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The study’s main purpose is to identify the effect of online reviews on Clothing purchasing Intention of Millennials (Special Reference to South Wales). There are four dimensions identified for the online reviews such as review timelines, review quality and review valance. The mix method approach has been used to this study including both qualitative and quantitative data collection reference to South Wales millennials. Nonprobability sampling method of convenience sampling has been used to gather data from the data and analysis has used the statistical software of SPSS analysis. There are clear standards of evaluation utilized by millennials in reviewing wherein size details, quality details, and value details are favored and influencer ads are shunned. The study discovers the key importance of demographic similarity in credible reviews and situation variation in review dependence, especially for expensive products. The findings generalize Theory of Planned Behavior and theory for electronic word-of-mouth communication and give practical recommendations to retailers in review management and social media management. There are some limitations, such as geographic scope for research and demographic bias. More universal contexts and product categories may be used in future research, and outcomes may be cross validated with purchase records. Online posts are most important to forming millennial online shopping behavior.
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[bookmark: _Toc209753084]Chapter One – Introduction
1.1 [bookmark: _Toc209753085]Background of Study
Fashion and the clothing industry is a very famous industry that contributes to the economic development of any country. The clothing purchasing among the millennials is very higher and these millennials are born between 1981 and 1996. The middle age is more into purchasing with more care (Jain, 2019). The internet application usage and the digitalization is more in the present world and the same is used by these millennials as well. The purchase also included with these developed technological applications (Jansom & Pongsakornrungsil, 2021; Shukla, 2019). Understanding the behavior levels of these millennials is a necessity by every organization. Most of the time, purchasing is done after reviewing the online reviews. This practice is undertaken by the individuals where the impact of these online reviews is very higher for their final decision on purchasing (Dharmesti, et al., 2019). South Wales is with continuous development and this practice is highly available. Thus, the present research has taken its step in testing the impact of the online reviews (Review Timeliness, Review Quality and Review Valance) towards the purchasing intention of the millennials. 
The word "review" in this study refers especially to online reviews or comments made by customers regarding apparel products on digital platforms. These reviews can take many different forms, such as star ratings, written testimonies, or product recommendations that are shared on social media or e-commerce websites. The study looks at three key aspects of reviews: valence (the overall sentiment, whether positive, neutral, or negative), quality (the depth and usefulness of the review content), and timeliness (how recent the review is). When taken as a whole, these factors influence how South Wales' millennial consumers perceive goods and choose which ones to buy online. In the electronic word of mouth (eWOM) process, reviews are essential because they influence credibility, trust, and, eventually, consumer behavior.
Millennials have grown up at the intersection of fast-paced technological change and accelerating globalization. As digital natives, they integrate internet use into many daily habits including shopping. Studies indicate that these consumers rely heavily on online information before making purchases, especially in categories like fashion where fit, style, and material quality are difficult to judge virtually (Melović, Šehović, Karadžić, Dabić, and Ćirović, 2021). In the clothing sector, this tendency is amplified: shifting trends and peer influence make online cues crucial. Among these cues, online reviews serve as a bridge between impersonal marketing messages and personal user experience.
The format and perceived authenticity of reviews play a major part in shaping trust. Marketing literature shows that traditional advertising is often discounted by consumers for its promotional bias, while reviews especially those by peers carry credibility and appear more neutral (Yang, 2022). This is especially important for millennials who often cannot physically inspect garments before buying. Reviews thus act as substitutes for physical trial: they help consumers assess sizing consistency, fabric quality, durability, and whether the product looks like its pictures. For individuals in regions like South Wales, with high smartphone and internet penetration, this reliance on online reviews shapes purchasing behavior in ways that often outweigh in-store interactions.
One dimension shown to influence purchase intention is review valence, or the overall sentiment (positive vs negative) expressed in reviews. As per Cheong, Muthaly, Kuppusamy, and Han, (2020) identified millennials regarding electronic products found that valence has a strong impact: more positive reviews increase purchase intention, whereas negative ones lower it. However, neutral reviews often serve as a balancing factor, offering both favorable and unfavorable points (Cheong, Muthaly, Kuppusamy, and Han, 2020). For fashion goods, similar dynamics are plausible: a majority of positive reviews can build confidence, while even a few prominent negative reviews may deter purchase decisions.
Another significant factor is review quality. Studies indicate that more detailed, longer reviews especially those that include product images, comparisons, or descriptions of use contribute more to trust, perceived usefulness, and reduce perceived risk (Yang, 2022). High-quality reviews are considered more reliable; they signal that the reviewer has used the product thoroughly and is invested in providing valuable feedback. On the other hand, vague or superficial reviews tend to be discounted.
Timeliness how recent a review is also matters. As per the Cheong et al., (2020), study on electronic product purchase intention, timeliness was identified as the most influential among review timeliness, review quantity, and review valence for millennials (Cheong et al., 2020). Fashion is especially sensitive to recency: styles evolve fast, and manufacturing or style changes may affect fit, color, or overall appearance. Hence, a review written a long time ago may no longer be accurate, reducing its impact. Consumers are more likely to trust recent feedback as reflecting the current state of the product or the retailer's service.
Beyond these dimensions, the broader concept of electronic word-of-mouth (eWOM) provides a useful framework. eWOM extends traditional word of mouth into digital media, making individual reviews accessible globally and permanently. Because they are public, persistent, and often searchable, these reviews influence not just immediate acquaintances but stranger consumers as well (Yang, 2022). In many behavioral models such as the Theory of Planned Behavior attitudinal beliefs, normative pressure, and perceived control shape intentions (Putri and Akbari, 2021). Online review factors affect attitudes (through perceived product quality and trust), subjective norms (if peers or influencers are seen endorsing or criticizing a product), and even perceived behavioral control (by reducing uncertainty or risk). 
Studies also show that perceived risk is mitigated by trustworthy reviews. When consumers find reviews to be credible and useful, their sense of risk relating to size mismatches, misleading images, poor fabric quality is reduced, making purchase more likely (Yang, 2022; Cheong et al., 2020). In the context of clothing, issues like size, material, color differences, and delayed shipping are typical risks; high-quality, recent, and positive reviews help to address or even preempt these concerns.
1.2 [bookmark: _Toc209753086]Research Focus
The online media usage, digitalization and the online platforms for marketing and selling is becoming a more crucial activity which is coming as an important part in any organization. Following gives the internet and social media usage in the world (Piazza and Gule, 2021). 
Online purchasing with these internet and social medial platform usage has become and increasing viable in practice (Taib, et al., 2021). The reviews are playing a significant role in the purchasing actions where the social media is a best platform for the customer reviews. This is common in the fashion industry as well where people are more tending to seek for the reviews once purchasing the items (Warnaby and Shi, 2019). Following gives an evidence of the behavior of the individuals in purchasing the fashion items.
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[bookmark: _Toc209753190]Figure 1 Fashion item purchasing behavior of individuals
Source: (Djafarova and Bowes, 2021)
As per the findings, it is very clear that the online reviews and online purchasing are highly available in the market and among the individuals where the necessity of the positive reviews maintenance is vital by the organizations (Wilfling, et al., 2021). Since the negative comments are misleading the customer, fashion organizations also necessary to keep the understanding on the weight of the online reviews and maintain a proper measure to have a good league of the online reviews. Understanding all these is very important and critical practice (Ameen, et al., 2021).
Despite the rapid expansion of digital platforms, the credibility of online reviews remains a contested issue. Filieri (2016) finds that consumers assess review authenticity based on message content and style, review valence, and extremity, rather than simply trusting all reviews equally. Fake or biased reviews whether authored by companies or by parties with vested interests pose a serious risk in sectors like fashion, where judgments about fit, aesthetic, and comfort are subjective and vary substantially between individuals (Filieri, 2016). Consequently, millennials often have to filter through reviews with healthy skepticism, balancing their desire for peer-insight against concerns about manipulation or misleading content. Filieri (2016) gives insight into trust cues and content cues globally, there is less literature specific to places like South Wales, with its mix of urban and semi-rural populations, specific fashion retailers, and patterns of online trust and media usage. Understanding whether South Wales millennials weigh review valence, quality, and recency in the same way as in these other contexts will help clarify whether observed relationships are universal or context-sensitive.
1.3 [bookmark: _Toc209753087]Rationale of the Study
The rapid growth of e-commerce has transformed consumer behavior, particularly among millennials who are often considered the most digitally engaged generation. Online reviews have emerged as a critical source of information that shapes consumer perceptions and purchase intentions. Unlike traditional marketing channels, reviews provide user-generated content that influences trust, credibility, and decision making. According to Cheong, Muthaly, Kuppusamy, and Han (2020), millennials are highly responsive to online reviews, and their purchase decisions for electronic and lifestyle products are often swayed by peer opinions rather than brand advertising. This tendency may point to the fact that online reviews could also play the same important role in the beauty care market which relies heavily on experiential characteristics and subjective reviews.
The theory of planned behavior (Ajzen, 1991) is highly applicable in explaining the purchase intention in online setting since it is based on the attitudes, subjective norms, and perceived behavioral control. The purchase attitudes shift to a positive one when the reviews foster a belief on what consumers have on the quality and safety of the product. Moreover, Millennials often request their friends to make a review of the product, and online reviews can be regarded as an easy way to obtain a normative pressure (Shukla, 2019). In this connection, the theory can be applied in learning how the electronic word-of-mouth as an external information is internalized in developing behavioral intentions.
One of the segments that can be examined is the millennials in the South Wales who have been subjected to the global digital platform and the local socio-cultural norm. Convenience and price are the motivation of online shopping of millennials but also trust in digital space. The role of trust in this case of beauty care products is especially significant since the quality of the product, its authenticity, and health-related consequences are often indirectly measured. Credibility of online reviews helps to reduce the perceived risk and promote purchase intention as it is observed by Thomas, Wirtz, and Weyerer (2019).
The other reason why this research needs to be conducted is founded on the consumer perception of value. As shown by Jain (2019), one of the factors that influence the purchase intentions of millennials is the perceived value of the luxury products in terms of functional, emotional, and social values. Similarly, beauty care products are purchased not only due to their convenient use, but also identity and self-esteem. Online reviews are exaggerating such conceptions as consumers can have an opportunity to verify the fact that a product meets their values and expectations. Another role that shares with online reviews in consumer intention is that of social media. Jansom and Pongsakornrungsil (2021) explain that the presence of influencers in the platform such as Instagram and peer-to-peer communication has a significant impact on the perception of millennials related to values and purchase behavior. As Ameen, Tarhini, Shah, and Nusair (2021) reveal, the most common determinants of online shopping are gender disparities and cultures. 
South Wales is a suitable case example in investigating the way web feedback influences fashion purchasing intention among web-active millennials with web usage saturation and web-reliant e-commerce. Its highly successful retail industry, Swansea and Cardiff serving as showrooms, has competition among domestic players and national brands where web feedback preserves customer loyalty and faith. Urban and rural diversities create a disadvantage of comparison to study review dependence in various shopping contexts. South Welsh millennials are young internet buyers whose fashion interest makes them even more susceptible to eWOM, creating worthwhile evidence for policymakers and traders who are ready to promote the digital economy in South Wales. This suggests that in South Wales, social and digital norms, level of online shopping experience, and trust in online feedback will likely influence how strongly millennials respond to these review characteristics.

[bookmark: _Toc209753088]1.4 Research Aim and Objectives
The main aim of the research is to understand the impact of the online reviews on millennials’ purchasing intention of clothes in South Wales. There are research objectives articulated as follows. 
1. To investigate how the timing of a review affects the purchasing intentions of millennial consumers shopping.
2. To explore the impact of quality review on clothing  purchasing intentions of millennials in South Wales.
3. To Examine How Social Media Affects Review Perception

[bookmark: _Toc209753089]1.5 Research Questions 
There are several research questions and these are articulated as follows. 
1. What is the impact of review timeliness on millennials’ purchasing intention of clothes in South Wales?
2. What is the impact of review quality on millennials’ purchasing intention of clothes in South Wales?
3. How does social media influence millennials’ perceptions of online product reviews when shopping for clothing?

[bookmark: _Toc209753090]1.6 Research Significance 
The research is highly significant for the fashion companies in the world. The fashion customer group is behaving in significant manner, and the behavior understanding is necessary in dealing with the future actions for a better sales management (Djafarova and Bowes, 2021). Along with this, the companies could understand the customer behavior towards online reviews and strategies can be implemented. The present study is aiding the companies to build their sales and to manage the outcomes at a significant level. Further to this, research is a base for the better development of literature and future research studies as well. It gives the idea of the customer behavior and aids in the new strategy development (Jain, 2019). This research is significant for all the manufacturing and service organizations as it gives a clear picture on the proper development of the sales with the customers.
[bookmark: _Toc209753091]1.7 Structure of the Dissertation
The dissertation is structured into five main chapters to ensure a logical flow of ideas and a comprehensive analysis of the research problem. The first chapter introduces the study by outlining the background, research problem, objectives, questions, significance, and scope, thereby setting the foundation for the investigation. The second chapter presents a critical review of the existing literature, highlighting key theories while also identifying research gaps relevant to millennials’ online purchase intentions. The third chapter details the research methodology, including the research design, population, sampling techniques, data collection methods, and analytical tools. The fourth chapter provides the results and analysis, where both descriptive and inferential findings are discussed in detail. The fifth chapter draws conclusions based on the findings, discusses theoretical and practical implications, outlines limitations, and suggests directions for future research. 

