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[bookmark: _wxam515d395z][bookmark: _Toc224129485]1. Introduction 
Digital commerce is growing rapidly in the United Kingdom in every sector, which supports the expansion of online shopping and social media marketing. In particular, retail organisations are using digital channels extensively to promote their products, recommend relevant items, and engage consumers (Nagy et al. 2024). Among retail sectors, the consumer electronics industry is among the most competitive, with frequent sales of smartphones, laptops, and other digital devices through e-commerce platforms. While shopping online, customers mostly rely on user-generated content (UGC) for making purchasing decisions. UGC refers to user-generated content, such as reviews, ratings, and feedback, about products used by consumers (Naeem and Okafor 2019). Recently, it has been seen that micro-reviews such as short comments, star ratings, and quick feedback are becoming very influential on e-commerce platforms such as Amazon, Reddit, YouTube, and other social media where consumers share their experiences regarding the products (Rachmiani, Oktadinna and Fauzan 2024).  Digital platforms and companies often amplify these micro-reviews through algorithms, recommendation systems, and marketing strategies. As a result, some reviews become highly visible to a subset of potential buyers. This amplification often influences consumers' purchasing behaviour, changes perceptions of the brand, and builds trust. 
[bookmark: _vfv79w1z5yau][bookmark: _Toc224129486]2. Research Problem 
[bookmark: _r2f6565jnt38]Online shopping platforms provide a wealth of information about products, including descriptions, specifications, ratings, and reviews. This information can help consumers understand and make decisions, but it can also create information overload. There are various similar products with this information, so consumers rely on quick, accessible sources when evaluating any product online. Micro-reviews are a popular form of evaluation that provide concise, quick reviews to consumers (Vasconcelos and Almeida 2015). These reviews not only help check the brief comments, star ratings, and simple recommendations but also quickly indicate whether the item aligns with their requirements and preferences. However, long reviews of consumer electronics products create confusion and information overload. Limited micro-reviews of items are one of the challenges consumers often face, because the greater availability and variety of consumer electronics make it difficult to provide micro-reviews of each product online (Cao 2023). In addition, several e-commerce businesses lack awareness of the importance of amplifying micro-reviews of online products and how they can influence customers' purchasing behaviour in the UK retail industry. Therefore, the researcher needs to focus on expanding the study to amplify micro-reviews for marketers, online retailers, and digital platform designers.
[bookmark: _spx46wlkizi7][bookmark: _Toc224129487]3. Research Aim and Objectives 
The main aim of this study is to explore the impact of user-generated micro-review amplification on consumer conversion behaviour in the UK consumer electronics industry.
The research objectives of this study are:
a. To examine how digital platforms amplify micro-reviews through algorithms, rankings, and recommendation systems in the UK consumer electronics industry.
b. To explore how amplified micro-reviews influence consumer trust and purchase intention in the UK consumer electronics industry.
c. To evaluate the implications of micro-reviews amplification for consumer conversion rates in the UK’s consumer electronics market.
[bookmark: _hnmr253vd69w][bookmark: _Toc224129488]4. Research Questions 
The research questions for this study are:
a. How do digital platforms amplify micro-reviews in the UK consumer electronics industry?
b. How does amplified user-generated micro-review content influence consumer trust and perception in the UK consumer electronics industry?
c. What impact does micro review amplification have on consumer conversion behaviour in the UK consumer electronics market?
[bookmark: _f6cub2lcw5r5][bookmark: _Toc224129489]5. Research Context and Significance 
The research mainly focuses on the UK’s consumer electronics market that sells different kinds of smartphones, laptops, smart home devices, and appliances over online platforms. The UK is considered one of the leading and developed digital retailing market which has a huge number of consumers who regularly purchase consumer electronic products through online platforms (Wadud, Liang and Polkinghorne 2025).  The study has highlighted how the e-commerce industry in the UK has made it easy for consumers to access product information, compare prices, and review items before making purchasing decisions. Online platforms such as Amazon, Alibaba, and several social media channels influence consumer purchasing behaviour because it provides quick reviews and comments to consumers to evaluate the products, rather than reading long descriptions of products. The study also highlights how digital platforms frequently amplify these micro reviews through algorithms, recommendation systems or highlighted comments. This process not only makes the opinion of consumers more visible to potential buyers but also provides a reliability towards the application of products. Therefore, the study of exploring the impact of micro-reviews amplification is important for improving the academic understanding of digital consumer behaviour. It can also help businesses to develop more effective online marketing strategies with the aim of enhancing customer engagement and user satisfaction.
