consequences require appropriate strategies to manage the digital communication of pharmaceutical brands and gain a higher level of public trust.
This present research primarily highlights the current healthcare setting of the UK where digital literacy plays a pivotal role in influencing patient trust towards online health information. Depending on this context, the study will adopt a quantitative research approach which is designed through a structured survey and it seeks to capture patients' experiences related to the UK pharmaceutical brands' online health communication practices. From the usage of theoretical implications to managerial standpoints, all support the academic contribution for this study, which will also help to evaluate digital health communication facilitating the perceptual changes of customers by influencing their attitudes. Hence, the strategic insight of the study highlights the necessity of the OHI-driven patient-centred healthcare process for encouraging consumers' decisive decision-making power and maintaining data accessibility and accuracy. 
Moreover, to pursue the academic value the proposed research will highlight the research gap by considering the intersection between the OHI and pharmaceutical brands' capability to influence consumer perception. Focusing on both opportunities and threats related to OHI, the research will represent a broader discussion of digital health communication and determine the high consumer trust and brand credibility. Thus, the feasibility offers a strong justification for the guidance of digital health engagement in the UK pharmaceutical industry.
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