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ABSTRACT
This paper will discuss how online reviews and ratings influence customer trust in the fashion business in the United Kingdom. As e-commerce and online shopping are on the rise, more consumers are using online data on product purchase decision making and this is more evident within the fashion industry where a consumer will not have the opportunity to physically test the product to make their purchase choice. The study will examine the relevance of online reviews in customer perception, how online reviews would help in creating trust, and how the trust would impact customer purchasing intention. The research design taken is a Secondary qualitative research design based on an inductive one. Recent academic journal articles, industry reports and reliable internet resources are used as the sources of data. The method of thematic analysis is used to determine general patterns and themes concerning the electronic word-of-mouth (eWOM), review credibility, perception of risk and customer trust. The interpretivist paradigm of research helps comprehend the subjective consumer experiences and behaviour in the online environment.
The results have implied that online reviews and ratings are a major factor in the dependence of uncertainties and the establishment of trust among the consumers. Trust is highly affected by such aspects as the authenticity of the review, its consistency, detail and volume. Real and positive reviews enhance the purchase intention and confidence, and false or deceptive reviews lead to a lack of confidence and doubts. The research also discovers that customer trust is a mediating variable between online reviews and buying behaviour. This study has practical and theoretical implications to consumers as it offers an insight on consumer behaviour within the UK fashion environment. It underscores the need to control online reviews as a measure to foster trust and enhance customer interactions by businesses. Another gap that could be contributed in future research by the study is the area of review authenticity and consumer perception.
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[bookmark: _Toc228538207]CHAPTER 1: INTRODUCTION 
[bookmark: _Toc228538208]1.1 Background 
The fashion industry in the United Kingdom is one of the most powerful and the fastest developing industries in the international market. The past years have seen the industry undergo a transformation created by the fast-paced development of digital technologies, more internet availability as well as evolving consumer lifestyles. Fashion retailing has also assumed the form of online retailing where the customers have the ability to shop, compare and order various clothing products easily through online mediums (Okur and Saricam, 2025). The shift in consumer behaviour has seen major fashion brands and online retailers such as ASOS, Boohoo Group and Zalando increase their digital presence. The rise in e-commerce has not only offered fashion brands new opportunities to reach more people but also provided more competition in the online market (Rosário and Raimundo, 2021). 
Along with the benefits provided by the online retailing, the digital fashion space has a range of obstacles to consumers. Online shopping as compared to the ordinary physical stores does not give customers an opportunity to physically look at the clothing goods prior to making a purchase. The buyers are not able to touch the products and test their characteristics such as quality of fabric, the cloth texture, the correct colour or even the fit of the clothes (Lee and Choi, 2023). This non-first-hand product experience can bring about confusion and perceived risk in the process of making a purchasing decision. Consequently, consumers are increasingly relying on other sources of information which are accessible online to minimize the level of uncertainty and make a more informed decision. 
Problem Statement 
Customer-generated feedback is one of the most prominent sources of information in the online shopping platforms which is usually referred to as online reviews and ratings. These are reviews that are generally made by consumers of the items they have bought or utilised whereas ratings offer quantitative or star-based ratings of customer satisfaction (Bahtiar and Firmansyah, 2024). This user-generated content is a kind of electronic word-of-mouth communication which helps a consumer to get the views and experience of other customers prior to their purchase decision. The fashion industry also often has reviews where the quality of the product and the accuracy of its sizing delivery and policies regarding returns are mentioned as these are essential elements that can affect the level of confidence in the consumer. Online reviews and ratings are thus crucial when it comes to creating perceptions and developing trust in online fashion brands. Nevertheless, good and regular reviews may increase the level of credibility of the brand and guarantee the potential consumers of the high quality and reliability of the products (Felix and Rembulan, 2023). On the other hand, bad or unsuccessful feedback may hurt the brand image and scare away potential buyers to purchase a product. Moreover, the growing use of fraudulent or pseudo-reviews has cast doubt on the validity and authenticity of online content, and this can also impact on the manner in which consumers consider digital feedback.
As much as past research has been done on the role of online reviews in different sectors, a smaller number of studies have been done to specifically examine how consumers in the UK fashion market perceive and use online reviews in establishing brand trust. Considering the experience of the fashion products and a significant influence of trust in the online shopping setting, the relations between online reviews, customer trust, and purchase intention have become the matter of growing significance. Thus, the purpose of the research is to analyse the influence of online reviews and ratings on customer trust and purchasing behaviour on the UK fashion industry. 
[bookmark: _Toc228538209]1.2 Research Aim
This study discusses how online reviews and ratings can influence customer confidence in the UK fashion sector. The study aims to know how the consumers interpret online reviews and how it affects their trust in fashion brands and their buying behavior in an online shopping set up.