[bookmark: _Toc209753092]Chapter Two - Literature Review
[bookmark: _Toc209753093]2.1 Introduction 
The digital consumerist revolution has been changing the purchasing atmosphere of fashion retail to a significant degree, and the literature review here tries to solve the complex interdependence of consumption trends and online reviews with specific focus on South Wales fashion consumption. The review also tries to develop a theoretical framework that describes the influence of digital drivers, i.e., online reviews, on consumer choice making in the new fashion retail settings in a descriptive manner.
Fashion saw unprecedented trends in changes in consumer behavior induced primarily by the growth of electronic media and increased surveillance of electronic word-of-mouth (eWOM) messages (Dharmesti et al., 2019). Of greatest concern to the studies undertaken in fashion stores is the change in behavior, an attempt to optimize the efforts of online advertisement and customer interaction. The literature review therefore by and through as such thus therefore below thus provides the kind of background that the research of the above processes by and through which online reviews affect purchase intention among millennial customers with special regard to clothing purchase requires.
This analysis has implications beyond the instructional and it is something that is very serious to internet marketers, fashion stores and policymakers who have to predict the changing form of consumer activity on the virtual economy. Based on a synthesis of existing information on internet reviews, buying behavior among millennial consumers, and buying intentions, this review offers a feasible theoretical framework in support of the existing research objectives and questions.
[bookmark: _Toc209753094]2.2 Theoretical Underpinnings of Consumer Purchase Behavior
[bookmark: _Toc209753095]2.2.1 Traditional Consumer Behavior Theories
Consumer behavior theory has evolved significantly since the mid-20th century, and most of the original simple models directly impact research to this day. Maslow's Hierarchy of Needs (1943) is an early deconstruction of consumer motivation in that consumers are driven by a progression from physiological basic needs through to self-actualization. Applying this to fashion buying, it explains how clothes respond to their functional needs (protection, comfort) and meta-needs (social acceptance, self-esteem).
Ajzen (1991) proposes a more developed model for purchase intention assessment through the Theory of Planned Behavior (TPB). TPB is used to forecast that an intention to carry out a behavior will be influenced by three drivers: attitude toward the behavior, subjective norms, and perceived behavioral control. TPB has been used in extensive studies in purchasing scenarios online, whereby consumer attitudes towards electronic media, peer ratings' social influence, and convenience of doing business over the internet are all purchase intention variables driving factors (Shukla, 2019).
Engel-Kollat-Blackwell Model, later evolved into the Consumer Decision Process Model, is a complex model of the consumer decision-making process: problem recognition, information search, alternative evaluation, purchase decision, and post-purchase evaluation (Blackwell et al., 2006). The model will see optimum application in the scenario of online consumer shopping, where the consumer has been confronted with colossal sources of information, i.e., social media comments, comparison websites, and product reviews.
[bookmark: _Toc209753096]2.2.2 Contemporary Digital Consumer Behavior Models
Digital revolution has ushered in the necessity for new theory which would reveal the new aspects of consumer behavior in digital worlds. TAM and extensions account for the roles of perceived usefulness and perceived ease of use in regulating consumers' utilization of electronic technology and buying behavior (Davis, 1989). TAM, when applied in the field of web reviews, can be employed to comprehend the way and how consumers make use of review websites and the influence review information attitude has on purchase intentions.
Unified Theory of Acceptance and Use of Technology (UTAUT) is an extension of TAM to incorporate determinants such as social influence and facilitating conditions (Venkatesh et al., 2003). UTAUT is strongly positioned to examine millennial consumer attitude since it encompasses social influences and peer pressure as one of the determinants of technology acceptance.
[bookmark: _Toc209753097]2.2.3 Factors Influencing Purchase Decisions
Consumer consumption habits are shaped by a multi-dimensional set of individual, social, cultural, and psychological factors. Individual factors include demographic attributes, lifestyle requirements, and personality. The literature has proven that millennials are characterized by some individual factors which influence their consumption patterns, e.g., high rates of technology acceptance, environmental awareness, and price consciousness (Jain, 2019).
Social forces comprise the influence of the reference group, family, and the influence of social networks on consumer behavior. Social media has amplified the effects of social influences, and word-of-mouth support via friends and net criticism are strong purchase drivers (Jansom and Pongsakornrungsil, 2021). Cultural forces consist of collective values, beliefs, and practices that characterize consumer behavior and consumption patterns in a particular geographic or demographic setting. 
Psychological factors, including motivation, perception, learning, and overall attitude, influence how consumers interpret information and make buying decisions. Cognitive dissonance theory is the theory that describes how consumers look for information that supports their buying decisions and disbelieve opposing information, influencing the processing and interpretation of online reviews of products (Festinger, 1957).
2.3 [bookmark: _Toc209753098]Online Consumer Purchase Intentions
[bookmark: _Toc209753099]2.3.1 Defining Purchase Intention
Purchase intention refers to the likelihood that a consumer will effect a specific purchase or service in some interval. It is one of the best predictors of actual buying behavior, but the gap between intentions and behavior remains a problem within consumer research (Ajzen, 1991). In online contexts, purchase intention includes the intention to buy a product but also to buy over the internet and pay electronically.
The purchase intention-behavior relationship is enabled by a number of intervening variables such as situational constraint, time pressure, and availability of alternatives. Empirical evidence reveals that purchase intentions in virtual environments are better predictors of subsequent behavior than offline environments on the basis of low barriers to transaction closure in virtual environments (Zarrad and Debabi, 2012).
[bookmark: _Toc209753100]2.3.2 Factors Influencing Online Purchase Intentions
Trust is the strongest online buying intention driver and can be termed as trusting the internet world, retailer, and website. Consumer trust in the online world towards retailers is illustrated to be influenced by security features, website quality, reputation, and ease of access to the customer support (Octavia and Tamerlane, 2017). Exposing the website to real customer ratings and opinions has been proved to exert a very strong positive influence on risk perceptions, particularly for risk-averse consumers.
Perceived risk is one of the strongest online purchasing intention drivers. Online shopping involves various types of risks, including financial risk (loss of cost), performance risk (disappointment with products), privacy risk (misuse of personal information), and social risk (social consequence). Product descriptions, customer reviews, and money-back guarantees mitigate these perceived risks (Rahim et al., 2016).
Convenience aspects like convenience, ease, and time convenience are significant influencers in purchasing intentions online. One of the benefits of shopping online is ease in product comparison, reading reviews, and paying without spatiotemporal constraints. Convenience also manifests as one of the key drivers for millennial consumers in a study indicating that millennial consumers prioritize convenient and convenient shopping experiences (Nguyen and Ha, 2021).
[bookmark: _Toc209753101]2.3.3 Digital Content and User-Generated Content Influence
User-generated content (UGC) in the forms of buyers' ratings, reviews, and social media comments has been an active online purchasing intention driver. UGC also became more credible and believable than marketer-generated content since it is actual customers' experiences and opinions (Thomas et al., 2019). UGC credibility also increases with perceived commercial intent absence, thereby having even stronger effects on consumers' purchasing decisions.
The effect of digital content on purchase intention varies as a function of content attributes like source credibility, argument quality, and emotionless. The empirical studies indicate that explicit and concrete reviews with extensive product details are more influential in influencing purchase intentions compared to brief general comments (Cheong et al., 2020). Visual content, through images and videos of consumers, enhances the effect of digital content on purchasing.
2.4 [bookmark: _Toc209753102]Millennials as Consumers
[bookmark: _Toc209753103]2.4.1 Demographic and Generational Characteristics
Millennials, those born between 1981 and 1996, are the largest customer base in most developed economies and have characteristic attributes that differentiate them from previous generations. The digital generation that has matured within the digital revolution age and therefore native digital consumers with unrestricted access and knowledge in technology-mediated purchasing operations (Paláu and Rivera-Cruz, 2018).
The demographic trend of the millennial generation entails a higher level of education, later home ownership, and urbanization as compared to the prior generations. This influences their buying behaviors in which experience takes precedence over physical commodities and are more eco-sensitive and people-centered in their buying behaviors (Antonio and Astika, 2019).
[bookmark: _Toc209753104]2.4.2 Behavioral Characteristics of Millennial Consumers
Millennial consumers are people who have some traits of behavior that lead to consumption. They are the technology-savvy, used to digital media, and demand coherent offline and online experience. The current age has been marked by some trends regarding mobile commerce where the smartphone is the convenient tool of product finding, price checking and execution of payments (Djafarova and Bowes, 2021).
Social influence is particularly significant in the context of consumerism among millennials. The generation is attracted to user recommendations, social media views, and reviews when deciding on a purchase. Friend reviews and endorsements have more likelihood to be adopted by millennials compared to regular advertorial communications (Dharmesti et al., 2019).
Value-based purchasing is also one of the ways in which millennials differ as consumers. They value brand loyalty such as care for society and earth, and sincerity. They are ready to spend an additional premium on the product that fulfills their value expectation, and sincerity and transparency are the primary drivers of buying (Shukla, 2019).
[bookmark: _Toc209753105]2.4.3 Millennial Preferences for Digital Experiences
Millennials are strongly inclined towards social, convenient, and personalized online shopping. They expect virtual stores to offer high-quality product details, customer reviews, and comparison options to facilitate informed purchasing. The presence of social media elements like peer recommendation and social sharing makes online shopping extremely attractive to this consumer segment (Jansom and Pongsakornrungsil, 2021).
Authenticity is the most important aspect of online behavior of millennials. The generation has developed sophisticated skills of deception and weeding out false or adulterated information, and hence real customer views and transparent communication are vital to achieve trustworthiness and credibility. Honest, descriptive consumer feedback and concrete truthfulness are of utmost concern for millennials and extremely susceptible to fraudulent or paid reviews (Jain, 2019).
[bookmark: _Toc209753106]2.4.4 Fashion Consumption Trends Among UK Millennials
UK millennial fashion consumption is also defined by some distinctive trends that separate this consumer market from other consumer markets. UK millennials are also heavily engaged in e-fashion shopping, with an averred over 70% of this consumer market fashion shopping online daily (Warnaby and Shi, 2019). This trend is perhaps best witnessed in urban settings, like South Wales, where rates of digital connectivity and disposable income facilitate online fashion consumption.
Social and environmental sustainability concerns are highly relevant in influencing UK millennials' fashion consumption. The generation is becoming progressively environmentally and socially conscious of fast fashion and its impacts, and this is being carried forward to greater demand for sustainably sourced and ethically made fashion wear (Wilfling et al., 2021). UK millennials are willing to pay a premium for environmentally friendly fashion products as long as they are informed of environmental and social benefits, according to research.
Social media influence on fashion consumption is particularly prevalent among UK millennials, and Instagram and TikTok are utilized as the reference starting points for fashion and product discovery. Further, with the introduction of social commerce functionalities like direct buy and influencer collaborations, social media share in fashion consumption behavior was increased (Ameen et al., 2021).
[bookmark: _Toc209753107]2.5 The Digital Revolution's Impact on Consumer Behavior
[bookmark: _Toc209753108]2.5.1 Growth of E-commerce and Mobile Shopping
The digital era has revolutionized consumer behavior in its very essence, and e-commerce is one of the most dramatic retail dynamic developments. Online retailing of retail sales has spurred several orders of magnitude faster, and m-commerce has become a leading online retail trend. Studies have revealed that more than 50% of web shopping traffic comes from mobile phones, and millennials are key drivers of the adoption of mobile commerce (Taib et al., 2021).
The extensive use of mobile phones and mobile applications has enabled customers to engage with retailers throughout the shopping journey. Mobile shopping applications provide customized experiences, location-based offerings, and immediate access to product data and reviews. The convenience of internet-based shopping and simplicity have particularly drawn millennials as consumers who appreciate on-demand availability of products and services (Piazza and Gule, 2021).
[bookmark: _Toc209753109]2.5.2 Shift from Traditional to Digital Purchasing Patterns
Shopper consumer activities have also radically transformed from physical offline bricks-and-mortar retailing to internet-driven approaches. The numerous drivers that have triggered this have included improved infrastructure of digital payments, improved internet penetration and improved logistics capacity. The study has also shown that the consumer buying behavior of online shoppers is characterized by increased price sensitivity, increased product consideration set and increased utilization of the information sources such as social media recommendations and web-based customer reviews (Fang et al., 2011).
This also constitutes a change in the time scales of consumerism with this shift to web consumption. Online shopping allows the consumers to shop everywhere and anywhere hence dissolving the traditional restrictions of the shop business hours and geographic location. Such convenience has been the most appealing to the millennial consumers, who want most of the convenience and instantaneity in their shopping experiences (Yu and Natalia, 2013).
[bookmark: _Toc209753110]2.5.3 Information Accessibility and Comparison Tools
Due to technological revolution, the customers are in a position to access product details and comparison tools to facilitate better buying decisions. The frequency of internet and mobile phones connectivity forms the channel of integration of the quantity of product information, consumer reviews, price contrasting and images to methodically analyze the purchasing opportunities. This has been established empirically with a greater proportion of the population making conscious and rational purchase decisions in which they take a longer time to surf before making the purchase (Aditya and Alversia, 2019).
Comparison shopping has become a routine process in internet sites, in which shoppers often employ multiple sites to compare products and prices. Greater visibility of price comparator tools, reviews, and ratings has created higher customer expectations of comprehensive information provision. Firms that refuse or fail to provide adequate information or consumer review features may experience lower conversion and customer satisfaction (Sutanno and Aprianingsih, 2016).
[bookmark: _Toc209753111]2.6 Online Reviews: Types and Characteristics
[bookmark: _Toc209753112]2.6.1 Review Timeliness and Consumer Trust
Review recency is a significant driver of consumer trust and purchasing behavior. Reviews dated around the time of purchase are taken to be fresher and more credible than older reviews since they reflect the best representation of the current quality of the product and retailer performance at present. Review recency has also been shown to have a significant influence on product quality and reliability judgments among consumers, and consumers are strongly biased towards products with continuous recent reviewers (Fu et al., 2011).
Review timing is also varied in product categories and consumers. For fashion products, where fashion and quality are constantly evolving, the new reviews are particularly useful for consumer buying decisions. Young millennial consumers, for whom the latest fashion and new product information matter a great deal, consider new reviews as a highly influential source of support with fashion buying decisions (Cheong et al., 2020).
Temporal reviews can also impact reviews' legitimacy as they are perceived. Since consumers become more skilled at spotting prospective fake or made-up reviews, temporal pattern is used as a criterion for authenticity. Natural temporal patterns will be common with true reviews while artificial clustering or irregular timing patterns indicate spam reviews (Thomas et al., 2019).
[bookmark: _Toc209753113]2.6.2 Review Quality: Content Depth and Usefulness
Quality of review includes some features like depth, specificity, helpfulness, and overall usefulness to consumer purchase behavior. High-quality reviews include a lot of product features, performance, and use experience that influence other consumers' purchasing decisions. It is evidenced that detailed and descriptive reviews influence purchasing intention much more than short general reviews (Octavia and Tamerlane, 2017).
Quality of reviews is improved by having in-depth information about product features, usage scenarios, and comparison reviews. On clothing products, descriptive reviews typically include fit, quality of material, color matching, and fashion tips. Visual cues, such as customer photos and videos, improve review quality through real-life representations of products in actionable situations. Consumer quality perceptions of review quality also depend on reviewer attributes like perceived knowledge, trust, and similarity to consumers. Verified buyer reviews are more informative and credible than unverified user reviews. Reviewer information and purchase verification enhance views of review content quality and credibility (Sutanto and Aprianingsih, 2016).
[bookmark: _Toc209753114]2.6.3 Review Valence: Positive, Neutral, and Negative Sentiment
Review valence is the overall opinion in customer reviews for positive to negative ratings. Review valence plays an important role in determining consumers' perceptions of product quality and intentions to buy. Experiments prove that highly rated and positively reviewed products online create higher trust and buying intention compared to mixed review or bad review products (Zarrad and Debabi, 2012).
Valence is moderated in its potency to affect consumer purchase behavior by elaboration availability of feedback, review frequency, and sentiment strength. Extremely positive or extremely negative comments may be viewed as less credible than moderately positive comments when they lack elaboration-based explanations. People want balanced proportions of reviews having both negative and positive comments for pooling product ratings together (Rahim et al., 2016).
Negative reviews offer consumer decision-making, especially where they detail product constraints or usage stipulations. There is evidence that indicates the presence of some negative reviews adds to aggregate review credibility because collections of only positive reviews will be deemed likely to be spurious or biased (Aditya and Alversia, 2019).
[bookmark: _Toc209753115]2.6.4 Review Platforms and Electronic Word-of-Mouth Credibility
There are several review-sharing websites on the internet, including specialized review websites (e.g., Trustpilot), consumer product retailer websites (e.g., Amazon), and social networking sites (e.g., Facebook and Instagram). There are site-specificities in terms of review authenticity, user demographics, and impact on purchase behavior. Empirical studies show review credibility variations between sites with purchase-verified reviews as being more credible compared to open review systems (Fu et al., 2011).
eWOM credibility is established based on review content features, reviewer profiles, and site features. Such sites with verification measures, moderation tactics, and transparency features will attain greater consumer trust levels. Greater presence of social media features such as social networks and reviewer profiles will enhance eWOM credibility through the enhancement of more information about reviewer identity and motivation (Cheong et al., 2020).
The effectiveness of eWOM to impact buying decisions is based on congruence among consumer and reviewer characteristics such as demographic similarity, usage situation, and value orientation. Consumers will give greater importance to consumer ratings from consumers possessing similar characteristics or usage situations, and heterogeneity and membership are crucial variables to study the effectiveness of a platform (Thomas et al., 2019).
2.7 [bookmark: _Toc209753116]Social Media's Role in Purchase Intentions
[bookmark: _Toc209753117]2.7.1 Social Media Platforms as Information Sources
Social media sites have been the preferred sources of product information as well as retail inspiration for millennials. Social media sites like Instagram, Facebook, TikTok, and Pinterest all have various roles in the buying process, such as product discovery, research, and post-purchase discussion. Over 60% of millennial shoppers use social media sites as a source of product discovery when shopping for something, research study reveals (Djafarova and Bowes, 2021).
The visual and multimedia leanings of most social media make the latter susceptible to being extremely well used to promote fashion products and consumer consumption. Instagram, with its lifestyle-styled and visual-based structure, has been a prime target for fashion businesses to showcase offerings and interact with consumers. Apart from the aspect that it is achievable to purchase through product tag as well as straight purchasing paths onto the website has really carried its use to its application in buyers' buying procedure (Jansom and Pongsakornrungsil, 2021).
Social networking websites provide opportunities for peer-to-peer word of mouth and tip exchange on genuine consumer-generated content. Social media sites' user-generated content, including product reviews, fashion tips, and how-to advice, is highly visible in millennial consumer retail purchasing behavior. Social approval in the form of likes, comments, and shares is also a medium of word-of-mouth communication of product popularity and quality (Ameen et al., 2021).
[bookmark: _Toc209753118]2.7.2 Social Validation and Peer Influence
Social validation is the heart of millennials' consumer behavior, and social networking sites are the primary context in which the quest for and offering of validation takes place. The likes, share, and count of like comments on product posts are social signals for product quality and popularity. Research has demonstrated that social validation cues play an important contributory role to purchase intention, particularly for young consumers who are extremely sensitive to peer approval (Dharmesti et al., 2019).
Social media peer influence impacts customers in different processes like direct referral, fashion inspiration, and social comparison processes. Social media comparison of customers' consumption behaviors with peers converts millennial consumers into trend- and brand-driven consumers. Social media news FOMO effect can lead to the ability of millennial consumers to conduct impulse buying behavior (Djafarova and Bowes, 2021).
Social media referral credibility is seen to be greater than mass ad messages. People feel more comfortable with social media friends and acquaintances' recommendation compared to branded content, so that peer influence is a great purchase prompter for consumers. With more social media commercialization, however, people have become able to distinguish between genuine recommendations and ads (Warnaby and Shi, 2019).
[bookmark: _Toc209753119]2.7.3 Content Formats and Engagement Patterns
Social media contents are different in their influence on purchase decisions. Image and video contents have more potential to generate higher engagement and influence compared to text contents. Video contents like short videos on TikTok and Instagram Reels can have a significant influence on product search and purchase decisions among millennials (Piazza and Gule, 2021).
Interactive content types such as live streaming, quizzes, and polls enable real-time consumer engagement and feedback. Live streaming shopping experiences with consumers being able to ask questions and receive instant answers in real-time are particularly popular among millennials. Interactive content types provide authenticity and transparency that are key drivers of consumer trust and confidence in purchase decision-making (Taib et al., 2021).
Social media viewing frequency and timing also have an effect on purchase behavior. Studies attested that consumers from the millennial generation utilize social media most actively for certain events, and time slots during the evening and weekend have greater engagement levels for product-related content. It compels retailers to elevate their content delivery strategy game for consumer purchase intent influencing (Nguyen and Ha, 2021).
2.8 [bookmark: _Toc209753120]Influencer Marketing and Purchase Behavior
[bookmark: _Toc209753121]2.8.1 Definition and Types of Social Media Influencers
Social media influencers are people who have earned trust and accumulated huge followers on social media, and thus possess the ability to drive their followers' purchasing behaviors. Influencers can be classified in different categories depending on the number of followers and ratio of engagement they possess: mega-influencers (followers more than 1 million), macro-influencers (followers between 100,000-1 million), micro-influencers (followers between 1,000-100,000), and nano-influencers (followers less than 1,000) (Jansom and Pongsakornrungsil, 2021).
Every level of the influencer varies with respect to engagement with audience, content authenticity, and effect on purchase. Micro-influencers have shown higher engagement values and higher authenticity of interest towards audience in comparison with mega-influencers, and hence are of maximum usefulness for precision-marketing campaigns and specialty product categories. Millennial buyers have been seen to be more likely to accept micro-influencer recommendations because of high perceived authenticity and shareability (Jain, 2019).
The influencer marketing has particularly been embraced in the fashion sector, with fashion influencers being a powerful influencer of fashion adoption and buying behavior. Fashion influencers provide style tips, product ratings, and sincere feedback that have a direct impact on followers' intent to buy. Incorporation of shopping features on social media has enabled the direct influence of influencer content to be turned into shopping products (Djafarova and Bowes, 2021).
[bookmark: _Toc209753122]2.8.2 Influencer Authenticity and Credibility Perceptions
Authenticity is also one of the factors of influencer success due to the fact that consumers are now more able to recognize and dismiss pseudo or too commercialized content. Authentic influencers are referred to as true, reliable, and consumer-based in values and interests. This research identifies that authenticity in influencers is one of the driver variables to affect consumer confidence and purchasing intention, and authentic influencers bring higher engagement and conversion (Dharmesti et al., 2019).
Perceived influencer credibility is established by several factors including congruence of the influencer's self-brand with endorsed brands and use of products by the influencer. Sponsor disclosure and engaging with followers makes congruent influencers seem more authentic and credible to the followers. Sincere speech, self-stories, and authentic endorsements of a product all enhance credibility perceptions (Shukla, 2019).
Millennials are more attuned to influencer authenticity, and within this group, there are intense brand loyalties to influencers who share the values and lifestyle of the consumers. Millennials have also been increasingly likely to trust and shop from influencers with professional knowledge in their content categories and strong personal branding. Perceived similarity between the consumer and influence also facilitates authenticity and purchasing influence (Antonio and Astika, 2019).
[bookmark: _Toc209753123]2.8.3 Fashion Influencer Marketing Trends and Case Studies
Influencer marketing in the fashion industry has changed very rapidly, and some trends have become characteristic of the industry. The trend of partnering with micro-influencers is because brands had found better engagement rates and authentic connection with these micro-influencers. It is mostly common that most fashion brands at present partner with numerous micro-influencers rather than a single mega-influencer in order to gain maximum visibility and authentic audience connection (Ameen et al., 2021).
Sustainable fashion and ethical fashion have proven to be successful fashion influencer marketing issues. Influencers endorsing sustainable fashion, ethical consumerism, and conscious consumerism are highly attractive to millennial consumers. The trend is in line with greater societal trends toward social responsibility and ecologism and therefore influencer partnerships focused on sustainability are best suited to appeal to millennial consumers (Wilfling et al., 2021).
The integration of e-commerce functionalities into social media has transformed the fashion influencer marketing role from building awareness to converting directly. Instagram Shopping, Pinterest Product Pins, and TikTok Shopping are a few of the functionalities through which customers can make purchases directly from influencer posts. The direct correlation between consumption and buying posts has also boosted the effectiveness of fashion influencer marketing campaigns (Paláu and Rivera-Cruz, 2018).
[bookmark: _Toc209753124]2.9. Summary and Conclusion
[bookmark: _Toc209753125]2.9.1 Key Findings from the Literature Review
This comprehensive literature review has discussed some of the most compelling findings substantiating our contention about how online reviews affect millennial consumers' fashion buying intentions. To start with, the consumer revolution facilitated by the digital era has practically transformed the information search and decision-making behavior of the millennial consumers. The generation has strong inclinations towards digital experience, word-of-mouth endorsement, and authenticity content, and therefore, online reviews are part of their buying process.
Theoretical frameworks of consumer behavior like Technology Acceptance Model and Theory of Planned Behavior have the right ways of investigating the influence of online reviews on buying. The theories are founded on the salience of social influence, attitude formation, and perceived usefulness in accounting for consumption and processing of online reviews among others.
Reviews have a strong impact on purchasing intention with various dimensions like review valence, quality, and timeliness. Recent reviews, lengthy reviews, and balanced reviews are highest in terms of credibility and helpfulness to consumer choice. Cues of the reviewer, content authenticity cues, and platform features give electronic word-of-mouth communications authenticity.
Millennial consumers also have some of their own traits that compound the intensity of word-of-mouth over the internet during consumption. Technological sophistication, sociality, and consumption values expose millennials to word-of-mouth and genuine user-generated content significantly. Integration of social media into consumption also made it easy for millennials to use online reviews within consumption activities.
[bookmark: _Toc209753126]2.9.2 Implications for Fashion Retailers
The penalty for fashion retailers who want to achieve maximum return from their customer engagement and online advertising is severe. Fashion retailers need to acknowledge the enormous impact of customer reviews on millennials' purchasing decisions and undertake best review practice. This includes implementing genuine customer reviews, being review responsive, Legit Reviews and employing positive reviews in marketing communications.
Transparency and honesty as consumerist values of the millennial trend imply that the retailers must be dealt with in a transparent and honest manner. Manipulative or artificial reviews will only stand a greater possibility of being detected and removed by astute millennial consumers, and thus genuine review generation and maintenance become essential in the long term.
Social media integration is the best-of-breed solution for fashion retailers to get review strategies to pay. Blending review capability, user-generated content, and social commerce capability has the potential to enable building frictionless experiences that leverage the power of social recommendation and peer endorsement.
[bookmark: _Toc209753127]2.9.3 Research Gaps and Future Directions
Despite all the research already conducted, there is a cluster of gaps in current literature regarding the impact of online review on buying intention for fashion apparel among millennials. Only a handful of studies have considered geographical and cultural contingencies that will determine review consumption behavior among UK and South Wales consumers. Digital take-up and consumer culture and values vary by region and are potentially creating differential patterns to be investigated.
The rapid evolution of social media platforms and review platforms calls for continuous requirements of new research into platform-specific influences and new emerging technology. New uses of artificial intelligence as a tool for review generation and detection, new platforms, and functionality of current platforms call for continuous research focus requirements.
[bookmark: _Toc209753128]2.9.4 Alignment with Research Objectives
This literature review in itself addresses the research purposes of the dissertation proposal directly. The review provides theoretical explanations of why review timeliness, quality, and valence affect purchase intentions, thereby providing responses to the first two research purposes. The long-standing controversy on social media's impact on review perception as well as customers' behavior provides a response to the third research purpose of social media influence on review perception. 
Systematic collection and integration of the millennial generation's consumption behavior, online opinion leaders, and review content attributes form a robust foundation for subsequent empirical research. Theory assumptions, precedent evidence, and areas of research gaps inform hypothesis development and research design in the measurement of online review's direct impact on purchase intention among millennials for apparel in South Wales.


