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[bookmark: _Toc179756732]Chapter 1: Introduction
[bookmark: _Toc179756733]1.1 Introduction 
The rise of e-commerce has been significantly increasing over the years and has become an integral part of the overall purchasing process of customers. In the case of online shopping, people tend to collect as much information from online reviews and compare it with the official information that has been provided by the seller before making any final decision. On the other hand, there is a trend also being noticed where customers are actively sharing their overall experience on the network platform which further affects the purchasing behavior of potential customers. According to previous research, 97% of customers consider online reviews as an important factor that influences their purchasing decisions (Meng et al. 2021). This research will focus on assessing the impact of online reviews on the smartphone purchasing behavior of customers in the UK and find out the factors that are responsible for motivating people to purchase smartphones.
[bookmark: _Toc179756734]1.2 Background 
The smartphone industry is one of the most highly competitive industries in the world. The presence of big corporations like Samsung, Apple, LG, Vivo, and others has given the opportunity to customers to select brands at their convenience. Sharing online reviews on social platforms or on the official websites of companies gives opportunities to customers to make informed decisions before finalizing the purchase. Positive reviews help companies to uplift their sales. It is evident from the research that positive reviews are able to uplift sales by 18%. Displaying positive reviews on the website gives confidence to the customers and helps to lower doubt ultimately increasing the conversion rate (Akbar et al. 2023). Online reviews can strengthen the brand's credibility and reliability among customers. Opposed to that, it has also been seen from the previous research that 86% of customers hesitate to form collaboration with such brands which have unfavorable comments and impact the overall brand reputation.
[bookmark: _Toc179756735]1.3 Research aim
The research aim is to assess the influence of online customer reviews on the smartphone purchasing decisions of UK-based customers.
[bookmark: _Toc179756736]1.4 Objectives 
· To evaluate the importance of online reviews on the purchasing decisions of UK-based customers.
· To identify the factors that are involved with the online reviews and make them believable.
· To highlight the issues with online customer reviews.
[bookmark: _Toc179756737]1.5 Research question 
· What is the benefit of online reviews?
· How can online reviews impact the purchasing behavior of customers?
· How can businesses promote positive online reviews and avoid getting negative reviews?
[bookmark: _Toc179756738]1.6 Research problem 
Problem statement: The reliability and quality of online reviews raise questions about their authenticity and the availability of a large volume of online reviews often confuses customers from making a concrete decision. It is difficult for organizations to manage the balance between positive and negative reviews as only positive reviews raise questions about credibility and also large amounts of negative reviews lower customer engagement. 
Elwalda and Lu (2016) reflect in the research that consumers making purchasing decisions after reading online reviews is a psychological process that involves vision and information processing. It is important to assess the psychological and information process that is involved with the decision-making process of customers. Smartphone companies in the UK need to understand the preferences of customers and identify the factors that impact the ultimate purchasing decision, decoding the factors will add leverage to business position and enable them to form positive relationships with customers.
[bookmark: _Toc179756739]1.7 Research scope 
The scope of the research is to investigate the influence of online reviews on the purchasing behavior of customers in the smartphone industry and develop a comprehensive understanding of the information processing and decision-making process of customers. (Nurhabibah et al. (2022) argued that online reviews expose customers to new brands and new products and make them aware of their service which they might have not considered before. Online reviews act as social proof and validation that give assurance to customers and encourage them to go ahead with purchasing by reducing the perceived risk of online buying. Sharing opinions and expectations can act as the motivating factor that helps in shaping the purchasing behavior of customers along with increasing the likelihood of repeat purchasing. However, it is also important for the sellers to manage the fake negative reviews that can impact the bond with loyal customers and affect the purchasing intention. The high rate of competition in the smartphone industry enables customers to switch brands without any extra switching costs. Hence, it is important for brands to consider the involvement of an effective marketing strategy that will offer insight into the purchasing habits of customers and modify the offering based on the market trend.
[bookmark: _Toc179756740]1.8 Rationale 
The rationale of the research is to understand the online purchasing behavior of customers and increase awareness about collecting positive reviews from customers by giving them satisfied service so that they can feel encouraged to continue purchasing from the brand. Previous survey results highlighted that 46% of the customers consider the reviews as personnel recommendations and it helps in forming trusted relationships with brands. Wang et al. (2020) highlight that online reviews play a critical role in driving the overall sales of organizations that ultimately drive the revenue generation. It has been seen that Google is one of the important online platforms that has a steady flow of reviews and customers are designed with the platforms for actively searching about the product review. Therefore, brands need to consider improving their ranking in these types of search engines that encourage ready-to-buy prospects and improve the overall sales rate. Having a mix of positive and negative reviews will build a trustworthy image among the customers and help in getting more sales.
[bookmark: _Toc179756741]1.9 Research outline 
The research is organized in 5 chapters. The next section presents literature reviews on different themes that help in understanding the role of online reviews in making purchasing decisions. The research methodology chapter includes the different research approaches that have been involved in the research development process and highlights the data collection method that is present subsequently. The research methodology chapter is followed by research findings that present the key findings and results of the research. Finally, the conclusion chapter summarizes the overall findings of the research and develops a concrete understanding of the impact of online reviews on the purchasing behavior of customers.
[bookmark: _Toc179756742]1.10 Theoretical framework 
Before trying to generate an effective relationship with the customers by highlighting the positive online reviews to them, it is important to understand the purchasing intention of customers. Application of the psychoanalytical model of consumer behavior will give opportunities for brands to understand the psychological factors that are able to influence the buying behavior of customers (Dewi et al. 2018). This model can help in improving the awareness about the deep-rooted motivation that encourages customers to complete the purchasing process. Apart from that, the EKB model (Engel-Kollat-Blackwell) also highlights the five important stages associated with the customer buying decision process. This model helps in understanding that customers generally make purchasing decisions based on the influencing factors that they can assess in the light of rational insight. It also assists businesses in the highly competitive sector to increase visibility through the integration of SEO and add value to the overall business position.