[bookmark: _ifggpdt3j47][bookmark: _Toc228538210]1.3 Research Objectives
· To explore how customers in the UK fashion industry perceive online reviews and ratings when evaluating fashion brands and products.
· To analyse the influence of online reviews and ratings on customer trust towards UK fashion brands.
· To evaluate how customer trust formed through online reviews and ratings affects consumers’ purchase intentions in the UK fashion market.
[bookmark: _l5yk6fp41rvr][bookmark: _Toc228538211]1.4 Research questions
In order to meet these goals, the study will deal with the following research questions:
1. What are the perceptions of online reviews and ratings used by the UK fashion consumers in evaluating the brands and products?
2. How do online reviews and ratings influence customer trust in UK fashion brands?
3. What is the role of customer trust formed through online reviews and ratings on purchase intentions in the UK fashion industry?
[bookmark: _Toc228538212]1.5 Significance of the Study 
The increasing popularity of online retailing has also changed the dynamics of interaction between consumers with fashion brands and their choices of purchase. Online reviews and ratings have emerged as one of the key sources of information which consumers rely on to make their judgements about the products and brands in the digital marketplace (Mariyappan et al., 2025). The significance of these reviews in influencing customer trust is thus important to both scholarly study and business decision practice. The study is important as it adds to the current literature on electronic word-of-mouth (eWOM), consumer trust and online consumer behaviour in the background of the fashion industry in the UK. Academically, the study contributes to the broadening of knowledge on the topic of online reviews and their impact on consumer trust and purchase behaviour e-commerce in the fashion industry. 
Although numerous past studies have been done on the role played by online reviews in various sectors including hospitality, electronics and services, relatively little research has been done on the UK fashion retail industry. Fashion products are experiential as the consumer cannot readily assess the aspects of fit, quality of the material and appearance prior to making the purchase. Consequently, the role of online reviews becomes especially significant when it comes to the minimization of uncertainty and perceived risk (Yadav et al., 2023). The study hence offers context-based understanding of the effects of digital feedback mechanism in consumer trust in the fashion market.
In practice, the study provides significant information to fashion retailers and online stores such as ASOS and Boohoo Group which are dependent on digital customer relations greatly. Knowing how consumers perceive reviews and ratings, the businesses will be able to create more efficient strategies of managing online reputation, motivating the customers to leave genuine reviews, and enhancing visibility of the review systems. Finally, the results could assist the fashion retailers to increase the customer confidence, brand believability and enable more people to make wise decisions within the competitive online fashion industry.
[bookmark: _Toc228538213]1.6 Brief Research Methodology 
The study follows the qualitative research design, which is premised on the secondary data analysis. The reason to apply a qualitative method is to have a better insight into the effects of online reviews and ratings on customer confidence and buying behaviour in the UK fashion industry. Qualitative design enables the researcher to infer patterns, themes and information using the available academic literature and industry materials, instead of quantifying the relationship using numerical data (Lim, 2025). The study takes the form of the inductive research method and the interpretivist research philosophy. The interpretivist approach is appropriate in the research that attempts to explain the perceptions, attitudes and behaviours of consumers in certain social and business environments. The research relies on an inductive approach which will help in identifying the key themes that come out as a result of the literature covering online reviews, customer trust and purchase intention. The method is suitable because it enables new findings and interpretations to be made out of the analysis instead of testing existing hypotheses. 
The online consumer behaviour, eWOM and fashion e-commerce study data will be gathered using secondary sources such as peer-reviewed scholarly articles in academic databases such as Google Scholar, Emerald Insight and ScienceDirect. Recent and trustworthy publications will only be chosen so that the credibility and relevance of the information that will be used in the research is guaranteed (Kakar et al., 2023). Thematic analysis is used to analyze the collected data. This technique entails recognition, coding and tabulation of recurring themes of the literature (Christou, 2022). The credibility of the reviews, the perception of risk, the establishment of trust and the intention to make a purchase is considered as key themes to get the picture of how online reviews and ratings influence customer trust in the UK fashion industry.
[bookmark: _Toc228538214]1.7 Structure of rest of project 
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Figure 1: Structure of the project
(Source: Self-developed)


[bookmark: _Toc228538215]CHAPTER 2: LITERATURE REVIEW 
[bookmark: _Toc228538216]2.1 Introduction 
This chapter reviews the existing academic literature relevant to the role of the online reviews and ratings to influence customer trust within the United Kingdom fashion industry. With the growth of e-commerce, customers increasingly rely on digital information resources to make any purchasing decisions. Online reviews, as a form of the electronic word-of-mouth (eWOM) have now become an important factor that shapes the perceptions of the customers, minimizing uncertainty and building the level of trust. This chapter determines important research areas such as eWOM and its characteristics as well as its impacts on consumer behaviour. The review targets to develop a theoretical foundation in terms of understanding the way that online reviews influence trust and purchasing intentions in online fashion retail.
