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The Role of Social Media Reviews in Shaping Online Purchase Decisions in UK: A Secondary Data Analysis

1. Introduction
The growth of digital technologies has significantly transformed consumer purchasing behaviour, particularly in developed markets such as the United Kingdom. The expansion of e-commerce platforms and social media networks has enabled consumers to access product information, ratings and reviews before making purchasing decisions. In the UK, online shopping has become a common activity due to widespread internet access and the increasing use of digital platforms for retail transactions. Official statistics indicate that online retail represents a substantial share of total retail sales in the United Kingdom, highlighting the importance of digital commerce in shaping modern consumer behaviour (Office for National Statistics, 2025). Social media platforms such as Instagram, Facebook and YouTube allow consumers to share experiences, opinions and product evaluations. This information, commonly referred to as user-generated content (UGC), has become an important source of information in digital marketplaces. Because UGC reflects personal experiences rather than company-controlled messages, it is often perceived as more credible than traditional advertising (Li et al., 2022). Consequently, social media reviews and electronic word-of-mouth (eWOM) play an important role in influencing consumer perceptions and purchase intentions. Previous research indicates that online reviews affect consumer evaluation of products by providing information about quality, reliability and user experience. Factors such as review credibility and information quality also influence purchase decisions (Sinambela et al., 2025). Studies further show that online reviews significantly shape consumer trust and purchase intentions in digital markets, including the UK (Chatterjee et al., 2022). Therefore, this study examines how social media reviews influence online purchase decisions among UK consumers using secondary data and thematic analysis.
2. Research Aim and Objectives
Research Aim
To examine the role of social media reviews in shaping online purchase decisions among consumers in UK using secondary data thematic analysis.
Research Objectives
1. To identify key themes in social media reviews influencing purchase decisions
2. To analyse how consumers interpret and respond to online reviews
3. To examine the role of trust, credibility and review content in influencing purchase intention
4. To explore the implications of social media reviews for businesses and marketers in UK
3. Research Question
How do social media reviews influence online purchase decisions in United Kingdom?
4. Literature Background
Consumer decision-making has evolved with the rapid growth of social media and digital retail platforms. Traditional consumer decision-making models emphasise stages such as information search and evaluation before a purchase is made. In digital environments, these stages increasingly rely on online sources of information, particularly reviews shared by other consumers on social media and e-commerce platforms. Social media reviews provide experiential insights that help consumers evaluate product quality, reduce uncertainty and support purchase decisions. As a result, online reviews have become an important source of information during the consumer decision-making process (Chatterjee et al., 2022). Electronic word-of-mouth (eWOM) plays a significant role in shaping consumer perceptions and attitudes towards products and brands. Research suggests that positive online reviews can strengthen consumer trust and increase the likelihood of purchase, while negative reviews may discourage purchasing behaviour by increasing perceived risk. In addition, characteristics such as review credibility, information quality and reviewer expertise influence how consumers interpret and respond to review content (Sinambela et al., 2025). Studies conducted in the UK also indicate that social media interactions and digital recommendations significantly influence consumer buying behaviour and purchase intentions (AlShawabkeh et al., 2021). Although previous research confirms the importance of online reviews and eWOM in influencing consumer behaviour, much of the existing literature relies primarily on quantitative survey methods. Consequently, there remains limited qualitative research exploring how review content shapes consumer perceptions and decision-making processes. This study addresses this gap by applying NVivo-supported thematic analysis to examine patterns within social media review content and existing research.
5. Research Methodology
5.1 Research Philosophy
This study adopts an interpretivist research philosophy to explore the role of social media reviews in shaping online purchase decisions in UK. Interpretivism focuses on understanding human experiences, perceptions and meanings, making it suitable for examining how consumers interpret and respond to online reviews. Since social media reviews influence consumer decisions through subjective interpretation rather than objective measurement alone, interpretivism allows the researcher to analyse consumer opinions, attitudes and behavioural influences reflected in review content (Lenggu and Ariadi, 2023). This philosophical approach supports qualitative analysis and enables deeper understanding of how trust, credibility and review experiences influence purchasing behaviour.
5.2 Research Approach
This research uses an inductive approach, which involves developing insights and themes from the data rather than testing predetermined hypotheses. The inductive approach is appropriate because the study aims to explore patterns, meanings and themes emerging from social media reviews and existing literature. Instead of focusing on numerical relationships, the research seeks to understand how consumers perceive and react to online reviews (Simanjuntak, 2024). This approach allows flexibility in analysing qualitative data and helps generate meaningful conclusions based on emerging thematic patterns.