[bookmark: _Toc179756743]Chapter 2: Literature Review 
[bookmark: _Toc179756744]2.1 Introduction 
The literature review chapter presents information collected from various previous research studies and attempts to improve understanding of the selected topic. Collecting relevant information from authentic research papers has helped develop proper knowledge about the concept of online reviews and how it affects customers' purchasing behavior. The chapter also highlights the existing gap in the literature that would be tried to resolve in the present research. The chapter has used relevant and authentic books, journals, and other academic resources that help in preparing points to help readers understand the actual impact of online reviews.
[bookmark: _Toc179756745]2.2 Concept of Online Review 
It is important to understand the concept of online review before diving into analyzing its impact on the purchasing intention of customers. Macheka et al. (2024) shows in the research that online review is the user-generated content that evaluates the business process by sharing their experience of buying their products or services. On the other hand, Gurav et al. (2023) reflect that online review is the opinion of customers about a specific product or service that they use. These reviews can appear on the page of product detail or they can also appear as part of search engine results. Online reviews highlight both the positive and negative aspects of the organizational products and services. It also creates awareness about whether the actual product matches the product description or not. The review system can include a ranking system by using stars, numbers, or other graphic elements that enable the particular site to produce an average rating based on multiple reviews.
In the global market, product ratings and reviews emerge as one of the major factors that influence the purchasing behavior of customers and allow them to make informed decisions about where to go online shopping. According to the result of the 2019 survey, it has been seen that 62% of customers consider online reviews as a helpful factor that influences shopping behavior. The primary reason for posting reviews about the products or services is to increase awareness among the customers by informing them about their overall experiences. For instance, US-based customers consider online reviews as an important source of information that enables them to make the right decision (Guo et al. 2020). Some of the most popular online review posting sites are Google, Yelp, Facebook, and TripAdvisor. While the popularity rate of online reviews increased significantly in past years, the reliability rate of the reviews is questionable due to the abusive practice that is either related to posting favorable comments by the company itself or by posting negative reviews posted by competitors.
Majority of the businesses are now focusing on the integration of online review systems within marketing activity as it is able to influence the user's behaviors. Online review increases the rate of a brand's visibility among customers. For instance, the Zero Sugar Energy Drink of Ubuy has a high Google rank as it is able to gain multiple rankings, ratings, reviews, and customer queries that ultimately boost the SEO rank. It has been seen that many shoppers restrict their browsing to only products that have minimum three-star ratings. Hence, managing high average ratings can enable more users to discover the products which ultimately lead to more traffic and sales (Ventre and Kolbe, 2020). On the other hand, online reviews can also act as the guiding factors that enable customers to gain answers to different queries. Discovering more in-depth information about the company's performance will directly impact the decision-making process of customers.
[bookmark: _Toc179756746]2.3 Importance of Online Review for Customers 
Online reviews have become an integral part of the customer decision-making process and play a critical role in forming the final purchasing decisions of customers. Fauzi and Rini (2022), highlight that online reviews and testimonials act as the foundation of building trust among customers about brands that are able to generate a significant impact on the e-commerce sales rate. Customers are putting more faith in peer recommendations and reading online reviews before making any purchasing decision. It is important for the business to consider the changing market trends and take into account the evolving purchasing process to meet the customer satisfaction standard (Phillips et al. 2017). The specific reasons that make online reviews important from the customer's perspective are discussed as follows.
Social proof
Online users use online customer reviews as social proof and it gives enough confidence to the potential customers to form associations with the respective brands. Kim et al. (2020) argued that customers have a tendency to believe the views of other customers rather than brands' own promotional content. Personal recommendations and word of mouth are considered the more powerful promotional tools that are able to impact the final purchasing decision of customers. From the research of Veybitha et al. (2021), it has been known that 84% of customers consider reviews as an important part of the decision-making process. On the other hand, it has been seen that 68% of customers develop an opinion about the product or service only after reading the customer reviews. Hence, it can be seen that online customer reviews enable customers to overcome their primary hesitation and lower their worries regarding products.
Building trust in the brand 
Online customer reviews can also help in building trust with the intended customers and give opportunities to brands to attract customers towards their service. Giving a positive experience to the customers will encourage them to share positive reviews about the organizational service which will build trust with the customers. El-Said (2020) shows in the research that reviews will help in building brand credibility and increase the likelihood of the customers towards brands that motivate them to purchase from them.
Validate expertise 
Positive online reviews help validate the brand's position among prospective customers. According to the research of Mofokeng (2021), it has been seen that online reviews prove the ability of the brand and reflect the support to customers to overcome specific problems or accomplish specific goals. Online reviews act as evidence that reflects the success rate of the brand and enable organizations to demonstrate the expertise and authority of the business which enhances the rate of customer association with the business. Most of the time, customers trust the reviews that are shared by peers rather than trusting the claims made by companies (Choi and Leon, 2020). The reviews of customers work as third-party evidence that helps in backing the claims made by organizations.
[bookmark: _Toc179756747]2.4 Important Factors to Consider for Online Review 
Content of the review 
The content of the review is considered to be one of the important factors considered by the customers that make them feel positive about the business. From the research of Harli et al. (2021), it has been known that 75% of customers considered the positive experience of peers before making the final purchasing decision. Reviews that consist of personal experience can make a positive impact on the overall purchasing decision of customers. According to the Yelp survey, the ideal reviews that hold the details of the personal experience are mainly preferred by the customers and make decisions based on the experience of others.
Star rating 
Other than the personal revising experience, the star rating is another factor that makes a direct impact on the purchasing behavior of customers. It has been seen that 58% of the customers preferred to select the products with the highest star ratings as it reflects the desirability of the products and services. Fadillah and Kusumawati (2021) research shows that products or services that have 5-star ratings are able to gain the trust of the customers which ultimately impacts the brand position in the market. Getting significantly higher ratings from customers is the primary aim of business that is directly related to the acceptance rate of the brand among them. Even though customers often accept the imparting ratings, it is still expected that the organization would earn high marks from customers (Han, 2021). Brands with improved ratings are able to gain the attention of the customers and add competitive benefits to the business position.
Brand response 
It is evident from the previously published research that customers considered forming associations with such brands that respond to the reviews. Mbete and Tanamal (2020) highlighted in the research that 55% of the customers feel encouraged to engage with such brands who they can reach effectively. Exchanging responses with the customers is a sign of availability and diligent response to reviews will give opportunity to organizations to form strong connections with customers. When customers receive customized responses from brands, they feel empowered and motivated to continue the association.
Review recency and reviewer anonymity 
The recency of the review is another factor that impacts the decision-making process of customers. For instance, nearly half of the reviewers want their reviews posted within 30 days but that does not mean that brands can ignore reviews that are months old. However, customers have the tendency to put more focus on the recent data than the non-recent reviews to make the final purchasing decision. 50% of the customers reflect that they prefer to assess the reviews that are not older than 2 weeks before making a purchasing decision (Luo et al. 2021). On the other hand, brands can compare past and recent reviews to ensure progress in delivering satisfied service (Hsieh and Li, 2020). In addition to that, 44% of the customers reflect that they considered the views that used real names rather than reviews that are anonymous or use fictitious names. Using the real name will provide a higher level of customization in the response and help in attracting customers to it.
2.5 Impact of Online Reviews on Business Performance 
Increasing sales and revenue 
Organizations, especially e-commerce businesses have been highly impacted by online reviews and are able to make significant changes in the overall business outcome. The first and foremost benefit of engaging in online reviews is that it can help increase the sales and revenue of a business by attracting potential customers to the business (Fernandes et al. 2022). Previous research highlighted that online reviews help in enhancing the overall sales rate by 20% by increasing the customers spending by 30%. Positive reviews regarding the product quality and the organization's service can help in establishing the reliability of the business and act as a powerful force that can increase customer conversion rate. Agnihotri and Bhattacharya (2016) showed in the research that customers consider a review as social proof that helps in demonstrating to others that they have found value in the product which acts as the influencing factor in encouraging potential customers to form an association with the respective brand. 46% of the customers consider the reviews as trustworthy as personal recommendations that impact the level of trust with customers.
Improve online visibility  
Online reviews also help in increasing the online visibility that directly influences the brand's position in the market. Hong et al. (2017) reflect in the research that a steady stream of online reviews helps put the brand in front of the active searching that improves the overall rank of the brand by adding a competitive advantage against competitors. It influences SEO by creating content that suits the algorithm. Customer reviews include relevant keywords that are associated with product or service descriptions. Hence, the customer review directly influences the search ranking of the brand and helps in uplifting the Google rankings. Search engines such as Google, Yelp, and other sites favor the product which involves updating content when determining the search result rankings. Rocklage and Fazio (2020) also highlight that customer reviews contribute to the content stream and boost the visibility to a wider range of customers.