[bookmark: _Toc228538217]2.2 Research Areas 
[bookmark: _Toc228538218]2.2.1 Online Reviews and Ratings (Electronic Word-of-Mouth – eWOM) 
Electronic word-of-mouth (eWOM) is any positive or negative comments made by a potential, current or former consumer to a product or company which are relayed to the broader population by way of the internet. EWOM has a broad reach, can spread out quickly and be accessible over a long period of time, which, compared to traditional word-of-mouth communication makes it a strong influence on consumer behaviour. In online retail, especially in the fashion market, eWOM is mostly manifested in the form of online reviews and ratings that are shared on e-commerce websites and social media. Online reviews are usually qualitative data related to the customer experience, such as product quality, size accuracy, delivery performance and overall satisfaction (Yu et al., 2023). Conversely, ratings provide quantitative ratings, typically displayed in a star system or a numerical rating, to enable consumers to make snap judgements about a product. Although these mechanisms help in improving the efficiency of decision making, their effects are not deciphered evenly. As an example, despite the perception that reviews are more informative because they are more detailed, they can be subjective and can introduce inconsistencies or prejudices amongst users. Ratings, in a similar manner, offer simplified summaries though may oversimplify complex product attributes, as well as can mislead consumers when not supplemented by detailed feedback. This difference emphasizes a crucial tension in the eWOM literature such as it is assumed that reviews and ratings facilitate informed decision-making and their reliability and interpretability are still a controversial topic. For the fashion industry the tactile assessment does not apply and it is strongly dependent on such digital signals by consumers. But it is still unclear to what extent these cues can be successfully utilized to entirely replace the real-life experience and to create a setting that warrants customer trust and loyalty.
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Figure 2.2.1.1: Electronic Word-of-Mouth for Online Retailers
(Source: Yeo et al. 2022)
Previous studies have highlighted that eWOM massively reduces the perceived risk that are associated with online purchases. Since the customers cannot physically determine fashion products before buying, they depend hugely on the experiences shared by other users. As per the existing literature, reviews which are detailed, recent, and perceived as authentic tend to have a better influence on customers decision-making (Yeo et al. 2022). Positive reviews always improve the brand credibility and also foster trust, while the negative reviews can deter major buyers thus may also gain perceived transparency in case they are handled effectively through companies. In addition, the overall credibility of eWOM plays an important role in determining its overall effectiveness. In this context, factors including the reviewer expertise, consistency of feedback, and the presence of verified purchase labels influence the way customers interpret reviews. The increasing prevalence of manipulated or fake reviews has gained concerns relevant to the reliability of online insights. This has led to the development of the latest algorithms as well as modernization systems through e-commerce platforms in order to ensure the authenticity of user-based content. As per the words of Zhang (2022), in the United Kingdom industry, various platforms including ASOS and Boohoo hugely depend on the consumer reviews as part of their digital strategy. 
These portals allow users to provide feedback that can inform other consumers as well as help companies to enhance their product and services. It has been suggested by research that implementing review systems on online platforms will increase user interaction and result in long-term customer relationships (Khitous et al., 2022) although often such findings are based on self-reported data that can potentially exaggerate their actual impact. Moreover, eWOM is largely linked to customer trust, intention to buy, and brand loyalty. Although peer-generated content is usually presumed to be more credible than traditional advertising is, with biased or manipulated reviews becoming a more frequent occurrence, such an assumption is now being questioned. Therefore, the association between reviews, trust, and purchase intention is not as simple as commonly presented. The analysis of eWOM in the sphere of the UK fashion industry is thus vital to know not just under which circumstances it can undermine customer trust but also the reverse.
[bookmark: _Toc228538219]2.2.2 Consumer Perception of Online Reviews in Fashion E-commerce 
The impact of customer perception on online reviews is significant in facilitating decision-making processes in the e-commerce sector of the fashion industry (Edrees, 2025). When in an online context, where physical access to the product is not feasible, customers are left to use digital signals in evaluating product quality, fit and value of the product. The use of online reviews as a substitute to their direct experience allows consumers to develop perceptions based on the perceptions of others. But this reliance can introduce bias, as the perception of one consumer is based on the perception of another consumer. The factors that affect these perceptions include content, credibility, tone, and details of reviews. The perceived usefulness of reviews is one of them where detailed and specific information on product attributes such as quality of fabrics, accuracy of sizing, consistency of colour and long-lasting qualities are often viewed as more credible. The usefulness of such reviews however, depends on their perceived authenticity and relevance. Chrimes et al. (2025) report that consumers in the fashion industry are inclined to follow the reviews that contain personal experiences, pictures or comparisons though such may still be based on personal preferences and not on objective judgment. Although the specific feedback can lead to the reduction in level of uncertainty and the rise in confidence, in most cases, vague or excessively general reviews are viewed as less influential and may not exert a significant impact on the consumer behaviour.