[bookmark: _Toc209753129]Chapter 3: Research Methodology
[bookmark: _Toc209753130]3.1 Introduction
The chapter provides an explanation and justification for the research method used to examine the impact of online reviews on the buying intention of fashion by South Wales millennials. The methodology follows Saunders, Lewis, and Thornhill's (2019) Research Onion model, which involves six interconnected layers: research philosophy, research approach, research strategy, methodology selection, time horizon, and data collection techniques and procedures.
[bookmark: _Toc209753131]3.2 Research Philosophy 
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Saunders et al. (2019) state that the outer layer of the research onion addresses general philosophical assumptions concerning the nature of reality, knowledge, and the way research is supposed to be carried out. Pragmatist philosophy of research directs this study, and it is the most suitable philosophy to use in a change to realize the goals of the research as per the nature of the mixed-method study. The pragmatist stance advocates pragmatic problem-solving and allows researchers to make use of a wide range of approaches to respond to challenging-to-handle challenge phenomena focusing on doing the best in specific research inquiries without strict adherence to philosophical requirements.
Pragmatist epistemology is best adapted to the research objectives, quantitative representation of correlations among online review attributes and buying intention, and qualitative comprehension of process and contextual conditions generating and determining these correlations. Pragmatist philosophy takes reconciliation between quantitative questionnaire data and qualitative interview data with the aim of constructing a fuller comprehension of millennial consumption practice throughout the online space. The utilitarian viability and electrical approach pragmatist orientation brings forward modularity in the study of the complex consumer behavior phenomenon without compromising the scientific veracity. 
[bookmark: _Toc209753132]3.3 Research Approach 
Theory-research relationship, as this study's research argument, is the second layer of Saunders et al.'s (2019) research onion. The research approach of the study is mixed deductive-inductive to its research and employs both approaches' strength in an attempt to be merged in an effort to maximize the research as much as possible. The deductive stream involves thinking about particular hypotheses based on available theoretical models, for instance, the Theory of Planned Behavior (Ajzen, 1991), Technology Acceptance Model, and available electronic word-of-mouth effectiveness models (Cheung and Thadani, 2012). Deductive stream may enable systematic hypothesis testing which is quantitatively based on the analysis of data contained in questionnaires. The methods that are embraced are inductive and deductive where study intend to transform the study to explain consumer behavior in a twin track manner. Qualitative interviewing of the millennial consumers will be used in the inductive part in its attempt to define emergent findings and theory building.
[bookmark: _Toc209753133]3.4 Research Strategy 
Research strategy constitutes the third layer of the research onion, and Saunders et al. (2019) have employed the term research study plan while addressing research questions. The current research takes a mixed interview and survey design and uses quantitative survey methods together with qualitative interviewing methods in trying to develop balanced information on millennial consumption. The survey technique facilitates gathering standardized data of a sufficiently large sample of South Wales millennials in a systematic way, statistical power to carry out firm hypothesis tests as well as to make generalizable conclusions about the association between purchasing intentions and the nature of online reviews.
The interviewing process is a two-stage complement to the survey process in data collection within the context of millennials' response to fashion purchase based on online reviews. The process allows for experimentation with tacit processes, contextual situations, and individual differences difficult to experiment with formal questionnaires. It provides for the study of consumers' decision processes, social influence in review interpretation, and boundary conditions on when reviews have an impact on purchase decisions most. 
[bookmark: _Toc209753134]3.5 Choice of Method 
The fourth tier of research onion developed by Saunders et al. (2019) is observed in terms of the choice of the method, i.e. quantitative, qualitative or mixed methods. In this case, the study would come up with a mixed-method sequential explanatory design where quantitative data would be collected at the first phase using the survey and qualitative data collected using the use of interview. The logic behind this move is the fact that the phenomena of consumer behavior are complex and statistical analysis of correlation ought to be conducted as well as the qualitative research of the mechanisms and the situational variables.
The study has adopted the mixed methodology when conducting the study about the nature of online reviews and purchase intentions of millennial consumers. The quantitative survey data is analyzed to determine the relationship and the mechanisms of statistical relationship and impacts of situations are explicated using the qualitative interview data. The design has features of high statistical precision and gain of universality, richness of the context and sensitivity of the processes.
[bookmark: _Toc209753135]3.6 Time Horizon 
The fifth level of the research onion deals with the time range of data collection as a cross-sectional/ longitudinal difference. The cross-sectional time frame was used in this study whereby, quantitative and qualitative data of the respondents at a single time was gathered to determine the available correlations of online review characteristics and purchase intention in a quantitative manner. Cross-sectional analysis is most suited to evaluate in terms of the study of the relation between variables and secondarily in the way relationships evolve over time. Cross-sectional design facilitates inexpensive gathering of information both from the survey large sample and from the interview small sample but with general idea regarding millennials' clothing buying behavior and attitude towards clothing buying and negative product criticism.
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[bookmark: _Toc209753191]Figure 2 Conceptual Framework
[bookmark: _Toc209753137]3.8 Hypotheses Development
The hypotheses are developed with the identified variables and the developed hypotheses are as follows. 
H1: There is a significant impact of the timeliness of reviews millennials’ purchasing intention of clothes in South Wales
H2: There is a significant impact of the quality of reviews millennials’ purchasing intention of clothes in South Wales
H3: There is a significant impact of the how social media influence millennials’ perceptions of online product reviews when shopping for clothing?
3.9 [bookmark: _Toc209753138]Operationalization Table
[bookmark: _Toc209753179]Table 1 Operationalization table
	Variable
	Survey Question
	Measurement Scale
	Reference