Improve the trustworthiness of the brand
Authentic feedback helps in improving the trust level of customers in the brand. Customers who already experienced the product or service of the organization share their opinion online and give opportunity to others to consider the brand as credible. Research shows that 81% of the customers do not trust such brands that do not have any reviews. Lăzăroiu et al. (2020) argue that it is not possible for a brand to only gain positive reviews from customers and it has been highlighted that consumers are more inclined to purchase products from a brand that has some amount of negative reviews. On the other hand, it has also become clear that the purchasing rate of products also increased when the start rating fell between 4.2 and 4.5 but if the average star rating exceeded 4.5, then the rate of sale declines. Hence, it is important for brands to manage the balance between positive and negative reviews to reflect the credibility and authenticity of the brand. Organizations can employ specific tools that can measure the authenticity of the reviews and limit the risk of spam and trolls (Nam et al. 2020). It is important for them to manage complete transparency while presenting the customer's feedback and checking for compliance with respective rules and regulations.
[bookmark: _Toc179756748]2.6 Theoretical perspective 
Engaging relevant models and theories is instrumental in understanding customer buying behavior. Application of the models to the customer acquisition efforts will give opportunities to brands to correctly predict the customers who want to be associated with the brand activity and ensure that the business will target the right customers at the right time. The Psychoanalytical model of customer behavior helps in shedding light on the deep-rooted motivating factors that drive customers to make purchasing decisions (Barari et al. 2020). The model helps in increasing awareness about both conscious and unconscious factors that can influence the purchasing decisions of customers. The motives can be suppressed desire, hidden fear, or personal longings, and depending on the stimuli of the business, customers make final purchasing decisions. To generate positive stimuli among the customers, brands need to adjust the marketing strategy based on the needs of the market. Moderating the offline and online advertising strategy will help attract customers to the brand. It has been seen that customers often do not understand the actual reason for pushing things but they eventually do it as it feels right. Therefore, brands need to work on creating positive feelings upon purchasing (Sohn and Kim, 2020). The application of the model is relevant to all types of businesses that sell images that resemble the product or service. Developing a marketing strategy that can display the benefit of the product and highlight the value that can be added to the customer's position upon purchasing will help in influencing the final purchasing decision.
[image: ]
Figure 1: Psychoanalytical model of customer behavior
(Source: Schoenmueller et al. 2020)
On the other hand, implementing the Engel-Kollat-Blackwell (EKB) Model of Consumer Behavior helps in outlining the different stages of the customer purchasing decision-making process. Under the influence of the model, brands have become aware that the first stage that customers go through is the awareness stage where customers become knowledgeable about the existence of the business through advertisement (Schoenmueller et al. 2020). The next stage is information processing where customers gain the opportunity to think about the products or services that are related to their past experiences and assess whether the new product can fulfill their current desire. In the evaluation stage, customers research the products or services that they have discovered along with evaluating the other options that are available from the competitors to find out whether any better option is available or not. In the purchasing decision stage, the customers will follow through with the purchase of the product that is considered to be best. The last stage is outcome analysis, in which customers assess their overall experience as positive or negative and after the trial period, they finally decide whether to become repeat customers or not (Zeng et al. 2020). This model will allow businesses to identify the influencing factors that affect the purchasing decision of customers and include them in the business to attract more customers towards the brand. The EKB model is mainly applicable in the industry which has many competitors delivering more or less the same products or services. If the market is highly saturated and competitive in nature, then it is important for an organization to outshine its rivals by mitigating the needs of customers at every stage of the customer journey.
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Figure 2: Steps of the EKB model 
(Source: Zeng et al. 2020)
[bookmark: _Toc179756749]2.7 Problem with online reviews 
Online reviews can add value to the overall business performance and expand the marketing practice by addressing different queries of customers. However, there are some drawbacks of online reviewing systems that can directly impact business growth. The Internet is the palace where everyone has the equal rights to express their feelings and there is often a high chance that brands might be misrepresented by the reviewers. The biggest drawback is the negative reviews that can affect the business practices of reputation-conscious organizations. Brands cannot deny the negative impact of visible reviews on the market position. Wijekoon and Sabri (2021) have argued that negative reviews can drive away 40% of customers while 53% of the customers expect that brands need to respond to their reviews within a week time. Brands that avoid the involvement of detractors and do not focus on turning the negative experience of customers into a positive experience are witnessing major disengagement from them that ultimately affects their reputation.
Brands need to manage a balance between positive and negative reviews that will help in reflecting the realistic picture of the business among customers and increase the trust of customers in the business. Sudirjo et al. (2023) reflect that honest reviews can either positively or negatively shape the e-commerce experience of customers and motivate them to form connections with brands. Other than the reputational damage, negative reviews can also directly impact the revenue generation limit of the business. A negative review can cause a quick loss in revenue generation as customers start to disbelieve the brand. It has been seen that 94% of the customers do not want to form any type of association with organizations that have negative reviews. The amount of emotions that are involved with the negative reviews can also motivate others to look into other brands for similar types of products. Customers can use Google, Yelp, or any other sites to share their opinions and these types of negative reviews lower the rate of competitive advantage of brands.
Higher rates of negative reviews also cause a loss in the customer acquisition rate. Kim et al. (2021) present in the research that negative reviews can chase out potential customers who are considering forming an association with the respective brand. Depending on the rate of negative reviews, customers alter their brand preferences and select rival companies that improve the position of competitors. If any organization witnesses a sudden loss in customer engagement, then they should first check the digital review KPI and give attention to the negative reviews so that proper assurance can be given to the customers and their flow can be maintained within the business. Dwidienawati et al. (2020) also agree that customer loss is the primary effect of negative reviews.
On the other hand, the high rate of negative reviews can also lower the ranking in search engines which also limits brand awareness. Google and other search engines put weights on the digital brand reviews and the search engine bots also assess the reviews that are associated with brands. Hence, if the rate of negative reviews increases then the rank of the business will also deteriorate in the search engine. Veybitha et al. (2021) highlighted that ranking high in search engines is essential for online business and important to managing overall success. Therefore, implementing strategies that will manage the negative reviews will be essential for brands to enhance their visibility among customers.
[bookmark: _Toc179756750]2.8 Learning from online reviews 
It is important for organizations to engage strategies to proactively manage the reviews and monitor the reviews so that their impacts can be controlled on the business progression level. The first thing that an organization can consider to include is to respond to all the reviews. Acknowledging each of the reviews, whether it has one star or full star will help in showing that the brands are paying attention to each of the customers' opinions. Giving thoughtful attention to the problematic reviews will give reassurance to potential customers. Addressing the problem sincerely and thanking the reviewers for their time will help strengthen the relationship with customers.
Empowering the frontline staff is another strategy that can also impact the position of the brand in the market. The customer service team is the first point of contact and is responsible for solving issues faced by customers. Hence, it is important for organizations to consider involving proper training programs for the customer service team members, so that risk of small frictions can be avoided. Macheka et al. (2024) show that escalating reactions of customers can ultimately result in negative reviews. Apart from including proper training and development programs, brands can also consider the involvement of AI tools that can help in managing more complicated customer complaints.  
Organizations can also consider monitoring customer feedback and online review trends that will provide them with a wealth of knowledge about the customer's pain points. Brands can also be aware of customer preferences by collecting data from different groups of customers. This type of data can give assistance to the business in refining its operation and service as per the expectations of customers. (Ventre and Kolbe, 2020) argues that assessing both the positive and negative reviews can enable the business to take proper actions based on the nature of the emerging issues and mitigate the problem of customers before they escalate. 
Installation of review management is considered to be one of the effective strategies that can help in managing the relation between customers and brands. According to Rocklage and Fazio (2020), trust between a company and customers can be lost if the brand fails to set proper communicative connections with potential customers. It is important for organizations to establish strong communication that will allow customers to share honest reviews and give scope to businesses to maintain a strong brand reputation by working on negative reviews. El-Said (2020) argued that most of the brands avoid focusing on identifying the existing pattern in the online reviews and failure to understand the online reviews statistics can damage the overall brand reputation. Hence, it is important for a business to understand the customer perspective by recognizing the underlying pattern in customer review and involve proactive strategies properly to eliminate the problems in function and smoothen the business operation that helps in achieving the highest level of customer satisfaction. Brands need to ensure the involvement of a sensitive and solution-oriented approach to manage the reviews and build up a reputation that helps attract customers to the brand.
2.9 Conceptual framework 
Impact of Online Product Review on Purchasing Decisions