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Figure 2.2.2.1: The Effects of Online Shopping Context Cues on Consumers
(Source: Chrimes et al. 2025)
Review valence is another major element that influences consumer perception that is whether the review is positive or negative. Although most positive reviews tend to enhance the favourable perceptions and purchase probability, the presence of a few negative reviews may lead to enhanced credibility by signalling authenticity. A feedback-balanced mix of feedback is often seen as more credible than the uniformly positive ratings, which may be perceived as biased or manipulated. The effect of valence is, however, not so direct, since too much negativity can indeed discourage purchases. Moreover, the credibility of the review is based on the factors of verified purchase status, expertise of the reviewer, and consistency, with visual review (pictures or videos) further enhancing the perceptions of credibility (Zhang et al., 2026).
Along with that, the recency and volume of reviews massively impact the customer perception. In addition, a large number of reviews may signal the product's reliability and popularity, while the current reviews show that the insights are up-to-date and relevant. Customers sometimes prefer products with a huge volume of current feedback as this recommends continuous performance and ongoing consumer satisfaction. On the other hand, limited or outdated reviews can create some uncertainty and also minimizes the trust in the product. Perceived risk is another important factor that influences the way customers adopt online reviews. According to Magano et al. (2024), in fashion e-commerce, risk related to improper sizing, poor quality or unsatisfactory returns policies are some general concerns. In addition, online reviews help to mitigate and manage these risks through delivering information into other customers' experience, therefore influencing perceived value and trust. When the reviews link with the customer's expectations, they reinforce positive perceptions, therefore improper reviews can lead to some confusion and hesitation. 
[bookmark: _Toc228538220]2.2.3 Customer Trust in Online Retail and Fashion Brands 
One of the crucial factors in online retail is customer trust, especially in the fashion industry where the perceived risk is high (Sutinen et al., 2022). Trust may be thought of as the willingness of customers to count on a platform or brand basing on expectations that products and services will be supplied as expected. The concept of trust becomes a key factor defining consumer behaviour in online contexts, both in terms of buying behaviours and long-term relationships. Nevertheless, the establishment of trust occurs not in a vacuum, with a number of interdependent factors driving the development of trust. Alabi (2024) explains that quality of products, brand reputation, customer service, and user-generated content like reviews and ratings determine how much trust a consumer places in fashion e-commerce, but varying levels of importance can be found across consumers. As customers are unable to physically judge clothing prior to purchasing it, they turn to external information to minimize uncertainty, but such reliance can also subject them to biased or unreliable information. Thus, trust is not merely a psychological phenomenon but also a process of risk-reduction that, however, varies in its effectiveness based on how much perceived credibility there is in the information that is available.
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Figure 2.2.3.1: Customers' Online Interaction Experiences with Fashion Brands
(Source: Hamizar et al. 2026)
One of the most important drivers of customer trust is the transparency and credibility of insights provided by the retailer. Clear product demonstration, accurate images, transparent pricing, and well-defined return policies always contribute massively to developing trust. Therefore, in most of the cases, customers place better trust in the peer-based content than in brand-controlled insights. Therefore, online reviews act as a bridge between the customer and the brand that allows to establish reliability and authenticity. In addition, positive reviews might also reinforce trust through validating the quality as well as performance of products, while negative reviews, in case managed properly may describe honesty as well as responsiveness on the brand part. Brand reputation also plays an important role in the trust formation and established fashion retailers with a strong market presence are mostly perceived as more effective as compared to lesser-known brands (Hamizar et al. 2026). Companies including the ASOS and Boohoo have built trust through the continuous service delivery, efficient logistics, and active engagement with customer feedback. 
When brands can demonstrate accountability by responding to customer complaints, addressing negative feedback, and never ceasing to improve the offerings, the brands can build trust. But ineffective or slow responses can actually destroy trust. Privacy and security are another significant factor of trust in online retail as customers need to be assured that their financial and personal information will not be compromised during transactions. Secure payment systems, data protection measures, and transparent privacy policies contribute to building confidence (Morić et al., 2024), although increasing concerns over data breaches may weaken this trust. The regulatory and legislative frameworks of laws that regulate the protection of consumer data, including laws on data protection, play a major role in promoting trust by guaranteeing moral treatment of consumer information. Moreover, consistency in experience of consumers, such as reliable delivery, fulfillment of orders, and hassle-free returns are closely linked to trust in fashion e-commerce, but failure at any of these areas can easily lead to loss of trust despite the positive online perception.