	Review Timeliness
	Preference for recent reviews
	5-point Likert Scale (1–5)
	(Cheung and Thadani, 2012)

	
	Decision-making speed
	5-point Likert Scale (1–5)
	

	
	Trust in recent reviews
	5-point Likert Scale (1–5)
	

	
	Perceived usefulness of outdated reviews
	5-point Likert Scale (1–5)
	

	Review Quality
	Depth of information
	5-point Likert Scale (1–5)
	(Octavia and Tamerlane, 2017)


	
	Influence of review quality
	5-point Likert Scale (1–5)
	

	
	Balanced content
	5-point Likert Scale (1–5)
	

	
	Multimedia richness
	5-point Likert Scale (1–5)
	

	Review Valance (Influence)
	Review exposure
	5-point Likert Scale (1–5)
	(Dharmesti et al., 2019).

	
	Influencer impact
	5-point Likert Scale (1–5)
	

	
	Perceived authenticity
	5-point Likert Scale (1–5)
	

	
	Peer trust
	5-point Likert Scale (1–5)
	

	Purchasing intention of clothes
	Purchase likelihood
	5-point Likert Scale (1–5)
	(Zahro, Ahmad and Krissanya, 2025).

	
	Confidence in purchase
	5-point Likert Scale (1–5)
	

	
	Role of reviews in decision-making
	5-point Likert Scale (1–5)
	