[bookmark: _jvt323rog6n3][bookmark: _Toc224129490]6. Literature Review Outline 
The section focuses on reviewing existing literature and theories related to user-generated content, micro-reviews, the consumer electronics industry, algorithmic amplification, consumer trust and conversion behaviour in the online shopping environment. 
User-generated Content (UGC)
UGC are any form of content that is created and shared by consumers to provide feedback on the product rather than the companies. This kind of contents are majorly focuses on providing product reviews, ratings, comments, photos, videos and social media posts to share their experiences of the products (Naeem and Okafor 2019). UGC content generally helps consumers to evaluate the products and reduce the uncertainty when making purchasing decisions. Consumers often perceive UGC contents more authentic and trustworthy in compared to advertisements because the contents were made by consumers or users rather than companies. It is believed that users share their positive and negative experiences towards the products, which could help make effective decisions.
Micro-reviews and short-form feedback
Micro-reviews are a short form of consumer feedback. These include star ratings, online comments, quick reactions and brief opinions from the consumers (Rachmiani,  Oktadinna and Fauzan 2024). These reviews are commonly found on e-commerce platforms for easy access to information about the products. Unlike the traditional descriptions of the products, micro-reviews offer short and quick insights on them to make the customer understand the importance of the item. For instance, messages such as good battery life and excellent sound quality help to understand the advantages and disadvantages of the products. The popularity of micro-reviews is increasing day by day because modern consumers prefer quick information in a busy lifestyle (Clair 2023). As a result, short-form feedback is becoming an important part of online decision-making.
[bookmark: _4ssv3om7czax]Electronic word-of-mouth
[bookmark: _ex95v5g9i9b8]Electronic word-of-mouth shares the opinions, experiences and recommendations about the products through digital platforms (Bharej 2025). Online reviews and ratings are considered very important for consumers, which has a strong influence on the mind of the consumer while making a purchasing decision. Positive electronic can increase consumer confidence and encourage consumers to make quick decisions instead of taking a lot of time in reviewing long descriptions of the products. However, negative electronic word-of-mouth may discourage consumers from buying a product or encourage them to find alternative products.
Algorithmic amplification
Algorithmic amplification is the process through which digital platforms use algorithms to highlight or promote certain types of content (Madsen and Slåtten 2025). E-commerce businesses and websites often use algorithms to review or comments at the top of the page to receive a huge visibility. For instance, platforms may highlight reviews that receive many likes and are considered helpful by other users, which also align with the preferences of the users. These recommendations and personalised content feeds are examples of algorithmic amplifications. 
Consumer conversion behaviour in the E-commerce Industry
Consumer conversion behaviour is the process by which a website visitor becomes a paying customer. In the context of e-commerce, the conversion of consumers often occurs when the consumer makes a purchasing decision after reviewing and evaluating the product (Guerguis 2023). Based on the online reviews and feedback given by the users, consumers often build trust towards the product. It influences the customer conversion rate where it convert the potential buyer to the customers on the online platforms. This conversion rate not only helps the online retailers to increase their sales and improve their marketing performance. 
[bookmark: _8q0p529xr5gm]Relationship between Consumer Trust and Purchase Intention
Consumer trust is one of the important factors of online shopping that consumers seek while examining the products online. Reviews and ratings help consumers to build trust in the brand and the durability of the product (Sung, Chung and Lee 2023). When consumers see positive feedback, they trust the brand, and it influences the decision-making process. Therefore, it shows that there is a positive relationship between consumer trust and purchasing decision because positive feedback builds trust and encourage to make purchasing decisions and vice versa. 