Customer purchasing intention 
Measure consumer reaction 
Considering customer characteristic 
Reading reviews 
Screening of reviews 
Adding value to customer feedback 




[bookmark: _Toc179756751]2.10 Literature gap 
The existing literature mainly focuses on assessing the impact of online reviews on customer purchasing behavior. Limited research has been found that focuses on addressing the influence of online reviews with respect to specific industries. This research will try to mitigate the gap by highlighting the role of online reviews in influencing customers' purchasing behavior in the smartphone industry. The smartphone industry is a highly competitive industry and the majority of the companies deliver more or less the same service to the customers. It is quite challenging for smartphone manufacturing companies to retain the attention of customers. Online reviews can act as one of the significant promotional strategies that increase brand awareness among customers and motivate them to form associations with the particular brand (Fadillah and Kusumawati, 2021). On the other hand, encouraging customers to share their opinions about the overall product experiences will also give opportunities to brands to include specific changes within the product and service development process that will increase the satisfaction level of future customers.
[bookmark: _Toc179756752]2.11 Summary 
The chapter has summarized the information collected from different literature sources and tried to develop a clear understanding of the concept of online reviews. Online reviews are the content that is shared willingly by customers to increase awareness about the benefits and drawbacks of the products among others. It has been clear that customers are considering online reviews as the important factors that impact their overall purchasing decision. Due to the increasing popularity of online reviews, brands need to concentrate on strategies that would generate a positive image of the business among customers.