	
	Future purchase intention
	5-point Likert Scale (1–5
	



[bookmark: _Toc209753139]3.10 Data collection techniques and procedures 
[bookmark: _Toc209753140]3.10.1 Quantitative Data Collection - Survey Method
The second onion layer of the research onion of Saunders et al. (2019) was regarding exact data collection techniques and processes. The most significant tool of quantitative data collection was a standardized questionnaire for operationalizing the core constructs identified in the conceptual framework. The survey enabled easy data collection through conventional collection from large samples that can be tested statistically and hypotheses formulated because it provided consistency in how questions were worded to all the respondents.
The instrument of questionnaire contained attitude-based questions open and closed-ended questions as a preliminary step to try being capable of doing quantitative as well as more qualitative gathering of data. All the constructs in measuring validity and reliability used pre-tested measurement scales by applying pre-tested measures for study of consumer behavior,
The Dodds et al. (1991) and Zeithaml (1988) purchase intention scale was applied in this study. These measures were applied to various categories in a bid to establish their sound psychometric characteristics. Aspects reviewed examined online were converted into review features and measures employed by Park et al. (2007) in review quality, Sen and Lerman (2007) in review valence, and Cheung and Thadani (2012) in review timeliness. Five-point Likert scales were employed on all the measures to ensure enough variance to conduct statistical analysis, without sacrificing response convenience.
[bookmark: _Toc209753141]3.10.2 Qualitative Data Collection - Interview Method
Qualitative element involves four random sample semi-structured interviews with millennial consumers among survey respondents who agreed to being approached for an interview at a later time. The interview approach allows for in-depth examination of consumer choice-making, use of reviews environmental awareness, and personality variation in review susceptibility. Semi-structured interviews allow for flexibility in exploring emergent issues with enough structure to allow for critical issues to be explored within individual interviews.
The guide to the interview is constructed from quantitative exploratory findings and research questions to highlight areas of unusual interest or surprise. Interview participants are the impact of online reviews on fashion purchase decisions, how usefulness and credibility of reviews are established, influence of social media platforms on review credibility, and situational factors that determine when reviews are most effective. Video conferencing software is used for gathering interviews with the objective of accommodating the convenience and time of participants without compromising face-to-face interaction required in qualitative data gathering.
Interview sampling is guided by the theory of purposive sampling to represent diverse demographic features and shopping behavior trends within the quantitative sample. Four interviews can be in-depth in addressing key themes and trends and remain within this research study's resource limitations. Interviews are tape-recorded with permission from participants and are verbatim transcribed for thematic analysis according to thematic analysis guidelines provided by Braun and Clarke (2006).
[bookmark: _Toc209753142]3.11 Population and Sample
[bookmark: _Toc209753143]3.11.1 Description of the Population of Interest
Millennials are targeted research participants, who are purchasing apparel online and are exposed to online posts. Millennials are operationally defined as being born during the 1981–1996-time frame and are a generation described to be extremely digitally engaged and consumers' related online behaviors. South Wales provides a geographically constrained environment with large cities such as Cardiff, Swansea, and Newport, with smaller towns and villages providing demographic and socioeconomic variation within the research sample.
The sample is limited to subjects who have made one or more online clothing purchases in the past 12 months and utilized online reviews when deciding on online products before purchasing. Such pre-filtering ensures that all the respondents hold contemporary and relevant experience of the phenomena being researched, maximizing validity and generalizability of findings and eliminating from the sample none who are bereft of an experiential basis to contribute anything worthwhile. The 12-month period is recent conduct and still allows sufficient time for multiple purchase occasions by which a consistent attitude and intention measure can be captured.
[bookmark: _Toc209753144]3.11.2 Determining and Reasoning for Sample Size
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[bookmark: _Toc209753192]Figure 3 The population continues to increase in Wales
(Office for National Statistics [ONS], 2021)
Quantitative sample size is calculated using Morgan's (1970) table for populations with over 10,000 individuals. Since the population of millennials in South Wales is many more than 10,000 individuals (Office for National Statistics [ONS], 2021), virtually a limitless population from a sampling perspective, Morgan's table shows 384 questionnaires as the sample size appropriate to 95% confidence level and ±5% margin of error. This sample will provide adequate power for multiple regression analysis and structural equation modeling after accounting for probable non-response and missing questionnaires.
This 384-participant sample aligns with best practices in quantitative consumer research and is large enough to detect medium effect sizes (Cohen's f² = 0.15) with 80% power using 0.05 significance level. 
Qualitative component: The study uses four in-depth interviews of purposively sampled participants in survey sample which shows a mix of genders, ages and locations. This sample size for the interview is adequate for an exploratory qualitative component to a mixed-methods study, being deep enough to allow for the development of the main themes and patterns but not as deep as to put too much of a resource burden within the context of this research.
[bookmark: _Toc209753145]3.11.3 Sampling Strategy
Convenience sampling was used in the quantitative and qualitative study because of considerations of access and availability of resources. Quota respondents of the quantitative survey were chosen based on willingness and availability to respond, primarily from social media, online panels, and local association collaborations. Though this non-probability sampling lowered generalizability of findings, it granted worthwhile access to South Wales' digitally active millennial population. Diversity of age groups (young millennials: 27–35; old millennials: 36 – 42), gender, and locations was attempted to ensure maximum representativeness considering the limitations of convenience sampling. Purposive convenience sampling method was also used during recruitment for four of the volunteers who agreed to participate in the follow-up interviews out of the larger sample. Students were chosen with an aim towards attaining diversity of demographic character, online shopping frequency, and surveying to attain a desirable sample of opinion concerning consumption behavior online for analysis.
[bookmark: _Toc209753146]3.12 Data Analysis Procedures
[bookmark: _Toc209753147]3.12.1 Quantitative Data Analysis
Quantitative analysis plan follows the sequential manner in adopting the process of using SPSS statistical software to achieve all study goals and testing hypothesized hypotheses. Analysis moves from screening downwards to descriptive analysis, hypothesis testing for reliability, correlation analysis, and multivariate testing of hypotheses.
Cronbach's Alpha coefficients for all multi-item measures are estimated to approximate internal consistency reliability with the cut value at α = 0.70. Descriptive statistics are employed to characterize variable distributions and sample appropriately, and Pearson correlation coefficients determine relationships of bivariate variables and uncover multicollinearity issues. Multiple linear regression is the primary analysis method of hypothesis testing review timeliness, quality, and valence's joint effect on purchasing intention after controlling demographic variables.
Regression analysis is assessed using R-squared measures of variance explained, and separate t-tests of hypothesis testing. Standardized regression weights permit relative comparison of predictors' salience, and residual analysis tests assumptions of regression. Tests of interaction effects of review attributes with demographics are a further test to examine conditions under which review effect is weakest or strongest.
[bookmark: _Toc209753148]3.12.2 Qualitative Data Analysis
Qualitative interview data are thematically coded according to Braun and Clarke (2006) using the systematic rigorous six-step procedure of familiarization with the data, initial coding, searching for themes, reviewing the themes, setting and labeling the themes, and generating the report. Ease of identification of pattern and theme of interview data is attained via analysis through the availability of analytic rigor and transparency. Analysis is striving to keep mechanisms of quantitative relationships between data within findings in review, consider context conditions that influence use, and attempt to account for subject variation in review interpretation and use.
Coding of interview transcripts employs both deductive codes informed by research questions and theory developed previously, and inductive codes from data. This concurrent coding exercise maximizes analysis towards the construction of some focus study questions and sensitivity to emergent findings and theory generation. The findings of thematic analysis are summed up with quantitative indices in promoting close-level cognition of the connection between online review features and purchase intent, procedure engaged in these dealings and settings that the dealings are best viable.
[bookmark: _Toc209753149]3.13 Reliability and Validity
[bookmark: _Toc209753150]3.13.1 Quantitative Reliability and Validity
Numerous methods can guarantee that quantitative reliability and validity is achieved. Internal consistency reliability is also achieved through carrying out Cronbach’s Alpha of all multi-item measures and the reliabilities are usually satisfactory provided they are equal or higher than 0.70. The test-retest reliability will be carried out through piloting the study as per its stability as represented in the course of the two weeks period. 
[bookmark: _Toc209753151]3.13.2 Qualitative Validity and Reliability
There are several plans in accordance with the conventional qualitative research approach in support of qualitative validity and reliability. Strict adherence to the interview schedule that is semi structured with sufficient flexibility to deal with emergent themes makes the interview reliability easier. The triangulation of interview transcripts with audiotapes and member-triangulation with the members is carried out in order to capture the actual image of the views. Qualitative data is validated by the triangulation of the qualitative data with the quantitative data that values the source of the data. Purposely chosen interviews allow covering a range of opinion within the millennial generation and ensure the use of sufficient note-taking of the analytic processes, which will ensure the maximum transparency and replication of the qualitative research.
[bookmark: _Toc209753152]3.14 Research Ethics
The current paper complies with the latest requirements on ethics as offered by UWTSD ethics guidelines and set RSE standards. The research design gives greater focus on the welfare and rights of the participants to the whole research process in which data collection processes entail minimum risk of harm and maximum benefits of the research. The institution has been requested to have an ethics committee, which has been granted its approval before any data collection exercise can be carried out to ensure ethics is in line with the established standards of ethics.
Informed consent procedures make sure that all the participants are provided proper information about the purpose of the research, procedures, potential risks and benefits, and their rights as research subjects. From survey respondents, informed consent is provided electronically by way of an online survey that must be completed to access the questionnaire. Interview participants also provide additional consent verbally, which is recorded on an audio recorder for every interview session. It is explicitly stated to all participants that participation is completely voluntary and that they can withdraw at any time without penalty.
Anonymity and confidentiality are ensured through data collection processes which do not obtain identifying data beyond that needed for the research. Response to questionnaires is obtained anonymously, and interviewees are provided with pseudonyms so that anonymity is ensured in reports or publications. University systems whereby all files of data are kept, accessible only after safe encryption and password protection, restrict access to the researcher and the supervisor. Interview audio recordings are transcribed by the researcher, and original recordings erased when the transcription is verified. The data will be kept according to university guidelines and safely destroyed close to the end of the retention date.
[bookmark: _Toc209753153]3.14 Research limitations
There are some methodological limitations to be considered when interpreting the findings of this study. The cross-sectional design will not allow causal conclusions between online review characteristics and purchasing intentions, and comments are limited. While the mixed-method approach statistically verifies and puts into context, causality would require experimental manipulation or longitudinal observation beyond the parameters of this study.
Use of self-report measures in the interview and survey sections is with the caveat of response bias, i.e., subjects providing socially acceptable responses or even failing to recall their own decision-making and actions process itself. The survey technique cannot capture richness of actual purchase decisions whereby numerous factors are inter-playingly interacting and interviewing is vulnerable to subjects' post-hoc rationalization of their behavior rather than actual decision-making at the time of purchase.
Geographic and age concentration in South Wales limit generalizability of findings to other geographic regions or ages with presumably different cultural context, economic characteristics, or technology penetration rates. Application to other product categories for which review-influence dynamics are potentially very dissimilar is also doubtful. In addition, the rapidly changing nature of websites and review sites guarantees results can become obsolete as technology and consumer thinking keep growing.
The qualitative component, while providing rich contextual data, is limited by the sample of four volunteers whose views may not have reflected the range of thinking and experience of the population of millennials. 
[bookmark: _Toc209753154]3.14 Conclusion
The chapter provides an explanation and justification for the research method used to examine the impact of online reviews on the buying intention of fashion by South Wales millennials. The methodology follows Saunders, Lewis, and Thornhill's (2019) Research Onion model, which involves six interconnected layers: research philosophy, research approach, research strategy, methodology selection, time horizon, and data collection techniques and procedures. The primary research aim is to assess the effect of three major dimensions of online reviews - review valence, review quality, and review timeliness - on millennials' buying intentions in South Wales. The specific research objectives include analyzing the impact of review time on millennial consumers' purchase intention during buying clothes, analyzing the impact of review quality on millennials' purchase intention, and investigating the role of social media in millennials' attitudes towards online product reviews.

[bookmark: _Toc209753155]Chapter Four – Data Analysis 
4.1 [bookmark: _Toc209753156]Introduction
Chapter 4 analyzes the impact of online reviews on millennials' clothing purchasing intentions in South Wales, integrating quantitative and qualitative data. It examines how review timeliness, quality, and social media influence consumer behavior through correlation and regression analyses. Qualitative insights from interviews reveal decision-making processes, emphasizing recency, content detail, trust, and situational factors affecting purchase behavior among millennials.
4.2 [bookmark: _Toc209753157]Quantitative Study
4.2.1 [bookmark: _Toc209753158]Demographic Data
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[bookmark: _Toc209753193]Figure 4 Filter Question

All 75 respondents met the screening criteria: they were born between 1981 and 1996, live in South Wales, purchased clothing online in the past year, and used online reviews before at least one purchase. This confirms that the sample is fully relevant to the study objectives and ensures consistency in the dataset.
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[bookmark: _Toc209753194]Figure 5 Area

A big percentage of the respondents (82.7 percent) noted that they lived in Cardiff, which is dominant as the center of the sample. Another 16 percent were also living in other urban regions in South Wales and only 1 respondent (1.3 percent) resided in a small town. This distribution shows that the dataset is heavily urban-centric, with very limited rural or small-town representation. Such concentration may reflect Cardiff’s prominence as a hub for online shopping and digital retail engagement.
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[bookmark: _Toc209753195]Figure 6 Age

Most respondents were in the 33–36 age group (60 percent), making this the most represented age bracket in the study. Younger millennials aged 29–32 accounted for 21.3 percent, while older respondents in the 37–40 group made up 6.7 percent. A further 12 percent were in the 41–44 category, which technically falls just outside the millennial definition but still provides relevant insight into consumer behavior in the wider generational boundary. The age profile suggests that the study leans toward mid-career millennials who are more financially stable and possibly more consistent in their online clothing purchases.
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[bookmark: _Toc209753196]Figure 7 Gender

The sample was predominantly male, with 78.7 percent identifying as such, while females accounted for only 21.3 percent. This imbalance indicates that men formed the bulk of the respondents in this dataset. The gender skew could influence perceptions of online reviews, as prior research often shows differences between male and female shopping habits and review usage.
[image: A pie chart with different colored triangles

AI-generated content may be incorrect.]
[bookmark: _Toc209753197]Figure 8 Education

Most respondents were highly educated. A striking 82.7 percent held a bachelor’s degree, while a further 14.7 percent had completed postgraduate studies. Only two respondents reported education at secondary school or diploma/college level. This concentration of graduates indicates that the sample is academically strong, which may shape their critical engagement with online reviews and trust in digital platforms.
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[bookmark: _Toc209753198]Figure 9 Work situation

The majority of participants (72 percent) were employed in the public sector, with a smaller group (14.7 percent) working in the private sector. Additionally, 6.7 percent were employed in the charity or nonprofit sector, and another 6.7 percent identified as students. This strong representation from the public sector is notable and may reflect the employment patterns in South Wales, particularly in Cardiff, where public institutions play a large role in the economy.
[image: ]
[bookmark: _Toc209753199]Figure 10 Purchasing Frequency
When asked about shopping habits, most respondents (62.7 percent) stated they bought clothes online less than once a month, suggesting that while they engage with e-commerce, it is not a frequent activity. A further 14.7 percent shopped online once a month, and 21.3 percent did so two to three times per month. Only one respondent (1.3 percent) shopped online once a week or more. These findings indicate that online clothing purchases are relatively occasional rather than routine, with most respondents approaching them on a needs-based rather than habitual basis.
4.2.2 [bookmark: _Toc209753159]Descriptive Statistics
Statistical methods primarily employed for data summarization are referred to as descriptive statistics.  In descriptive statistics, the objective is to elucidate a situation.  Descriptive statistics functions to summaries and render complex data more understandable.  The primary distinction in the realm of hypothesis testing, commonly referred to as inferential statistics, is that descriptive statistics merely characterize the sample without drawing any inferences to the underlying population.

[bookmark: _Toc209753180]Table 2 Descriptive Statistics
	Statistics

	
	RT
	RQ
	RV
	PIC

	N
	Valid
	75
	75
	75
	75

	
	Missing
	0
	0
	0
	0

	Mean
	4.2833
	4.3767
	4.0933
	4.5167

	Median
	4.2500
	4.5000
	4.0000
	4.7500

	Mode
	4.50
	4.75
	4.00
	5.00

	Std. Deviation
	.34468
	.40556
	.42469
	.52847

	Variance
	.119
	.164
	.180
	.279

	Skewness
	.263
	-.559
	.105
	-.637

	Std. Error of Skewness
	.277
	.277
	.277
	.277

	Kurtosis
	-.479
	-.702
	-.527
	-1.078

	Std. Error of Kurtosis
	.548
	.548
	.548
	.548

	Range
	1.25
	1.75
	1.75
	1.75



The study reveals that participants regard online reviews as crucial in clothing purchases. Timeliness scored a mean of 4.28, indicating recent reviews reassure consumers. Quality had a higher mean of 4.38, suggesting that detailed and credible reviews strongly influence decisions. Valence, reflecting positive or negative feedback, had a mean of 4.09, showing balanced perceptions. Notably, purchasing intention had the highest mean at 4.52, indicating strong inclinations to purchase influenced by reviews. Overall, timeliness, quality, and valence are essential factors with high-quality reviews having the most significant effect on online clothing purchases.

4.2.3 [bookmark: _Toc209753160]Reliability 
[bookmark: _Toc209753181]Table 3 Review Timeliness Reliability
	Reliability Statistics

	Cronbach's Alpha
	N of Items

	.575
	4



The reliability analysis for Review Timeliness indicates a Cronbach’s alpha of 0.575 across four items. This suggests a moderate level of internal consistency, indicating that the items measuring timeliness are somewhat related but may have some variability in responses. While not exceptionally high, this level is acceptable for exploratory research, though improvement in item design could enhance reliability.

[bookmark: _Toc209753182]Table 4 Review Quality Reliability
	Reliability Statistics

	Cronbach's Alpha
	N of Items

	.545
	4



For Review Quality, the Cronbach’s alpha is 0.545 across four items, reflecting relatively low internal consistency. This suggests that the items intended to measure review quality are somewhat inconsistent in capturing the same underlying construct. It indicates a need for careful interpretation of results and potentially revising or refining the survey items to improve measurement reliability in future studies.