[bookmark: _Toc228538221]2.2.4 Impact of Online Reviews on Customer Trust
Hilal and Astuti, (2022) understand the audit of the UK fashion industry through social media that the brands apply the social media as both a platform of marketing and as an online shop. This is the reason why the online reviews that are present in the social networking sites, are of great significance and have been known to impact the confidence of the consumers. Moreover, online reviews are important in the digital fashion industry where the customers cannot physically inspect the products prior to making purchases. Credibility of reviews is considered to be one of the primary influencing factors of trust. Customers are inclined to believe the reviews that seem to be authentic, vivid, and objective. The reviews containing definite data regarding the quality of products, their size, fitting, cloth and delivery experience are viewed as more useful and credible. On the other hand, reviews that are indirect or too promotional can cast some uncertainty on their authenticity. Thus, the integrity and openness of reviews is one of the key determinants of consumer trust towards a brand within the UK fashion industry. 
As per the study of Purwantoro et al., (2023), the availability of the online reviews and ratings help consumers to get detailed information about a product. The buying interest of the consumers are enhanced when they come across positive reviews about the fashion products. Moreover, the chances of repeat purchases also get increased due to the prevalence of positive online reviews. The volume and the consistency of the reviews is yet another important factor. Many reviews can be interpreted as an indicator that a product is popular and used by many users, and this can promote consumer trust. The reviewing of similar opinions given by different customers enhances the sense of trustworthiness. Inconsistent or contradictory reviews may confuse and lead to a loss of trust because consumers will be unsure of the quality of the products and thus the purchasing decisions will be negatively impacted.
According to Mallik et al., (2025), most consumers rely on the reviews given by the previous buyers rather than the expert opinions such as that of influencers. With the growth of the online fashion industry, reviews and ratings play a major role to impact the consumers buying intentions. Besides this, there has been a tremendous problem of counterfeit or deceptive reviews in internet shopping. Consumers tend to lose much of their trust within the product and the platform when their suspicions are that reviews are not authentic or rather are fake. Reviews help customers to comprehend about the fit, comfort, and looks where these attributes are not entirely visible on the internet. Thus, online reviews not only have an informative purpose but also serve as a kind of replacement of physical experience and hence be a decisive aspect of the customer trust development.
[bookmark: _Toc228538222]2.2.5 Customer Trust and Purchase Intention in Online Fashion Market 
The ever-increasing use of smartphones and social media has elevated dependence on user-generated content, specifically electronic word-of-mouth (eWOM). The reviews of the current consumers have a crucial role in determining the success of the fashion brands in the UK by influencing trust and purchase intention. But the degree of this impact is not always the same with consumers potentially placing different interpretations on the reviews depending on their perceived credibility. Trust has been the major determinant in purchase intention, because it influences the perception of brand reliability, security in transactions, and performance of the product. The presence of trust will make consumers more eager to participate in the online shopping of fashion products, but this is disrupted by the fact that with fashion e-commerce the consumer is unable to view the products physically, leading them to undergo a sense of uncertainty inherent to e-commerce in the fashion industry.
Al-Nsour et al. (2025) present that the social media helps in developing the products and aligning the products with the customer expectations through constant feedback. Online reviews and ratings are considered to be at the center stage of strengthening the trust-intention relationship and positive reviews tend to increase trust which consequently positively influences the purchase intentions. However, this is not always a direct relationship since trust is a mediating factor as opposed to a direct result. Even very positive reviews might not have any effect on behaviour when they are viewed as biased or fake. Moreover, web security, clear return policies and efficient delivery support are factors leading to formation of trust. On the other hand, issues of payment security, ineffective return systems or unreliable service provision can erode these trust and hate-buying behaviour.
As per the study of Wang et al., (2022), Individual differences help in determining the role of trust between consumers too. There are customers who are more risk aversions and have high levels of trust, and they need assurance before making their decisions and there are customers who may be more risk takers. Nevertheless, overall, trust is an important factor that should determine purchase intention, in various groups of consumers. Hence, purchase intention in the online fashion market is highly dependent on customer trust. It minimizes the perceived risk, boosts confidence and promotes initial and repeat purchases. On the same note, influencing consumer behaviour and long-term success requires establishing and retention of trust in a highly competitive and digital world. Furthermore, strong customer trust also encourages positive word-of-mouth and enhances brand reputation, which further influences other potential buyers. In the competitive online fashion environment, maintaining consistent trust can significantly improve customer satisfaction, loyalty, and overall business performance over time.