[bookmark: _Toc179756753]Chapter 3: Methodology 
[bookmark: _Toc179756754]3.1 Introduction 
The methodology chapter was performed under the guidelines of research Onion which helped in developing the methodology chapter by utilizing a definitive framework. The research onion involves different stages and each of the stages plays a critical role in the development of the research process. This chapter has provided a detailed description of the different methodologies that have been applied to complete the research and also gives justification for the selection so that clear insights can be generated about the reason for the research process selection.
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Figure 3: Research onion 
(Source: Kumari et al. 2023)
[bookmark: _Toc179756755]3.2 Research philosophy 
The use of the definitive research philosophy within the research development process can help in generating proper knowledge about the research phenomena. The research philosophies are different types such as positivism, interpretivism, realism, and pragmatism. The research focuses on corroborating with qualitative research development that supports the inclusion of the positivist principle within the research conduction process. Implementation of the positivist principle helps in collecting data through observation and ensures the involvement of measurement processes that manage the successful outcome of the research. It has been understood from the research of Ocaña-Fernández and Fuster-Guillén (2021) that the positivism research philosophy supports the application of structured and pre-established approaches within the research development process that generates universally accepted results. With the use of the positivism research philosophy, the study is able to generate a clear understanding of the role online reviews play in the purchasing behavior of customers in the UK. It has also become clear that the involvement of positivist research philosophy also supports the statistical and non-statistical data analysis process and helps in avoiding the risk of bias from the research development process that manages the high quality of the study (Kumari et al. 2023). Implementation of the positivist research philosophy also gives scope to independent research development processes that add value to the overall research conduction process.
[bookmark: _Toc179756756]3.3 Research design 
Research design is the research framework of methods that are involved within the research conduction process to manage the overall quality of the study. The use of the specific research design allows the researcher to sharpen the research method that is suitable for setting up the success of the study. There are multiple types of research designs available that can be selected by the research based on the nature of the study. Descriptive, experimental, correlation, diagnostic, and explanatory research designs are available for the research development process. In this study, a descriptive research design was applied to help in describing the research phenomena (Anas and Ishaq, 2022). Descriptive research design also supports the implementation of theory-based design methods within the research development process by gathering, collecting, and analyzing the research data. On the other hand, the use of the descriptive research design also provides insights into the study and increases awareness about the rationale of the research (Lê and Schmid, 2022). It is important for the smartphone manufacturing company to understand the point of view of customers by assessing their online reviews. Under the use of the descriptive research design, the researcher is also able to clearly define the research problem which helps in developing a better understanding of the research topic.
[bookmark: _Toc179756757]3.4 Research approach 
The research approach is the process of collecting and analyzing the data based on the nature of the research problem. Implementation of the relevant research approach within the research conduction process helps ensure the involvement of a specific framework that helps develop the desired outcome. The research approach mainly consists of three different types: inductive, deductive, and abductive. Under the application of the inductive research approach, the researcher is able to generate concepts from the specific observation. In addition to this, the use of the inductive research approach also supports the articulation of the hypothesis and helps in developing a positive narration about the research development process. With the use of the inductive research approach, the researcher is able to perform investigative research that helps in assessing the role of online reviews in manipulating the purchasing decisions of customers. On the other hand, the inductive research approach also avoids the rejection of the theories and models at the beginning of the research development process and supports the formulation of theories based on the nature of the research outcome. Unlike the deductive research approach, the inductive research approach also avoids the formulation of any hypothesis that can enhance the rate of complexities in the research development process, rather it focuses on conducting the research depending on the direction given by the research aim and objective.
[bookmark: _Toc179756758]3.5 Research Strategy 
Incorporation of the relevant research strategy within the research development process helps in highlighting the main component of the study and developing proper analysis of the research phenomena by ensuring the proper research method involvement. The research strategy can be categorized into different types such as case studies, qualitative interviews, quantitative surveys, and action research. As per the opinion of Pandey and Pandey (2021), the case study research supports the development of an in-depth understanding of research topics and gives an opportunity for the research to involve specific strategies to acknowledge the major component of the study. It is important in this research to understand the factors involved with online reviews that can increase its credibility and influence the brand credibility among the targeted customers of the UK smartphone industry. Utilization of the case study research strategy also gives the opportunity to investigate real-life research phenomena and develop strategies based on the nature of the research phenomena (Diop and Liu, 2020). Forming contextualizing understanding about the existing issue of the marketing approach of the UK smartphone industry and help in understanding the value of online reviews that can increase the engagement level of customers with the business. On the other hand, the application of the case study research strategy helps in highlighting the existing relationship between different factors and ensures the development of a proper understanding of the research phenomena.
[bookmark: _Toc179756759]3.6 Data collection 
Implementation of the engaging data collection process within the research development process is necessary to ensure the successful outcome of the research. The data collection process is primarily of two types, primary data collection and secondary data collection process. As per the opinion of Zhang et al. (2023), the use of the primary data collection process supports the involvement of first-hand information within the research development process and adds unique value to the overall research outcome. The research uses the secondary data collection process that gives scope to collect information from relevant sources and generate a clear understanding of the influence of online reviews in the purchasing decisions of customers in the UK. Involvement of the PRISMA tool also supports the proper screening of the articles and ensures the involvement of authenticated sources within the research development process (Al-Ababneh, 2020). Authenticated academic sources, journals, industrial reports, and social media analytics have been utilized to develop an understanding of the research phenomena. The use of the secondary data collection process also helps minimize the risk of data failure as the data has been already tested in previous research.
PRISMA framework 
[image: ]
Search strategy 
The research has included a specific search strategy to ensure the involvement of reliable and authenticated information within the research development process. Using proper keywords is essential to get access to sources that are able to add value to the overall research development process. Specific keywords that are used for searching relevant articles are,

	Keywords 
	Online reviews in the smartphone market, Smartphone industry's digital marketing strategy, impact of online review on customers, smartphone business online presence, e-commerce of smartphone companies, and customer engagement with smartphone companies in the UK.



Inclusion and exclusion criteria 

	Inclusion criteria 
	Exclusion criteria 

	· Articles that used only the English language.
· Peer-reviewed articles.
· Articles published after 2017.
	· Articles that do not use the English language.
· Article published before 2017.
· Websites like Google and Wikipedia.



Selection criteria 

	Relevance 
	Articles that highlight the role of online reviews along with assessing their impact on purchasing decisions of customers in smartphone injury in the UK.

	Recency 
	Articles that are published within a 7-year timeline.

	Citation and references 
	Only well-cited references are considered for the research.



Source of database 
Academic articles that mainly concentrate on assessing the impact of online reviews on the purchasing decision-making ability of customers and peer reviews are considered for the research development process. On the other hand, industry reports highlight the marketing strategy of smartphone companies in the UK and demonstrate the marketing approaches that can make an impact on overall customer engagement. The involvement of books and journals with authoritative textual information also helps in developing an understanding of the impact of online reviews on the purchasing intention of customers.
[bookmark: _Toc179756760]3.7 Data analysis 
Assessing the data based on the objective of the research can make an impact on the overall research outcome. It is important for the research to include a definitive data analysis process within the research development so that accurate presentation of information can be achieved. This research involves thematic data analysis processes that help in recognizing the trend in the collected data and developing themes based on the nature of the research findings (Nayak and Singh, 2021). The thematic data analysis process also helps in assessing both numerical and non-numerical data that help in forming an in-depth understanding of the impact of online reviews on the purchasing habits of customers in the UK. According to the research of Dubey and Kothari (2022), it is important to manage consistency in the data presentation process along with managing the academic integrity of the study. Analyzing the perception of the study can allow the smartphone industry in the UK to include changes in marketing strategies by focusing on the opinions of online customers.
[bookmark: _Toc179756761]3.8 Ethical consideration 
Performing research ethically and managing the integrity of the research is the primary responsibility of the researcher. Conducting the research under the influence of the Data Protection Act, 2018 helps in managing the originality of the study. It also helps prevent the risk of data manipulation and ensures the involvement of only accurate information within the research development process (Dzwigol, 2022). On the other hand, collecting information from credible sources is another important factor that needs to be managed in the research development process to manage the overall quality of the study. The research only uses peer-reviewed articles and journals in the research development process that help in managing the quality of the study. The risk of plagiarism also needs to be avoided to maintain the integrity of the study. Preparing an authentic reference list and involvement in in-text citations helps in improving the overall quality of the research (Liamputtong, 2020). Complying with the relevant ethical procedure helps avoid future complications in the research development process.
[bookmark: _Toc179756762]3.9 Limitation 
The research is focused on developing clear insights about the impact of online reviews on the purchasing habits of customers in the UK smartphone industry. One of the key limitations of the research is that it only uses secondary data within the research development process. It avoids the involvement of primary data within the study as it is a time-consuming process as the research faces time constraints. On the other hand, the research only focuses on the customer purchasing decision-making process of UK customers that cannot be generalized for the goal customer purchasing process (Säfsten and Gustavsson, 2020). It also avoids the impact of changing rules and regulations in the social marketing strategy of companies; therefore, it is important to consider the legal aspect of the research in the future research development process.
[bookmark: _Toc179756763]3.10 Summary 
The research has given a detailed description of the different research methods that are applied within the research development process. Each of the research stages describes the research methods that have been used in the research development process and helps in achieving the research aim and objectives.