[bookmark: _Toc209753183]Table 5 Review Valance Reliability
	Reliability Statistics

	Cronbach's Alpha
	N of Items

	.670
	4



The Review Valence construct shows a Cronbach’s alpha of 0.670 for four items, indicating an acceptable level of internal consistency. This suggests that the items moderately capture the perceived positivity or negativity of reviews, providing reasonable confidence that the scale reliably reflects respondents’ perceptions of review valence

[bookmark: _Toc209753184]Table 6 Purchasing Intention Reliability
	Reliability Statistics

	Cronbach's Alpha
	N of Items

	.853
	4



Purchasing Intention demonstrates a high Cronbach’s alpha of 0.853 across four items, indicating excellent internal consistency. This shows that the items reliably measure respondents’ intentions to purchase clothing online, providing strong confidence that the scale accurately reflects the underlying construct and supporting the robustness of subsequent analyses involving this variable.
4.2.4 [bookmark: _Toc209753161]Correlation Analysis

[bookmark: _Toc209753185]Table 7 Correlation Analysis
	Correlations

	
	RT
	RQ
	RV
	PIC

	RT
	Pearson Correlation
	1
	
	
	

	
	Sig. (2-tailed)
	
	
	
	

	
	N
	75
	
	
	

	RQ
	Pearson Correlation
	.688**
	1
	
	

	
	Sig. (2-tailed)
	.000
	
	
	

	
	N
	75
	75
	
	

	RV
	Pearson Correlation
	.336**
	.210
	1
	

	
	Sig. (2-tailed)
	.003
	.071
	
	

	
	N
	75
	75
	75
	

	PIC
	Pearson Correlation
	.651**
	.719**
	.362**
	1

	
	Sig. (2-tailed)
	.000
	.000
	.001
	

	
	N
	75
	75
	75
	75

	**. Correlation is significant at the 0.01 level (2-tailed).



The correlation analysis indicates significant positive relationships between key variables and clothing purchasing intention (PIC). Review timeliness (RT) is strongly correlated with review quality (RQ) at 0.688 and moderately with review valence (RV) at 0.336, suggesting more recent reviews tend to be of higher quality and slightly more positive. RQ is strongly correlated with purchasing intention at 0.719, showing detailed, credible reviews increase purchase likelihood. RT also strongly correlates with purchasing intention (0.651), highlighting the influence of recent reviews. RV has a moderate correlation with purchasing intention (0.362), indicating its impact on purchase decisions is meaningful but less pronounced.
4.2.5 [bookmark: _Toc209753162]Regression Analysis

[bookmark: _Toc209753186]Table 8 Model Summary
	Model Summary

	Model
	R
	R Square
	Adjusted R Square
	Std. Error of the Estimate

	1
	.768a
	.590
	.573
	.34550

	a. Predictors: (Constant), RV, RQ, RT



The model shows a strong relationship between review timeliness, quality, and valence with purchasing intention. Together, these factors explain 59% of the variance in purchasing intention (R² = 0.590, Adjusted R² = 0.573), with a standard error of 0.3455, indicating a good fit and substantial predictive power.
[bookmark: _Toc209753187]Table 9 Coefficients
	Coefficientsa

	Model
	Unstandardized Coefficients
	Standardized Coefficients
	t
	Sig.
	Collinearity Statistics

	
	B
	Std. Error
	Beta
	
	
	Tolerance
	VIF

	1
	(Constant)
	-.876
	.568
	
	-1.543
	.127
	
	

	
	RT
	.357
	.167
	.233
	2.138
	.036
	.488
	2.050

	
	RQ
	.681
	.137
	.522
	4.984
	.000
	.526
	1.902

	
	RV
	.216
	.100
	.174
	2.154
	.035
	.886
	1.129

	a. Dependent Variable: PIC



The regression coefficients indicate the individual contribution of each predictor review timeliness (RT), review quality (RQ), and review valence (RV) to purchasing intention (PIC). Review quality has the strongest impact (β = 0.522, p < 0.001), suggesting that higher-quality reviews significantly increase the likelihood of purchasing clothing. Review timeliness (β = 0.233, p = 0.036) and review valence (β = 0.174, p = 0.035) also positively influence purchasing intention, though to a lesser extent. All predictors have acceptable collinearity statistics (VIF < 2.1), indicating no multicollinearity issues. The constant is not statistically significant (p = 0.127).
Based on these coefficients, the regression equation can be expressed as:
PIC = -0.876 + 0.357(RT) + 0.681(RQ) + 0.216(RV)
This equation shows that purchasing intention increases with higher values of review timeliness, quality, and valence, with review quality contributing the most to predicting PIC.
4.2.6 [bookmark: _Toc209753163]Hypotheses Testing 
[bookmark: _Toc209753188]Table 10 Hypotheses Testing Summary Table
	Hypothesis
	Predictor Variable
	Dependent Variable
	Beta (β)
	t-value
	p-value
	Decision
	Interpretation

	H1
	Review Timeliness (RT)
	Purchasing Intention (PIC)
	0.357
	2.138
	0.036
	Supported
	Timeliness of reviews has a significant positive impact on millennials’ intention to purchase clothing.

	H2
	Review Quality (RQ)
	Purchasing Intention (PIC)
	0.681
	4.984
	0.000
	Supported
	Higher quality reviews significantly increase millennials’ clothing purchase intentions.

	H3
	Review Valence (RV) / Social Media Influence
	Purchasing Intention (PIC)
	0.216
	2.154
	0.035
	Supported
	The perceived valence of reviews, including influence from social media, significantly affects purchase intention.



Hypothesis testing findings indicate that the three hypothesized factors exert significant influences on purchasing intention among South Wales millennials. Review timeliness was found to have a positive influence, demonstrating that recent and newer reviews inform purchasing intention. Review quality was found to be the most predictive that emerged, indicating that informational, qualitative, and authentic reviews do significantly impact purchasing intention. Valence, social influence on social media, also emerged with strong influence via review, i.e., tone and general positivity of reviews affect likelihood of purchase among millennials. Overall, available evidence does suggest online reviews do have instrumental influence on customer behavior in the clothing market.
4.3 [bookmark: _Toc209753164]Qualitative Study
4.3.1 [bookmark: _Toc209753165]Themes Development
[bookmark: _Toc209753189]Table 11 Themes Development
	Research Objective
	Themes
	Theme Codes

	1. To investigate how the timing of a review affects the purchasing intentions of millennial consumers shopping
	Importance of recency
	OB1_RE

	
	Decision-making journey
	OB1_DM

	2. To explore the impact of quality review on clothing purchasing intentions of millennials in South Wales
	Review usefulness
	OB2_RU

	
	Authenticity and trust
	OB2_AT

	
	Situational importance (Emergency context)
	OB2_SI

	
	Reviewer similarity
	OB2_RS

	3. To examine how social media affects review perception
	Social media influence
	OB3_SI

	
	Influencer effect
	OB3_IE

	
	Future reliance
	OB3_FR




Importance of Recency (OB1_RE)
Respondents had varying views on the importance of review timing. Respondent 2 stated, “Very important to me,” emphasizing that recent reviews influence purchase decisions. Respondent 3 echoed this, saying, “This is extremely important to me... I consider other people’s perspectives a lot before buying items.” Respondent 4 added, “Very important, because product images may not always be real,” highlighting the value of genuine reviews. In contrast, Respondent 1 felt recency was irrelevant for clothing purchases, preferring familiar brands instead.
Decision-Making Journey (OB1_DM)
Participants described distinct approaches to integrating reviews into their online clothing purchase decisions. Respondent 1 admitted, “I do not check online reviews… I only purchase brands that I am already familiar with online,” while Respondent 2 started by reading the company’s advertising reviews before exploring further. Respondent 3 placed high reliance on reviews, noting, “Before making any online clothing purchase, I read all the reviews on the item… Sizing is particularly important to me, so by reading the reviews this gives me an idea on whether I should size up or stick to the size I have originally selected.” Respondent 4 combined structured search with filtering, saying, “I usually go straight to my favorite websites, then use the filtering section to select my sizes. After that, I sort items by sale and lowest price first.” This illustrates that some millennials rely heavily on reviews, while others are guided by brand familiarity or systematic search methods.
Review Usefulness (OB2_RU)
Respondents evaluated usefulness based on detail, clarity, and relevance. Respondent 3 highlighted specifics such as sizing and quality, stating, “I find online reviews helpful when reading about the type of quality of the clothes, sizing etc.” Respondent 4 emphasized practical value: “A review is helpful if it explains whether the item is worth the price and if the clothing will last long enough to justify its value.” Conversely, Respondent 1 found reviews unhelpful, while Respondent 2 considered review quantity and recency important indicators.
Authenticity and Trust (OB2_AT)
Trust in online reviews varied. Respondent 1 expressed skepticism, stating, “I do not believe influencers are honest about products and I would check credible sources for online reviews.” Respondent 2 simply answered “No” regarding influencer honesty. Respondent 3 acknowledged partial credibility: “I believe some may be honest; however others are not as this is their job and therefore will get paid for promoting the items.” Respondent 4 highlighted trust in personal networks, saying, “I consider the reviews from family and friends before buying an item, they have already encouraged me to buy – these are people you can trust.” Geographic familiarity also influenced trust, as noted by Respondent 4: “As long as the review is from someone in the same country, it feels relevant to me. I’m more hesitant about reviews from distant countries.”
Situational Importance (Emergency context) (OB2_SI)
The importance of reviews shifted depending on purchase type. Respondent 1 indicated that reviews were unnecessary for familiar brands. Respondent 2 mirrored this, noting that reviews mattered less for previously purchased items. Respondent 3 focused on high-value or unfamiliar purchases, stating, “Before purchasing an expensive item, I will ensure to read all reviews on several different websites… I will also check the reviews on YouTube for those who have already bought the item.” Respondent 4 also differentiated, noting, “Yes jackets, trainers and perfumes… For T-shirts, reviews are less important.” This suggests that reviews are more influential for high-cost or infrequent purchases.
Reviewer Similarity (OB2_RS)
Participants found reviews more persuasive when reviewers shared similar demographics or backgrounds. Respondent 1 relied more on social media from similar demographics, while Respondent 2 indicated similarity was not a factor. Respondent 3 highlighted trust in family and friends’ reviews. Respondent 4 emphasized national context, saying, “As long as the review is from someone in the same country, it feels relevant to me.” This shows that relatability enhances the perceived reliability of reviews.
Social Media Influence (OB3_SI)
Attitudes toward social media were mixed. Respondent 1 acknowledged indirect influence: “Social media or even digital marketing influence me to purchase certain clothing items worn or promoted,” but dismissed reviews as influential. Respondent 2 stated, “I don’t believe them,” while Respondent 3 followed influencers cautiously, aware of paid promotions. Respondent 4 observed age-based differences: “They don’t influence me personally… However, my children are heavily influenced by what they see and who promotes the clothing.”
Influencer Effect (OB3_IE)
Respondents were generally skeptical about influencers’ honesty. Respondent 1 stated, “I do not believe influencers are honest about products,” and Respondent 2 simply responded “No.” Respondent 3 noted conditional credibility, acknowledging that some smaller influencers provided honest feedback: “Top-tier influencers usually are not. But there are smaller influencers… who try everything and share genuine feedback.” Respondent 4 did not comment directly but reinforced the theme of relying on credible sources or personal networks.
Future Reliance (OB3_FR)
Most respondents anticipated continued or stable reliance on online reviews. Respondent 1 noted increased future reliance for non-clothing items, stating, “Reliance on online reviews is very big and will increase as more people utilize e-commerce.” Respondent 2 expected no change: “No, I will keep looking at them.” Respondent 3 expressed ongoing use for encouragement in purchase decisions. Respondent 4 anticipated growing reliance with added visual support: “I expect to rely on them even more. I’d like reviewers to also include photos of the clothing… and short videos would be an added bonus.” These statements suggest that reviews will remain influential, particularly when enhanced with visual content and detailed feedback.

4.4 [bookmark: _Toc209753166]Discussion
The study investigated how review timeliness (H1), review quality (H2), and social media influence (H3) affect millennials’ purchasing intention of clothing in South Wales. The quantitative analysis showed that all three predictors were significantly correlated with purchasing intention (RT: r = 0.651, RQ: r = 0.719, RV: r = 0.362, p < 0.01), and the multiple regression results confirmed their significant impact on purchasing intention (RT: β = 0.357, p = 0.036; RQ: β = 0.681, p < 0.001; RV: β = 0.216, p = 0.035). The model explained 59% of the variance in purchasing intention (R² = 0.590), supporting the relevance of all three factors in shaping consumer behavior. These findings provide empirical support for H1, H2, and H3.
The study examined the influence of review timeliness, quality, and social media on millennials' purchasing intentions regarding clothing. For review timeliness (H1), qualitative findings indicated that participants who valued recent reviews found them essential for assessing credibility and making purchase decisions. Respondents emphasized that recency enhances trust and positively impacts purchase intention, aligning with previous research (Fu et al., 2011; Aditya and Alversia, 2019). Alternatively, when interacting with brand familiarity or a physical store check, people also were less sensitive to recency, and it suggests that previous experience is disruptive to this effect (Blackwell et al., 2006; Dharmesti et al., 2019).
Regarding the quality of a review (H2), the participants highlighted the fact that they need to be provided with detailed information about a product, such as the size and quality. Vague reviews were deemed as not that useful and the findings were in support of quantitative findings which indicate that quality of the review was the strongest predictor of purchase intention (= 0.681). This is in line with literature that emphasizes the importance of believable reviews to the consumer decision-making (Thomas et al., 2019; Filieri, 2016; Cheong et al., 2020).
Social media influence (H3) yielded mixed results. Some participants dismissed social media reviews, while others expressed cautious reliance on influencers, favoring authenticity over paid endorsements. This reflects existing literature on influencer credibility's moderating role (Jansom and Pongsakornrungsil, 2021; Djafarova and Bowes, 2021). Quantitative analysis confirmed that social media factors had a smaller impact (β = 0.216) compared to review attributes.
Situational and demographic factors also influenced review reliance, with high-cost purchases prompting more scrutiny. Participants preferred reviews from relatable individuals, emphasizing the role of demographic similarity in trust formation (Filieri, 2016; Shukla, 2019). As per the findings of this study, majority of the respondents are males as per the figure 7. Similarly, as per the figure 10 has lower level regular online purchasing and majority are in once a month because males are not much give attention to regular purchasing. Overall, findings affirmed that timely, high-quality reviews positively influence purchasing intentions, while social media effects depend on perceived authenticity, highlighting the interplay between review attributes and contextual factors (Ajzen, 1991; Aditya and Alversia, 2019; Fu et al., 2011).
4.5 [bookmark: _Toc209753167]Conclusion
The findings of Chapter 4 indicate that online review characteristics, particularly review timeliness and quality, significantly influence millennials' clothing purchase decisions. Recent and detailed reviews boost trust and purchasing intentions, while social media and influencer content, dependent on perceived authenticity, also affect decisions. According to the study's findings, the majority of respondents are male. Factors such as situational context, product type, and reviewer similarity further modulate the reliance on reviews, especially for higher-cost or less frequent purchases. These insights underscore the importance of credible online information in shaping consumer behavior and suggest strategies for marketers to enhance review effectiveness and consumer engagement.