[bookmark: _Toc228538223]2.3 Conceptual Framework
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Figure 2.3.1: Conceptual Framework
(Source: Self-developed)
[bookmark: _Toc228538224]2.4 Literature Gap 
Instead of the growing body of literature on the electronic word-of-mouth (eWOM), customer trust, and online consumer behaviour, various gaps exist in the available literature, especially within the context of the United Kingdom fashion industry. Most of the previous studies have been focused on general e-commerce sectors including the electronics, hospitality, and services with a particular emphasis on fashion retail that has some unique characteristics including the high subjectivity, experiential evaluation, and greater perceived risk. This shows a lack of industry specific information into the way online reviews influence customer trust in fashion e-commerce. In addition, while the available studies have determined the relationship between purchase intention and online reviews, some studies have determined the key role of customer trust in this relationship. In this context, the interaction between the review credibility, consumer perception, and trust formation always remains underexplored, particularly using the qualitative approaches. In addition, the issues of fake or any manipulated reviews along with their impact on trust has not been properly addressed in terms of the UK oriented fashion platforms. Apart from that, another gap also lies in the particular or limited focus on customer perception in a culturally particular setting including the United Kingdom. 
[bookmark: _Toc228538225]2.5 Conclusion of Chapter 
This chapter has effectively reviewed the available literature on online ratings and reviews, customer perception as well as customer trust within the context of the fashion e-commerce.  It highlights the significance of electronic word-of-mouth (eWOM) in minimizing the uncertainty and also influencing the purchase decisions. In addition, the review also determines major gaps in present research, especially within the United Kingdom fashion industry. However, the entire chapter developed an effective theoretical foundation for the study that supports the need to explore the relationship between all the online reviews, trust, and consumer behaviour.


[bookmark: _Toc228538226]CHAPTER 3: Research Methodology
[bookmark: _Toc228538227]3.1 Introduction 
Research methodology is a systematically structured method, technique, and underlying assumptions that are used to gather, analyse and interpret data to solve a research problem. This paper takes a qualitative, and exploratory research approach to investigate the role of online reviews and ratings in driving customer trust in the UK fashion industry. The research approach will be tailor-made to suit the research objectives of the study, and to investigate the effect of eWOM on consumer perceptions and trust in the online retail settings. A critical and structured methodological approach is needed in business research (Rose et al., 2021), especially in dynamic areas of business research like UK fashion e-commerce where consumer behaviour is dynamic and context-specific. Since trust and perception of online reviews are both subjective, there would need to be some methodological clarity that could guarantee reliable and meaningful analysis. The design of the research is based on a secondary qualitative research design that allows creating the critical synthesis of the existing academic research and industry evidence on eWOM, customer trust and online retailing. Although secondary research is commonly linked to descriptive reviews, the present research transcends this concept and uses thematic analysis to determine what patterns, relationships, and contradictions are present across sources. The given approach will enable creating an analytical framework that will explain the influence of online reviews on customer trust. This is an appropriate approach to study conceptual relationships where primary data collection can be constrained (Cheong et al., 2023). This chapter describes the research philosophy, research design and research approach and how the secondary data of interest will be selected and analysed. A combination of these factors makes sure that the research objectives and methodology align, enhancing the capability of the study to produce meaningful knowledge about customer trust formation in UK fashion context.
[bookmark: _Toc228538228]3.2 Research Philosophies and Assumptions
Research philosophy offers a set of beliefs about the nature of reality, knowledge and the role of the researcher (Kirongo et al. 2020). Therefore, research philosophy determines the methodological decisions and the interpretation of the evidence. Philosophical positioning is highly problematic in research studies of digitally mediated consumer behavior, such as the role of online reviews and ratings in customer trust in the UK fashion sector. There are several methods present while conducting research, such as positivism, interpretivism, pragmatism, and realism. French philosopher Auguste Comte laid the foundations of positivism as a philosophical movement, which specialized in examining social phenomena (Dulal et al. 2025). 
Positivism presumes that the reality is objective, measurable and is not a matter of social actors, and it is maximised on quantification, testing of hypotheses and generalisable results. Although this method can be useful to analyse trends like review volume or rating averages, it does not capture consumer interpretation and internalisation of reviews. While conducting research in the field of UK fashion e-commerce, it does not simply have a numerical rating but depends on subtle notions of authenticity, credibility and relatability that exist between textual reviews. The fact that positivism depends on observable variables has the risk of simplifying these complexities and dismissing the processes of interpretation that consumers make out of the electronic word-of-mouth to create meaning.