	Research Philosophy
	Interpretivism

	[bookmark: _82d17plsojgq][bookmark: _Toc179756764]Research approach
	Inductive

	Data collection
	Secondary

	Data analysis
	Thematic





[bookmark: _Toc179756765]Chapter 4: Research finding and discussion 
[bookmark: _Toc179756766]4.1 Introduction 
The chapter has presented relevant information that is aligned with the research topic and helps in developing an understanding of the influence of online reviews on the smartphone purchasing habits of UK-based customers. The use of the secondary data collection method has provided an opportunity to screen the articles and journals before applying them for further research development. The inclusion of significant information contributes to achieving the research objectives and gives a proper analysis of the research questions.
[bookmark: _Toc179756767]Findings
4.2 Acceptance rate of smartphones brands increase due to the use of online reviews in the market
Understanding the benefits of using online reviews can encourage smartphone manufacturing companies to incorporate online review strategies to enhance the acceptance rate among targeted customers. From the previous research, it has been understood that smartphone companies that are able to include online review strategies within their marketing approach are able to form strong connections with the target customers. One of the advantages of using the online strategy within a business function is that it increases the visibility of the brand among the customers. Some search engines and online marketplaces allow customers to use filters by introducing specific parameters that also involve customer ratings (Tobon and García-Madariaga, 2021). It is evident that most customers prefer to restrict their search to only high-rated products to save time and get access to quality products. Limiting the search to only 3-star rated products increased the necessity for smartphone manufacturing companies to develop quality products for the customers so that they can feel encouraged to be associated with the brand. 
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Figure 4: Top-rated mobile brand in the UK 
(Source: Tobon and García-Madariaga, 2021)
Samsung, Google, Apple, and One Plus are some of the top-rated smartphone brands that have been able to gain positive reviews on online platforms. It has been seen from the above figure that Apple is the most dominant smartphone company in the UK that has been able to gather positive reviews from customers. On the other hand, Samsung is another top-rated brand that is able to gain 32% of the market share. Providing high-rated service encourages customers to share positive reviews that ultimately impact the overall market position of companies. Other than increasing the popularity rate among the target customers, engaging online reviews also helps in convincing the customers to buy the products. The online reviews work as third-party validation that can encourage potential customers to buy products from the company. These types of online views work as the recommendations that guide customers to make informed decisions. 84% of the customers consider online reviews before making any purchasing decision that reflects the higher relevance in the smartphone industry (Veybitha et al. 2021). Using online reviews in the marketing strategy also helps in building trusted relationships with the customers. It has been seen from the previous studies that customers distrust the brands that gain a higher rate of negative reviews and get a rating below 4 stars while the companies with good average ratings are significantly witnessed in converting views to traffic and sales.
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Figure 5: Trust level of customers on online reviews 
(Source: Veybitha et al. 2021)
Positive online reviews help in increasing customer loyalty to the smartphone brands as the reviews help in explaining that the customers are satisfied with the products of the companies. However, smartphone companies need to engage with authentic sites to gather reviews such as Google, Yelp, and Facebook so that they can reflect the true potential of the brand.
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Figure 6: Importance of review sites 
(Source: Tobon and García-Madariaga, 2021)
4.3 Rating and reviews able to impact purchasing behavior of the UK base customers in the smartphone industry 
Online reviews are able to generate a significant impact on the overall purchasing behavior of UK-based customers. The previous research reflects that the majority of customers consider the reviews as a top priority before finalizing the purchasing decision. The survey revealed that 69% of UK customers actively seek websites to gather reviews before making any smartphone purchasing decision. Gathering positive reviews helps boost the overall sales rate of business and sway the customers towards the brand activity who are still not sure about the purchasing decision. Chen et al. (2022) highlight online reviews as the social proof that validates the quality and value of the products. Hence it is important for smartphone manufacturing companies to engage a large number of reviews within marketing strategy that can change the perception of customers about the brand. However, gaining negative reviews on brand activity can deter potential buyers and actively limit the revenue generation limit of smartphone companies.
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Figure 7: Importance of online reviews 
(Source: Retnowati and Mardikaningsih, 2021)
The above figure shows that the customer gives maximum weight on the products ratings and reviews before considering the purchasing decision. It has been clear that ratings and reviews are even more important for the price of the products that help in deciding the final purchasing decision of customers. It has also become clear that a lack of reviews about the products can also deter potential customers from the brand. Nearly 46% of the customers in the UK do not engage with purchasing products that do not have enough reviews and ratings. Younger shoppers are also more concerned about online reviews and ratings as 54% of Gen Z customers and 48% of millennial customers do not buy products if they do not have reviews (Retnowati and Mardikaningsih, 2021). Therefore, it is important for smartphone companies to develop a clear reputation of the brands that can encourage diverse customers to form associations with their products. Smartphone companies with robust online reviews and ratings are able to add financial benefit to the brand position. Apple, Samsung, and Google are already able to gain popularity among UK-based customers based on the high level of positive online reviews. Online reviews act as an organic form of advertising that is able to attract a loyal base of customers towards the brand activity. Engaging in online reviews also limits the need to use extensive advertising campaigns, and ensures the smartphone brands allocate resources more effectively to other activities. The below figure also reflects that 47% of UK customers always read online reviews before making any purchasing decisions (Choi and Leon, 2020). Online reviews help in seeking the gap between online purchasing methods and purchasing decisions that generate long-term financial benefits to the overall market position of smartphone companies in the UK. 
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Figure 8: Frequency of reading online reviews 
(Source: Zhang et al. 2020)
4.4 Negative online review directly alter the financial outcome of the smartphone business 
The research has helped in understanding that online reviews are able to add value to the brand's position but there are also issues associated with the implementation of online reviews within the business function. The most important drawback of online reviews is that they can affect the brand's reputation. Quality and reliability analysis of online reviews can be challenging as not all reviews are authentic in nature or honest or relevant in nature. Often the reviews can be fake, biased, or manipulated by competitors, bots, or incentives that can directly impact the market position of a brand. Getting a high rate of negative reviews can prevent smartphone companies from getting the involvement of potential customers which ultimately leads to financial loss. Due to the high rate of competition in the UK smartphone market, it is challenging for the brands to manage the balance between the positive and negative review generation limit. According to the opinion of Zhang et al. (2020), negative reviews can encourage potential customers to run away immediately from the brand activity. On the other hand, it also gives the opportunity to customers to compare the reviews on the online platform ranging from price to brands and paint the brand reputation in a poor light. Smartphone companies that are not able to manage the involvement of positive online reviews are also witnessing financial loss. 94% of the customers avoid engaging brands that gain negative brand reviews. Leaving negative comments after gaining dissatisfied service from the brand causes a significant drop in the overall revenue generation limit (Sharma, 2021). The previous research also revealed that negative reviews also cause low rank in the search engine that also lowers the visibility of smartphone companies to the customers. The intensifying competition rate in the UK smartphone market made it essential for mobile brands to manage the high rank in the search engine, hence losing the rank in the SEO is able to impact the overall success of the company (Chopra et al. 2021). Data overload and complexity are another challenge that increases the overall function of smartphone companies in the UK market. The sheer volume and variety of the data made it challenging for smartphone companies to manage the analysis of data that are collected from different platforms and channels. The rising necessity of interpreting the data effectively will enable smartphone companies to gain insight into the latest market trends and allow the companies to take effective measures to improve their position in the UK market.