[bookmark: _Toc209753168]Chapter Five – Conclusion and Recommendation
[bookmark: _Toc209753169]5.1 Chapter Introduction
The final chapter brings the overall results of the empirical analysis into the influence of online reviews on South Wales millennials' buying intentions for clothing. A mixed-methods approach was used to explore three principal dimensions: review recency, review richness, and social media's influence on buying decision-making. The chapter provides summative conclusions from qualitative and quantitative analysis, managerial level strategic practice recommendations, theoretical contributions to the knowledge base, and research limitations for future scholarly research.
[bookmark: _Toc209753170]5.2 Conclusions
The ultimate goal of investigating the impact of online reviews to influence buying plans of millennials towards clothing in South Wales has been well met by sequential examination of three research goals offered. The three research goals have been well met by rigorous empirical research to present sufficient knowledge on prevailing buying pattern trends of customers.
The initial research goal, examining the effect of the timeliness of reviews on purchase intention among millennials, has been addressed to the best of my ability. Quantitative findings established a high and significant correlation between review timeliness and purchase intention (r = 0.651, p < 0.01), and regression findings confirmed that timeliness was of high significance in the model (β = 0.357, p = 0.036). These are also consistent with existing theoretical frameworks, in this instance the Theory of Planned Behavior (Ajzen, 1991), which is most concerned with the effect of beliefs about behavior on buying intention.
Qualitative results also consisted of some context data, in that more current comments have been scored as being more believable and relevant to contemporary product situations by millennials. Respondents also indicated that recency produces trustworthiness, one of them capturing the ultimate gain of putting greater value on other people's opinion than acquiring commodities. The research also uncovered underlying differences, where expertise and exposure to brands acted as mediators for the review timing effect, in that prior customer-brand relations are able to counter dependence on temporal review features (Blackwell et al., 2006).
The second fact regarding the impact of the quality of reviews on shopping intent of clothes produced the greatest value. The best predictive of purchase intention is the review quality ( 0.681, p < 0.001), and its value is the highest of all the variables under investigation (r = 0.719, p < 0.01). The observation indicates the high impact of carefully and plausible and informative reviews on the shaping of the purchasing behavior of consumers.
The quality of the reviews analyzed qualitatively was rich, and it was displayed by participants who emphasized the importance of certain parts of information, based on their size, quality of materials, and price. Some of the findings of this research to emerge included the fact that the millennials are always seeking reviews with utilitarian content with one of the interviewees specifically stating the utility of the reviews in terms of informing whether or not the products were worth the money and long lasting. This supported prior literature on review usefulness and consumer behavior (Filieri, 2016; Cheong et al., 2020).
Secondly, honesty and trustworthiness were also found to be essential review quality perception factors in the research. The respondents had built high evaluation criteria, utmost care taken not to learn from possibly biased sources but enjoying perceptions from similar communities or their sphere of beliefs. Electronic word-of-mouth communication's source credibility effects theory relies on this fact (Cheung and Thadani, 2012).
The third goal, social media influence on review attitude, created multilayered and multidimensional relationships. Nevertheless, the effect of the social media despite a remarkably strong positive impact on purchase intention ( 0.216, p = 0.035) had a relatively small impact compared to the traditional review characteristics. The analysis using correlational methods showed the existence of a medium relationship between purchases and social media (r = 0.362, p < 0.01), meaning that the social media affected purchases, but to a smaller degree, compared to other factors, including quality and substantive nature of reviews.
Qualitative data indicated that there is widespread distrust of the mainstream advertising materials in the participants, and most of them pointed out to distrust of paid promotions. In addition, the research also determined that there were generational differences and all the respondents concurred that Generation Y is more prone to the social media effects that permeate the world, and this is passed on to their children. This study contributes to current literature on consumers' and customers' social media use and behavior across generations (Jansom and Pongsakornrungsil, 2021; Djafarova and Bowes, 2021).
As per the review R2 is identified as 0.590 and it means the study variables denoted 59% from total dimension of the purchasing intention of the cloths. 
According to the survey, the findings show that all independent variables (review timeline, review quality, and review valance) are significantly impacting to the dependent variable of purchasing intention of cloths among millennials in South Wales. However, as per the findings, majority denote the male respondents’ responses. Thus, this study results shows the purchasing intention among male respondents’ willingness than female because males are approximately representing very higher percentage. The survey also talked about how reviewer habits have changed over recent years, with a clear inclination towards photo-and-video reviews as well as new ways of conveying multimedia. This is part of a larger trend in writing, reading, and analyzing online shopping reviews.
[bookmark: _Toc209753171]5.3 Managerial Practice Recommendations
There have to be honest reviewing procedures that won't upset the three factors that we just covered.  Business corporations can gain legitimate and authentic status by adopting policies that deliver qualitative newness analysis.
Business corporations should undertake campaigns asking customers to leave reviews as soon as they purchase and use their very first product if they wish to leave comprehensive and informative reviews. This strategy takes into account how important it is to pay attention to review quality and the time taken to review.
There is a necessity for companies to provide customers with an avenue for interaction and hearing on important matters like size, quality, and price in the form of orderly check forms or standard questions.   Companies ought to sponsor efforts towards improving review content quality since they desire to be the best method of forecasting whether one would make a purchase. There are systems within this area of work that can automatically detect and highlight reviews, review systems that can authenticate reviews in an effort to move closer towards realism, and reward systems that reward points for posting lengthy reviews with much content.   The sellers have to be careful with the many levels of review ratings, such as how helpful they seem, to what degree they endorse buying, and how complete content is. In order to keep people trusting the reviewing mechanism in general, something has to include aspects of moderation that will be able to spot falsification and bias. 
Although the effect of social media proved to be a relatively less stable effect compared to others determining the reviews, its importance cannot be ruled out due to the fact that other generations are more or less susceptible to it. Companies need to develop complex social media strategies that will take advantage of actual collaboration with influencers without losing the discovery of marketing affiliations. 
Micro-influencers and authentic content creators should be chosen by the companies and must correspond to the culture of the brand and interests of the target audience. The focus should be made on the real experiences of the products instead of advertising, thus reducing the consumer skepticism of sponsored content. 
Case studies demonstrated that there is a high level of demographic heterogeneity in regard to responsiveness and use of reviews. It is thus recommended that firms formulate segmented advertisement campaigns that take such heterogeneity into consideration and tailor the view of review and social media reach out to particular subsets of the millennials.
Companies ought to have processes in which reviews consistent with reviews from demographically similar groups or regions are provided, drawing on the effects of homophily outlined. Companies have to develop social media strategies along age lines, considering differences in influence across sub-cohorts of millennials. 
[bookmark: _Toc209753172]5.4 Contribution to Theory
This research contributes to theorization of e-consumer shopping behavior based on empirical support of the net impact of multiple review dimensions on buying intent. This article augments existing theory, for example, the Theory of Planned Behavior (Ajzen, 1991), to show the impact of certain review attributes on belief with respect to behavior and resulting buying intent.
The research contributes to electronic word-of-mouth theory in its capacity to generate relative importance quantitative scores along various review dimensions. The result that reviews quality substantially out predicts social media impact and timeliness to forecast purchase intention is a benefit to the hierarchical model of review influence factors.
The research also contributes to theoretical knowledge of millennial consumer decision-making in the contextual framework of online reviews evaluation, which explains the complex scheme of appraisal used in the given process. 
As identified, consumer behavior impacts to review via situation factors, product factors and demographic factors. As per the qualitative results indicated that it is essential to consider consumer perceptions of utility, relevance, and credibility in online contexts. Thus, this research study provides generational consumer theory by presenting correct facts on millennial attitudes and social media influence behavior and online review behavior. Both investigations, the study reveals consistency and differences in the millennial generation and adds to the understanding of generational consumer characteristics.
Development of negative attitudes of previous generations towards influencer advertising and belief in greater visibility of younger generations strengthen theoretical understanding about changes in consumers by age and online media watching behaviors.
[bookmark: _Toc209753173]5.5 Study Limitations
This study involved South Wales millennials and therefore has the potential to limit generalizability to other geographic locations or cultural environments. Oversampling Cardiff residents (82.7%) and sample urban bias can theoretically taint the lives and behaviors of the same millennials in rural areas or other cities.
The population sample had significant demographic discrepancies, including gender (78.7% male) and level of education (82.7% bachelor's degree), and did not mirror the population in the general case for the millennials. These differences can compromise the external validity and generalizability of the results to a greater population of millennials.
By providing a snapshot image of what customers' attitudes and behaviors are, cross-sectional design may be able to report on how these correlations may be shifting over time. Longitudinal studies would significantly aid dynamic reviews and influence trend and shifting behavior of customers.
The study used self-reported buying rather than buying behavior itself that is prone to social desirability bias or intention-behavior gap. Observation or experimental studies that measure buying behavior in quantities and not in expressed intention can be supplemented by future studies.
The experiment was only conducted in the context of clothing purchases, and the study will limit the external validity to other product categories whose risk levels, involvement levels, or consumption levels of reviews could perhaps vary. It is not going to be used for high-involvement purchases such as electronics or low-involvement purchases such as daily consumables. The research measured review impact separately from other variables with the ability to have a highly influential effect on purchasing, e.g., price, brand name, product availability, or promotion.
[bookmark: _Toc209753174]5.6 Areas for Further Research
According to the study limitations, cross-sectional study is the limitation of the present study. Therefore, longitudinal approaches will be maintained side by side for future research to observe how power of the review varies over duration time and how emerging digital technologies shape customer reviewing. In an attempt to accommodate space for investigating stability and sensitivity of consumer behavior, the researchers may examine how much macro events, i.e., economic or technological progress, can influence the relative prominence of the review factors while selecting a purchase decision.
Based on the assumption that review effects are conditioned by technological infrastructures, economic contexts, and social norms, future research should reach beyond geographies to other cultural contexts and economies. Comparative research within or across nations or across regions can demonstrate tremendous cultural heterogeneity in consumers' behaviors.
Also, it is required to observe how the consumption pattern differs in rural and urban regions and evaluate the effects of it in perspective that the sample considered here was urban biased. This question would provide useful information on the influence of material and infrastructural circumstances on the process of digital consumption. 
Additional questions to ask in the future should also examine how reviews influence other product categories in order to determine the overall applicability of the findings to other products other than apparel purchases. Research can examine the ways in which product features such as price, complexity, purchase frequency, and sensory attributes mediate review influence effects. Scholars should examine the way new categories such as green clothing or technologically enabled clothing affect review consumption and review impact effects among millennials.
Follow-up studies can use experimental or observational study designs depending on true purchase behavior and not self-reported intention since the limitation in this instance is that this study is assessing intention. Controlled experiments or transaction data can be utilized by studies to examine the relationship between review properties and true purchase behavior. Review-driven purchase intention-behavior gap also needs to be studied, investigating what exactly is the difference between review-driven intentions and actual purchasing behavior. 
[bookmark: _Toc209753175]References
Aditya, A.R. and Alversia, Y. (2019) ‘The influence of online review on consumers’ purchase intention’, Journal of Management and Marketing Review, 4(3), pp. 194–201. Available at: https://papers.ssrn.com/sol3/papers.cfm?abstract_id=3461000
Ajzen, I. (1991) ‘The theory of planned behavior’, Organizational Behavior and Human Decision Processes, 50(2), pp. 179–211. https://doi.org/10.1016/0749-5978(91)90020-T
Ameen, N., Tarhini, A., Shah, M.H. and Nusair, K. (2021) ‘A cross cultural study of gender differences in omnichannel retailing contexts’, Journal of Retailing and Consumer Services, 58, p. 102265. https://doi.org/10.1016/j.jretconser.2020.102265
Antonio, F. and Astika, P. (2019) ‘The antecedents of consumption value and its impact on customer behavior: a study of batik cloth on non-Javanese Indonesian millennials’, International Journal of Applied Business and International Management, 4(2), pp. 45–58. https://doi.org/10.32535/ijabim.v4i1.382
Blackwell, R.D., Miniard, P.W. and Engel, J.F. (2006) Consumer behavior. 10th edn. Mason, OH: Thomson South-Western.
Braun, V. and Clarke, V. (2006) ‘Using thematic analysis in psychology’, Qualitative Research in Psychology, 3(2), pp. 77–101. Available at: https://uwe-repository.worktribe.com/index.php/preview/1043068/thematic_analysis_revised_-_final.pdf
Bryman, A. and Bell, E. (2015) Business research methods. 4th edn. Oxford: Oxford University Press. Available at: https://books.google.lk/books?hl=en&lr=&id=YnCcAQAAQBAJ
Cheong, J.W., Muthaly, S., Kuppusamy, M. and Han, C. (2020) ‘The study of online reviews and its relationship to online purchase intention for electronic products among the millennials in Malaysia’, Asia Pacific Journal of Marketing and Logistics, 32(7), pp. 1519–1538. https://doi.org/10.1108/APJML-03-2019-0192
Cheung, C.M. and Thadani, D.R. (2012) ‘The impact of electronic word-of-mouth communication: A literature analysis and integrative model’, Decision Support Systems, 54(1), pp. 461–470. https://doi.org/10.1016/j.dss.2012.06.008
Cohen, J. (1988) Statistical power analysis for the behavioral sciences. 2nd edn. Hillsdale, NJ: Lawrence Erlbaum Associates. https://doi.org/10.4324/9780203771587
Davis, F.D. (1989) ‘Perceived usefulness, perceived ease of use, and user acceptance of information technology’, MIS Quarterly, 13(3), pp. 319–340. https://doi.org/10.2307/249008
Melović, B., Šehović, D., Karadžić, V., Dabić, M., & Ćirović, D. (2021). ‘Determinants of Millennials’ behavior in online shopping – Implications on consumers’ satisfaction and e-business development’ (2021) Technology in Society, 65, p. 101561. https://doi.org/10.1016/j.techsoc.2021.101561
Dharmesti, M., Dharmesti, T.R.S., Kuhne, S. and Thaichon, P. (2019) ‘Understanding online shopping behaviours and purchase intentions amongst millennials’, Young Consumers, 20(1), pp. 33–52. https://doi.org/10.1108/YC-12-2018-0922
Djafarova, E. and Bowes, T. (2021) ‘Instagram made me buy it: Generation Z impulse purchases in fashion industry’, Journal of Retailing and Consumer Services, 59, p. 102345. https://doi.org/10.1016/j.jretconser.2020.102345
Dodds, W.B., Monroe, K.B. and Grewal, D. (1991) ‘Effects of price, brand, and store information on buyers’ product evaluations’, Journal of Marketing Research, 28(3), pp. 307–319. https://doi.org/10.1177/002224379102800305
Festinger, L. (1957) A theory of cognitive dissonance. Stanford, CA: Stanford University Press.
Field, A. (2018) Discovering statistics using IBM SPSS statistics. 5th edn. London: Sage Publications. Available at: https://books.google.lk/books?hl=en&lr=&id=83L2EAAAQBAJ
Filieri, R. (2016) ‘What makes an online consumer review trustworthy?’, Annals of Tourism Research, 58, pp. 46–64. https://doi.org/10.1016/j.annals.2015.12.019
Fu, X., Liu, J., Wu, J. and Zhou, L. (2011) ‘Impact of quantity and timeliness of EWOM information on consumer’s online purchase intention under C2C environment’, Asian Journal of Business Research, 1(2), pp. 37–52. Available at: https://papers.ssrn.com/sol3/papers.cfm?abstract_id=2345694
Jain, S. (2019) ‘Exploring relationship between value perception and luxury purchase intention: a case of Indian millennials’, Journal of Fashion Marketing and Management: An International Journal, 23(4), pp. 414–439. https://doi.org/10.1108/JFMM-10-2018-0133
Jansom, A. and Pongsakornrungsil, S. (2021) ‘How Instagram influencers affect the value perception of Thai millennial followers and purchasing intention of luxury fashion for sustainable marketing’, Sustainability, 13(15), p. 8572. https://doi.org/10.3390/su13158572
Maslow, A.H. (1943) ‘A theory of human motivation’, Psychological Review, 50(4), pp. 370–396.
Morgan, R.M. (1970) ‘Determining sample size for research activities’, Educational and Psychological Measurement, 30(3), pp. 607–610.
Nguyen, S. and Ha, T. (2021) ‘Predictors of fast-fashion-oriented impulse buying: The case of Vietnamese millennials’, Management Science Letters, 11(7), pp. 2017–2028. Available at: https://pdfs.semanticscholar.org/afcb/9718558076e2d06cdf89aed957ed1b86ada5.pdf
Octavia, D. and Tamerlane, A. (2017) ‘The influence of website quality on online purchase intentions on Agoda.com with e-trust as a mediator’, Binus Business Review, 8(1), pp. 9–14. https://doi.org/10.21512/bbr.v8i1.1680
Office for National Statistics (ONS) (2021) Population and household estimates, Wales. Available at: https://www.ons.gov.uk/peoplepopulationandcommunity/populationandmigration/populationestimates/bulletins/populationandhouseholdestimateswales/latest?utm_ (Accessed: [insert date]).
Paláu, S.L. and Rivera-Cruz, B. (2018) ‘Bioethical reasoning and the propensity of millennials to adopt sustainable development behaviors’, in Social Innovation and Sustainable Entrepreneurship. Cheltenham: Edward Elgar Publishing, pp. 227–255. https://doi.org/10.4337/9781788116855.00019
Park, D.H., Lee, J. and Han, I. (2007) ‘The effect of on-line consumer reviews on consumer purchasing intention: The moderating role of involvement’, International Journal of Electronic Commerce, 11(4), pp. 125–148. https://doi.org/10.2753/JEC1086-4415110405
Piazza, J.A. and Gule, A. (2021) ‘The online caliphate: Internet usage and ISIS support in the Arab world’, Terrorism and Political Violence, 33(6), pp. 1256–1275. https://doi.org/10.1080/09546553.2019.1606801
Putri, I.S. and Akbari, A.D. (2021) ‘Extended theory of planned behavior (TPB) to analyze the batik purchase intention of Indonesian millennials and Gen Z’, International Journal of Industrial Engineering and Engineering Management, 3(2), pp. 97–104. https://doi.org/10.24002/ijieem.v3i2.5546
Rahim, A., Safin, S.Z., Kheng, L.K., Abas, N. and Ali, S.M. (2016) ‘Factors influencing purchasing intention of smartphone among university students’, Procedia Economics and Finance, 37, pp. 245–253. https://doi.org/10.1016/S2212-5671(16)30121-6
Saunders, M., Lewis, P. and Thornhill, A. (2019) Research methods for business students. 8th edn. Harlow: Pearson Education. Available at: https://amberton.edu/wp-content/uploads/2024/07/RGS6035_E2_Fall2024.pdf
Sekaran, U. and Bougie, R. (2016) Research methods for business: A skill building approach. 7th edn. Chichester: John Wiley & Sons. Available at: https://books.google.lk/books?hl=en&lr=&id=Ko6bCgAAQBAJ
Sen, S. and Lerman, D. (2007) ‘Why are you telling me this? An examination into negative consumer reviews on the web’, Journal of Interactive Marketing, 21(4), pp. 76–94. https://doi.org/10.1002/dir.20090
Shukla, S. (2019) ‘A study on millennial purchase intention of green products in India: Applying extended theory of planned behavior model’, Journal of Asia-Pacific Business, 20(4), pp. 322–350. https://doi.org/10.1080/10599231.2019.1684171
Sutanto, M.A. and Aprianingsih, A. (2016) ‘The effect of online consumer review toward purchase intention: A study in premium cosmetic in Indonesia’, Journal International Conference on Ethics of Business, Economics, and Social Science, pp. 218–230.
Taib, N.M., Amin, S.M., Yazid, Z.A. and Harun, H. (2021) ‘Effects of gender, age, and internet competency on internet usage among academicians during the movement control order (MCO) in Malaysia’, AIP Conference Proceedings, 2347, p. 020001. https://doi.org/10.1063/5.0052375
Thomas, M.J., Wirtz, B.W. and Weyerer, J.C. (2019) ‘Determinants of online review credibility and its impact on consumers’ purchase intention’, Journal of Electronic Commerce Research, 20(1), pp. 1–20.
Venkatesh, V., Morris, M.G., Davis, G.B. and Davis, F.D. (2003) ‘User acceptance of information technology: Toward a unified view’, MIS Quarterly, 27(3), pp. 425–478. https://doi.org/10.2307/30036540
Warnaby, G. and Shi, C. (2019) ‘Changing customer behaviour: Changing retailer response? The potential for pop-up retailing’, Journal of Customer Behaviour, 18(1), pp. 7–16. https://doi.org/10.1362/147539219X15633616548489
Wilfling, J., Havenith, G., Raccuglia, M. and Hodder, S. (2021) ‘Consumer expectations and perception of clothing comfort in sports and exercise garments’, Research Journal of Textile and Apparel, 25(3), pp. 234–251. https://doi.org/10.1108/RJTA-01-2021-0015
Yang, X. (2022) ‘Consumers’ purchase intentions in social commerce: the role of social psychological distance, perceived value, and perceived cognitive effort’, Information Technology & People, 35(8), pp. 330–348. https://doi.org/10.1108/ITP-02-2022-0091
Yu, Y.M. and Natalia, Y. (2013) ‘The effect of user generated video reviews on consumer purchase intention’, in 2013 Seventh International Conference on Innovative Mobile and Internet Services in Ubiquitous Computing. IEEE, pp. 796–800. https://doi.org/10.1109/IMIS.2013.143
Zarrad, H. and Debabi, M. (2012) ‘Online purchasing intention: Factors and effects’, International Business and Management, 4(1), pp. 37–47. Available at: http://www.cscanada.net/index.php/ibm/article/viewFile/j.ibm.1923842820120401.2115/pdf
Zeithaml, V.A. (1988) ‘Consumer perceptions of price, quality, and value: A means-end model and synthesis of evidence’, Journal of Marketing, 52(3), pp. 2–22. https://doi.org/10.1177/00222429880520030
5 [bookmark: _Toc209753176]Appendixes
5.1 [bookmark: _Toc209753177]Questionnaire - Quantitative study
Filter Question
Have you been born between 1981 and 1996, currently living in South Wales, purchased clothing online in the past 12 months, and used online reviews before making at least one of those purchases?
	Yes
	