Oppositely, interpretivism considers that reality is socially constructed and that there are diverse meanings that co-exist depending on personal experiences and situations. It is this philosophy that is more appropriate to discuss the way the consumers in the UK interact with online reviews, judge credibility, and form judgments of trust. Interpretivism is a product of the criticism of positivism in the subjective view. Interpretivism is more concerned with in depth variables and factors related to a context, it considers humans as different from physical phenomena as they create further depth in meanings with the assumption that human beings cannot be explored in a similar way to physical phenomena. Thus, this is necessary in the social sciences research and should not be equal to the natural sciences research (Alharahsheh et al. 2020). 
Differences included in interpretivism include cultures, circumstances and times that resulted in the development of various social realities. Interpretivism allows a closer analysis of the symbolic and experience-based aspects of eWOM, acknowledging that the same reviews can be perceived in a different way depending on the previous experiences, cultural expectations and perceived brand positioning in the fashion market. Though pragmatic and realist views provide a certain level of flexibility by integrating objective and subjective aspects (Elder-Vass et al. 2022). And they are not central to the current research, which explores meaning rather than testing cause and effect.
The choice of interpretivism is therefore related to the research purpose where the aim would be to examine the role of online reviews and ratings in influencing customer trust and not quantify their effects. This is quite consistent with a secondary type of qualitative methodology, whereby synthesis of literature and industry knowledge involves interpretative thematic analysis, narrative and conceptual relations (Thorne et al. 2025). In this perspective, the research is able to critically address the concerns of how trust is built, bargained and mediated by the UK fashion e-commerce context. The philosophical tenets on which this approach is based only contribute to its appropriateness. The ontological perspective of the study is the multiple and socially constructed reality since the customer trust is different in different individuals and circumstances. On the axiological level, the study recognises the presence of the researcher's view in the influence of the analysis, with a greater focus on reflexivity and openness in interpreting secondary data. In contrast, interpretivism will offer a coherent and rigorous philosophical grounding of this study, allowing the systematic but flexible investigation of the complex consumer perceptions. 
[bookmark: _Toc228538229]3.3 Research Design 
Research design can be described as a systematic model that outlines the general procedure of a study, and how data will be gathered, analysed and interpreted to solve the research problem. There are different kinds of research designs present, such as exploratory design, experimental design, longitudinal and cross-sectional research design, descriptive design, casual design, action research design, cohort research design and case study research design (Ansari et al. 2022). It serves as a plan that maintains consistency among research aims, methodological decisions and analysis plans. When exploring the effect of online reviews and ratings on customer trust in the UK fashion industry, a research design that is suitably justified is crucial to reflect the complexity and subjectivity in consumer decision-making.
The research design is secondary qualitative research, with an exploratory orientation. This exploratory trait of the design is especially well-grounded considering the scarcity of context-specific research on the perception of online reviews by the UK fashion consumer and the ability to translate them into trust. Although research on electronic word-of-mouth is done in more general or non-fashion settings, the mechanisms of trust-building in the context of UK fashion e-commerce has yet to be studied in depth, with the evaluation of the product not having a physical interaction to limit. An exploratory design will enable the research to explore these underdeveloped areas, and patterns, themes and conceptual relationships can be identified instead of testing a set of pre-determined hypotheses.
The design used is suitable because the main constructs under investigation are subjective. Customer trust, perceived credibility, and interpretations of online reviews cannot be easily quantified into numerical values because they are influenced by individual experiences, expectation, and factors related to the context. A qualitative design is hence able to allow a deeper analysis of the process of meaning construction based on textual reviews and the impact it has on the formation of trust. This is in line with the interpretivist philosophy that forms the basis of the study that focuses on socially constructed realities, as opposed to objective measurement (Pervin et al., 2022). The utilisation of secondary sources also contributes to this design as it enables the access to a wide variety of academic sources and industry evidence on eWOM and online retail behaviour. Nonetheless, the use of secondary sources could restrict the control of data quality and context. To counter this, the study takes an inductive, thematic approach to reveal patterns, relationships and inconsistencies across sources, and thus goes beyond description to analytical insight.
In contrast, other research designs are inappropriate when it comes to the research aim. Although quantitative design is helpful in establishing statistical correlations among variables, such as ratings and purchase behaviour, it would be unable to reflect the complexity and contextual variation of trust in online fashion retail. Similarly, the primary research technique (survey or interview) is not crucial at this point as the study aims to develop a conceptual comprehension of existing evidence, as opposed to creating new empirical information. Therefore, the selected secondary qualitative exploratory design shows a good correspondence with the interpretivist philosophy and inductive methodology of the research. It offers a logical and strict model to study the influence of online review and ratings on customer beliefs in the UK fashion sector	
[bookmark: _Toc228538230]3.4 Research Approaches 
Research approach can be defined as the rational process that binds the theoretical standpoints and empirical research to the development and interpretation of knowledge of a study. It seems to be perceived as a planned study, which aims at identifying, describing, and revising facts, events, behaviors, or theories (Khan et al., 2025). The research approach is an important consideration when studying the effects of online reviews and ratings on customer trust in online fashion industry in the UK since the phenomenon is subjective and context dependent. The research is based on an inductive research method in which the interpretations and findings are derived through pre-conceived notions. 