Conceptual Framework
In the context of the conceptual framework, it is explained how UGS micro-reviews influence consumers' behaviour in the online consumer electronics market in the UK. The components include UGC micro reviews, algorithmic amplifications, and consumer perception factors, including trust, perceived product quality, and credibility of the information. When consumers see highly visible positive reviews, they may develop stronger trust in the product and perceive it as more reliable information (Lucero et al. 2025). Those perceptions can lead to higher purchase intention, meaning consumers become more willing to buy the product. Finally, increased purchase intention can result in consumer conversion behaviour, which refers to the actual purchase decision made on an online platform (Indiani and Fahik 2020). Overall, the framework suggests that micro-review amplification indirectly influences consumer conversion behaviour through its impact on trust, perception, and purchase intention.
Research gap
Although many studies have examined reviews and electronic word-of-mouth, limited research has focused specifically on micro review amplifications. Most of the existing research mainly explored long-form reviews, overall ratings, and influencer marketing. However, the studies lack an understanding of consumer purchasing behaviour in the context of the consumer electronics industry in the UK. Further research is required to explore how amplified micro reviews influence consumer perceptions in the UK’s consumer electronics market.
[bookmark: _ta2mf1pmdhkg][bookmark: _Toc224129491]7. Research Methodology 
The section discusses the research design, approach, data collection method and analysis technique alognwith the ethical considerations and proposed timeline for the completion of the dissertation.
Research Philosophy and Approach
The study will adopt an interpretivist research philosophy because it focuses on understanding the meaning, experiences, and perceptions rather than measuring numerical or quantitative data. This philosophy is suitable because the research aims to explore the experiences and perceptions of consumers and how they respond to micro-reviews while making purchasing decisions (Gamage 2025). This study will focus more on the emotions and perceptions of the consumers instead of statistical analysis. The study will follow an inductive research approach because this approach involves developing insights and conclusions based on the analysis of the existing information and patterns found in the data. The inductive approach allows the researcher to examine different academic studies, industry reports, and digital marketing materials related to user-generated content, consumer behaviour nd micro-reviews (Avgousti 2024). By reviewing and analysing these sources, the researcher can identify common themes and patterns related to micro-review amplification and its influence on consumer conversion behaviour. This approach is suitable because the topic is relatively new and requires exploration rather than testing a specific hypothesis.
Research design and Data collection method
The research study will use a qualitative secondary research method. The study will use data and information that have already been collected and published by other researchers, organisations or institutions. Qualitative research is suitable for this study because it focuses on understanding the ideas, opinions, and patterns rather than numerical measurements (Mwita 2025). Written sources such as academic literature, industry reports, market reports, and governmental documents will be used to generate a large amount of information. The secondary data will be collected from the published research materials and case studies that have been published over the last 10 years. These sources will provide valuable insights into how consumers interact with micro-reviews and how digital platforms amplify the micro-reviews to influence consumer purchasing decisions in the UK’s consumer electronics market. 
Data analysis method
The study will use thematic analysis to analyse the collected data. Thematic analysis allow to measure and analysing the qualitative data to identify patterns and themes (Dibekulu 2020). The analysis collects relevant secondary data from credible sources and reads and reviews to find familiar content from a huge set of data. This allows to identify the important ideas and generate codes of the key themes related to micro-reviews amplifications, consumer behaviour, and algorithmic amplifications (Dibekulu 2020). The method also organises these codes into broader themes and explains how micro-review amplifications influence the consumer perceptions and purchasing decisions in the UK’s consumer electronics market. It helps to interpret the findings in relation to the research question by understanding the common patterns and relationships within the existing studies and reports. 
[bookmark: _Toc224129492]8. Ethical considerations
The study will consider all the ethical aspects while performing the research and ensure that publicly available secondary data will be used. No personal information from individual consumers will be collected and analysed for this study. All the sources used in this research will be properly cited using an appropriate academic referencing style to ensure proper credit to the original authors. It will be ensured to avoid plagiarism while writing the report, and biased information will not be used to yield the results of the study. By following these ethical guidelines, the study will maintain academic integrity and be responsible for each research practice. 
[bookmark: _9izbfvc3x5x7][bookmark: _Toc224129493]9. Proposed timeline 
The dissertation is proposed to be completed by the end of week 15-16. All the chapters that will be worked on in different weeks are outlined below.
[image: ]
Figure 1: Proposed timeline for Gantt chart (Created by author)
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