	No
	



Section 01
How would you best describe the area you live in within South Wales?
	Cardiff 
	

	Urban area
	

	Small town
	

	Rural village, countryside 
	

	Other 
	


 
What is your age?
	29–32 Years
	

	33–36 Years
	

	37–40 Years
	

	41–44 Years
	



What is your gender?
	Male
	

	Female
	

	Non-binary
	




What is your highest completed level of education?
	Secondary school
	

	Diploma / College
	

	Bachelor’s degree
	

	Postgraduate degree
	

	Other
	



What is your current work status?
	Employed – Private sector 
	

	Employed – Public sector 
	

	Employed-Charity / nonprofit 
	

	Unemployed 
	



How often do you shop for clothes online?
	Once a week or more
	

	2–3 times per month
	

	Once a month
	

	Less than once a month
	





Section 02
Considering the scale below, please rate your choice
	1
	2
	3
	4
	5

	Strongly Disagree
	Disagree
	Neutral
	Agree
	Strongly Agree



	Variable
	Item No.
	Survey Question
	1
	2
	3
	4
	5

	Review Timeliness
	Q1.1
	I prefer reading recent reviews before purchasing clothes online.
	
	
	
	
	

	
	Q1.2
	Timely reviews help me make quicker purchase decisions.
	
	
	
	
	

	
	Q1.3
	I am more likely to trust reviews posted soon after a product's release.
	
	
	
	
	

	
	Q1.4
	Outdated reviews are less useful to me when buying clothes online.
	
	
	
	
	

	Review Quality
	Q2.1
	I find detailed reviews more helpful when shopping for clothes online.
	
	
	
	
	

	
	Q2.2
	High-quality reviews influence my clothing purchase decisions.
	
	
	
	
	

	
	Q2.3
	I pay attention to reviews that describe both pros and cons of clothing items.
	
	
	
	
	

	
	Q2.4
	I am influenced by reviews that include pictures or video demonstrations.
	
	
	
	
	

	Review Valance
	Q3.1
	I often come across clothing reviews on social media platforms.
	
	
	
	
	

	
	Q3.2
	Influencer reviews on social media affect how I perceive online product reviews.
	
	
	
	
	

	
	Q3.3
	Social media reviews seem more authentic than reviews on shopping websites.
	
	
	
	
	

	
	Q3.4
	I trust clothing reviews shared by my social media connections.
	
	
	
	
	

	Purchasing intention of clothes

	Q4.1
	I am likely to buy clothing online after reading positive reviews.
	
	
	
	
	

	
	Q4.2
	Online reviews increase my confidence in purchasing clothes.
	
	
	
	
	

	
	Q4.3
	Reviews play a key role in my decision to buy clothing online.
	
	
	
	
	

	
	Q4.4
	I plan to continue purchasing clothes online in the future, influenced by reviews.
	
	
	
	
	



5.2 [bookmark: _Toc209753178]Questionnaire - Qualitative study
1. Can you walk me through your typical process when deciding to purchase clothing online and how do online reviews fit into this decision-making journey?
2. How important is the recency of online reviews when you're considering purchasing clothing items?
3. What makes an online review helpful or unhelpful to you when shopping for clothes?
4. How do social media platforms influence your perception of online product reviews when shopping for clothing?
5. How do you determine whether an online review is genuine or fake?
6. Are there specific situations or types of clothing purchases where online reviews become more or less important to you?
7. How do reviews from people similar to you influence your clothing purchase decisions compared to reviews from other demographics?
8. Based on your experiences with online reviews, how do you think your reliance on them might change in the future?



Objective One


Importance of recency 


Barriers and Challenges


Objective Two


Objective Three


Authenticity and trust


Review usefulness


OB1_RE


Social media influence


OB2_RU


OB2_AT


OB3_SI


Influencer effect


OB3_IE


OB1_DM


Situational importance


Reviewer similarity


OB2_SI


OB2_RS


Future reliance


OB3_FR
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