5.3 Research Strategy
The research follows a qualitative research strategy using secondary data analysis. Secondary research involves analysing data that has already been collected and published by other researchers, organisations and online platforms. This strategy is appropriate because social media reviews and existing academic literature provide rich qualitative information about consumer behaviour and purchase decisions. Using secondary data allows access to a wide range of consumer experiences without the need for primary data collection (Fàbregues, 2024). This approach also ensures efficient use of time and resources while maintaining research quality.
5.4 Data Collection Method
The study uses secondary qualitative data collected from published academic journal articles, online consumer review platforms and industry reports related to social media reviews and online purchasing behaviour in UK. Academic articles will be collected from databases such as Google Scholar, ScienceDirect and ResearchGate. Online review content from social media platforms and review websites will also be examined where appropriate. The inclusion criteria include studies related to social media reviews, online purchase decisions and the UK consumer context, published in English within the last ten years. Studies unrelated to consumer behaviour or social media reviews will be excluded to ensure relevance and quality of data (Fleischer and Khalil,  2024).
5.5 Data Analysis Method
The collected secondary data will be analysed using thematic analysis supported by NVivo software. Thematic analysis is a qualitative method used to identify, analyse and interpret patterns or themes within data. NVivo software will assist in organising, coding and managing the data systematically. The analysis process will involve several steps, including data familiarisation, creation of initial codes, grouping codes into themes, reviewing and refining themes and interpreting the findings. NVivo helps improve accuracy and efficiency by allowing structured coding and easy retrieval of data segments (Braun and Clarke, 2024). This method enables the researcher to identify key factors such as trust, credibility, positive and negative reviews and their influence on consumer purchase decisions.
5.6 Ethical Considerations
This research uses secondary data obtained from publicly available academic sources and online platforms, and therefore does not involve direct interaction with human participants. However, ethical standards will be strictly followed throughout the research process. All sources will be properly cited to avoid plagiarism and ensure academic integrity. Confidential or private data will not be used. The research will comply with university ethical guidelines and maintain transparency and honesty in reporting findings.
6. Expected Outcomes
This study is expected to identify and develop key themes explaining how social media reviews influence online purchase decisions among consumers in UK. Through thematic analysis using NVivo, the research will likely reveal that factors such as review credibility, review sentiment and perceived authenticity play a significant role in shaping consumer trust and purchase intention. Positive reviews are expected to increase consumer confidence and encourage purchase decisions, while negative reviews may create hesitation or discourage consumers from buying products (Abuzar, 2025). The study may also highlight the importance of reviewer characteristics, including perceived expertise and personal experience, in influencing how consumers interpret reviews. Furthermore, the analysis is expected to show that social media platforms act as important information sources during the consumer decision-making process, particularly in reducing uncertainty and perceived risk. Overall, the research will provide a deeper understanding of how review content and consumer perception interact to influence online purchasing behaviour in the UK digital marketplace.
7. Significance of the Study
This study holds both academic and practical significance. From an academic perspective, the research contributes to existing literature by providing qualitative insights into the role of social media reviews in consumer decision-making using secondary data and thematic analysis. While many previous studies have focused on quantitative approaches, this study offers a deeper interpretive understanding of consumer perceptions and behaviour. The use of NVivo software also strengthens methodological rigour by ensuring systematic and transparent data analysis. From a practical perspective, the study provides valuable insights for businesses, marketers and e-commerce companies operating in UK. Understanding how consumers interpret and respond to social media reviews can help organisations develop more effective digital marketing strategies, improve customer engagement and enhance brand trust. Businesses can also use these insights to manage online reviews more effectively and improve customer satisfaction. Additionally, the findings may assist policymakers and digital platform managers in understanding the impact of online reviews on consumer behaviour. Overall, the study contributes to improving both academic knowledge and business practice in the context of digital consumer behaviour.

8. Timeline
	Activity
	Timeline

	Literature review
	Month 1–2

	Data collection
	Month 3

	NVivo analysis
	Month 4

	Findings
	Month 5

	Discussion
	Month 6

	Final submission
	Month 6
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Figure 1: Ghantt chart time line for Dissertation

This research will examine the role of social media reviews in influencing online purchase decisions in UK using secondary data and NVivo-based thematic analysis. The study will provide valuable academic and practical insights into consumer behaviour and digital marketing.
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