4.5 Quick response online reviews help in developing positive perception about the smartphone brands
To manage the enhancement in the rate of positive reviews, smartphone companies need to engage specific strategies so that they can inspire customers to form associations with the brand activities. The rising complexity of marketing initiatives has made it necessary for smartphone companies to include proper approaches so that the rate of online reviews can be increased. To avoid the impact of negative reviews on the smartphone companies' performance, it is important for the companies to immediately respond to the reaction of the customers. If businesses avoid responding to negative opinions, then they fail to manage the flow of customers within the business function (Ali Taha et al. 2021). Starting to respect the views of customers and provide solutions based on the nature of the problem will help in managing the customer association. On the other hand, if possible, organizations can also start to discuss the problems with the customer via private channels such as email and phones which can help in mitigating the customer's issues and ensure the further escalation of the business. It is also necessary for smartphone companies to empower the customer service team to ensure the delivery of satisfied service to the targeted customers. The customer service team is the first point of contact and is responsible for giving direct service to the targeted customers. Engaging in proper training programs to improve the skills of the employers will help avoid the risk of developing friction with the customers. On the other hand, the introduction of advanced tools such as AI technology will also help smartphone companies manage the complicated complaints of customers and develop strategies based on the analysis of complex data. Promoting positive reviews will help motivate customers to form connections with smartphone brands that directly impact the overall sales rate of companies (Sharma, 2021). Smartphone companies can request reviews from customers after completing a successful transaction and ask them to share their honest reviews by providing them with clear instructions and links to simplify the process of review generation. Incentivize the reviews by giving customers an opportunity to get access to discounts and loyalty points so that they can feel encouraged to leave their reviews. The use of different social media platforms can also act as a powerful tool that can help in managing the market position of smartphone brands. Different social media platforms give opportunities to directly exchange opinions with each other and respond to the positive and negative reviews of the customers so that value can be added to the customer's position (El-Said, 2020). Social media platforms also manage transparency and provide timely updates to customers to manage the significant influx of negative reviews. Depending on the market position of the smartphone companies, they need to engage relevant strategies to promote positive reviews and avoid the risk of negative reviews.
[bookmark: _Toc179756768]Discussion 
From the research findings, it has been clearly understood that the role of online reviews in the smartphone business is undeniable. Emerging proper online review marketing strategy within smartphone companies enables them to improve their market position and add value to the business outcome. It has become clear that a proper online review strategy enhances the financial value of smartphone companies. Petcharat and Leelasantitham (2021) reflect that the implementation of an online marketing strategy is able to boost the sales rate and add profit value to the market position of smartphone companies. It is revealed by the Harvard business study that each star in the review can help in increasing the revenue by 9% which underscores the financial significance of the online reviews. On the other hand, the research also suggested that 97% of customers consider that online reviews are able to generate a significant impact on their overall purchasing decision. Managing the quality of the reviews will help in influencing the purchasing decisions of the customers. The strong reputation of the smartphone brands can be characterized by the positive reviews and the high ratings of the products help in attracting customers to the brand activity (Mofokeng, 2021). However, an abundance of negative reviews can affect the engagement level of potential customers to the brand activity. In addition to that, it also lowered the overall sales rate of the business and diminished the overall ROI level. In addition to that, the cost-effective nature of online reviews is also able to improve the financial benefit to the overall smartphone companies and also ensure the development of good repetition of the brands. Incorporating the online review marketing strategy gives opportunities for the brands to develop a form of organic campaign and through positive word of mouth; smartphone companies are able to attract the attention of customers. The research already shows that Apple, Samsung, and Google are able to enjoy a high rate of market share by achieving positive online reviews about their products in the UK market. Good word of mouth improves the overall product ratings and enables the companies to allocate resources based on the business need (Veybitha et al. 2021). On the other hand, poor online reviews increase the necessity to increase the investment level within the online marketing strategy which also creates financial burden and witnessed restricted financial growth over the years. Online reviews can generate a long term impact on the overall financial position of the business and give opportunity to smartphone brands to add financial advantage to their position. The findings of the research already suggest that strong online repetition can foster customer loyalty that leads to repeat business and ensures steadiness in the financial outcome. This also enhances the opportunity to form favorable partnerships that also expand future business possibilities. The tarnished reputation of the brand can cause declination in the customer trust and create difficulties in attracting future investment and quality partnership.
The research also highlights the different factors that need to be considered to manage the quality of online reviews. From the research of Yusuf (2021), it has been known that 75% of the customers acknowledge the positive experiences of their peers before finalizing the purchasing decision. Hence, reviewing the personal experience of customers will help in creating a positive impact on the customer purchasing decision. On the other hand, the star rating also impacts the online reputation of the brand. Customers always prefer to form associations with such products that have the highest ratings and use filters to get access to the reputed products that have high quality. 58% of the customers preferred to purchase guest star rating products to achieve the desired service. The research help in understanding that highest star-rating products also help in forming trusted relationships with the customers that can improve the brand position in the market and add competitive advantage to the smartphone companies (Kim et al. 2020). Therefore, it is important for smartphone brands to achieve high star ratings from customers to manage their relevance in the market. After assessing the importance of online reviews, brands need to implement significant strategies to increase the chance of getting positive reviews from customers and limit the rate of negative reviews. With the extensive rate of competition in the smartphone market in the UK, it is important for businesses to manage unfavorable reviews that can efficiently improve the brand reputation. The research has helped in understanding that promoting positive reviews will give scope to smartphone companies to increase the engagement level of customers within the brand activity. The research shows that brands that are able to introduce incentivized reviews also reduce the risk of generating false or biased reviews. Encouraging the customers through the introduction of loyalty points and reward programs will help customers leave positive reviews for the products (Phillips et al. 2017). Dealing with the systematic reviews by assessing the unfavorable reviews will give scope to the smartphone companies to introduce changes in their service that help in achieving a higher rate of customer satisfaction. One such initiative is to give proper training to the employees so that they can deliver exceptional service to the customers. Regular review and updating of the products accordingly will allow the smartphone companies to gain a competitive advantage over their rivals and improve their relevance in the market. In addition to that, smartphone companies also need to work on strengthening the use of different social media platforms that develop direct relationships with their customers (Ali Taha et al. 2021). Different social media platforms allow customers to share their opinions and enable the brands to collect their opinions so that required changes can be made in the service and help in handling the crisis situation. On the other hand, promoting positive content helps in adding value to smartphone companies. Sharing success stories, customer testimonials, and positive reviews improved the brand reputation and managed the significant influx of negative reviews that addressed the reliable concerns of the market. 


[bookmark: _Toc179756769]Chapter 5: Conclusion and Recommendation
[bookmark: _Toc179756770]5.1 Conclusion 
The research is able to justify the predominant role of online reviews on the product purchasing behavior of customers in the smartphone industry of the UK. The use of the systematic review research design within the study development process has provided an opportunity to gather relevant knowledge from different articles and journals so that the relevance of online reviews on the purchasing behavior of customers can be clearly understood. The study is able to undertake the relevance of using online reviews within the marketing strategy of the smartphone industry in the UK, which is able to influence the customer's final purchasing behavior. It has been understood from the aforementioned study that the majority of customers read online reviews before finalizing their purchasing decisions. Highlighting positive online reviews to the intended customer would help affect their final purchasing decision and form a strong bond with them (Schoenmueller et al. 2020). The research also clarifies the role of influencers in influencing the overall purchasing decisions of customers in the UK smartphone industry. However, it is important for organizations to manage efficiency in customer service as gaining high amounts of negative reviews distances customers from brand activity. Online reviews act as the social proof that helps in validating the quality of the products, therefore, it is important for smartphone manufacturing companies in the UK to manage the balance between positive and negative reviews and address the queries of the customers that help in managing the involvement of new customers. Involvement of the secondary data collection process within the research development process has helped in collecting data from different articles and journals that shed light on the factors that are associated with the customer purchasing decision process. Apart from managing the balance between positive and negative reviews, smartphone companies also face challenges in eradicating the false and biased opinions that are often organized by competitors. Posting manipulative and fake reviews is able to directly impact the brand reputation and create hurdles for smartphone companies to achieve the desired involvement of customers (Wijekoon and Sabri, 2021). One of the major drawbacks of online reviews is that it is able to impact the business reputation which automatically lowers the customer engagement level. A low level of customer engagement leads to financial loss that also lowers the competitive advantages of smartphone companies. In this highly competitive market, it is important for smartphone companies to select the most competent social media platforms that help in forming strong relationships with the targeted customers. Depending on the nature of the potential customers and product quality, it is important to develop an adjacent marketing strategy so that it can help in forming strong relationships with the customers. Developing an effective marketing strategy will allow smartphone brands to manage the popularity of the brands (Ventre and Kolbe, 2020). It is important for smartphone brands to enhance the rate of positive reviews by engaging specific strategies within marketing action so that it can inspire the customers to form strong connections with the customers. Smartphone companies can engage in effective customer service strategies that allow companies to address the queries of customers and make them understand the value of the products so that they can feel encouraged to form an association with the company. On the other hand, engaging advanced tools such as AI and machine learning tools will help in managing the complex demand of the customers and form strategies depending on the analysis of the vast amount of data. Managing transparency within the communication strategy will allow the customers to manage the influx of negative reviews and provide timely updates to the customers. Managing relevance in online reviews will allow smartphone companies to add value to customer positions and manage the market position of smartphone brands.
[bookmark: _Toc179756771]5.2 Recommendation 
Monitoring the customer feedback 
To manage the flow of negative online reviews, smartphone companies need to monitor customer feedback and assess the online review trends that will allow organizations to address the pain points of customers (Tran, 2020). On the other hand, collecting customer-related data will allow smartphone organizations to recognize the trends in purchasing behavior that give assistance to organizations to refine the business operation and give service based on the customer preference. Assessing both positive and negative reviews will allow the smartphone companies to take proper actions that give opportunity to manage the issues before they escalate.
Give quick response 
Responding quickly and empathetically to each of the responses will allow the smartphone companies to acknowledge the customer's concern with understanding. Crafting thoughtful and personalized responses will help in demonstrating the commitment of business and resolve the issues that would add value to the customer position. It is also important to show empathy to the customers and help in overcoming any type of inconvenience and dissatisfaction by assuring them by taking positive action to manage the development of proper business (Chetioui et al. 2021). Smartphone companies can also consider the inclusion of proper training methods for their employees so that they are able to generate effective service for incoming customers by managing all types of queries.
Managing transparency in the communication 
Focusing on managing transparency in the communication process will allow the companies to manage productive relationships between customers and brands. Setting proper communication techniques will help in setting a proper understanding of the customer demands and forming positive relationships with the potential customer base (Tata et al. 2020). Implementation of the positive communication strategy will allow the customers to share positive reviews about the products which help in setting proper relationships with the potential customers. Setting an effective communication strategy will allow the business to manage a strong brand reputation by working on the negative reviews. The strong communication process will allow the business to understand the underlying pattern in the customer review and introduce proactive strategies that will ensure the smoothing of the business operation which will help in achieving a high level of customer satisfaction. 
Offer professional solution  
Improving the ability to take professional solutions will help in achieving a high level of customer satisfaction. Taking proactive steps helps in addressing the customer's complaints and offers variable solutions to rectify the business situation. To manage the situation, companies can offer refunds to the customers along with providing a replacement for the products which helps in reflecting the willingness that can contribute to gaining the trust of customers (Ahmad and Zhang, 2020). However, it is also important to manage a professional and positive attitude in the tone that helps in refraining from engaging in arguments or defensive behavior.
[bookmark: _Toc179756772]5.3 Linking with objective 
Objective 1: To evaluate the importance of online reviews on the purchasing decisions of UK-based customers.
This objective is partially achieved by finding 2 that help in developing an understanding of the importance of online reviews on the purchasing decision of UK-based customers. Understanding the importance of online reviews will allow smartphone companies to involve effective strategies that help in delivering adequate service to incoming customers (El-Said, 2020).
Objective 2: To identify the factors those are involved with the online reviews and make them believable.
This objective is achieved by finding 1 that helps in understanding the factors that are involved with online reviews and makes them believable. Gaining an understanding of the factors that can add benefit to the customer's position will help in increasing the involvement of targeted customers (Ventre and Kolbe, 2020). Identifying the top-rated mobile brands will allow the customers to form a positive engagement with the UK-based smartphone manufacturing organizations.
Objective 3: To highlight the issues with online customer reviews.
This objective is achieved by finding 3 that help in identifying the main issues that are associated with online customer reviews. Based on the nature of the issues with online customer reviews, engaging relevant strategies will allow smartphone companies to increase the customer engagement rate.
[bookmark: _Toc179756773]5.4 Future scope 
Future research can further evaluate the impact of online reviews on the purchasing habits of customers in other industries. This research mainly evaluates the role of online reviews on customer purchasing habits in the smartphone industry. However, all these factors are not relevant for other industries and the outcome of the research cannot be generalized for other industries. On the other hand, the research only focuses on assessing the online reviews on the purchasing habits of the customers but identifying the other factors that need to be understood in future research to improve the customer engagement rate with the organizational function (El-Said, 2020). In addition to that, understand the role of demographic factors, gender factors, and social media factors that are also able to influence the purchasing intention of customers.
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