The deductive research method is generally related to positivist research whereby existing theories are tested by formulating hypotheses and through empirical measurement. According to Dudovskiy (2025), it entails designing a plan to test hypotheses developed on the basis of the theory. Although this method is helpful to analyse relations between variables such as the correlation between the review ratings and purchase behaviour, the approach is not as effective as it would be in terms of capturing the complexity of consumer interpretation and meaning making of online reviews. Trust as a dynamic construct does not include a fixed variable and in the case of UK fashion e-commerce, a dynamic construct is defined through perceptions in terms of authenticity, credibility and relevance. Thus, a deductive method could force a set of definite structures that could restrain the investigation of subtle consumer experiences.
Conversely, the inductive approach helps in developing theories by recognizing patterns and themes in data. This would be much more in line with the current study, which aims to discover how the customer trust is built when engaging with the eWOM, as opposed to testing current models. The inductive approach will allow recognising the recurring themes, including credibility, consistency, and experience relevance. Nevertheless, this would involve very cautious interpretation to prevent the subjective bias. Generally speaking, it corresponds with the secondary qualitative design, as it helps to provide analytical clarity as the existing literature is interpreted and compared to illustrate the intended point, instead of merely describing it.
In an inductive approach, researchers begin with a collection of observations and then they proceed to make inferences about those specific experiences to a more general collection of propositions about those experiences (Kumar et al. 2024). An inductive approach has also been chosen as it can be justified by the interpretivist philosophy on which the study is based. Interpretivism notes that social phenomena can be comprehended with the meanings that individuals attribute them and demands an open-minded and exploration-driven process of analysis. The induction helps achieve this by enabling the researcher to interact with various views critically and develop a context-based perception of the influence of online reviews on the trust in the UK fashion retail.
[bookmark: _Toc228538231]3.5 Data Collection Methods 
The data for the research is collected from secondary sources to develop meaningful insights on the role of online reviews and ratings to shape consumer trust in the UK fashion industry. Such approach is suitable since the study focuses on constructing a conceptual and interpretative insight about the effects of online reviews and ratings on customer trust in the UK fashion industry as opposed to gathering numerical and first-hand behavioural data. Secondary data enables accessibility to a broad scope of prevailing scholarly discussions, empirical evidence and industry information, which when combined presents a comprehensive foundation for analysis (Mazhar et al., 2021).  Peer-reviewed scholarly journals, articles, books, and reliable conference papers regarding electronic word-of-mouth (eWOM), consumer trust, and online fashion retail are the major sources of data for the current study. 
These sources are highly crucial since they provide valid theoretical frameworks and empirical evidence which is required for data analysis. The academic databases which are used for gathering the secondary data includes Google Scholar, Emerald Insight, ScienceDirect, and Springer. The keywords used for the search of secondary data are “online reviews”, “ratings”, “consumer trust”, “fashion industry”, “e-commerce”, “consumer perception”, and “UK retail industry”. Besides the academic literature, the paper includes industry reports and market studies by reputable organisations. These are reports by fashion retail associations, consultancy firms, and online trade sites. The value of such reports is that they present on the ground insights into the existing trends, consumer behaviour and technological trends within the fashion industry. 
The potential of secondary data includes filling the gap between theory and practice in business research (Taherdoost, 2021). The inclusion criteria in this study are that the source must be current within the last five to six years and published in English so as to make the concepts clear. The systematic review method is embraced in order to provide a high level of rigour and transparency in data selection. The search process involves the following procedures: predefined keywords, screening of titles and abstract to find the studies of interest. Articles that are selected are then critically examined so as to compare the findings, identify patterns, and examine underlying assumptions. This helps generate major themes and relationships as opposed to mere summarisation. Even though secondary collection of primary data is not involved, minimizing the constraints which are based on data quality and context, the reliance on secondary sources may pose limitations depending on data quality and context. To deal with this, sources are critically reviewed to reduce the bias and get the correct meaning, which contributes to the enhanced level of analytical strength of the research.
The researcher makes sure that all the data are interpreted in the original context. Overall, the approach of data collection is systematic, transparent, and consistent with the aims of the research (Mwita, 2022). It contributes to the establishment of a multi-faceted conceptual framework of the effect of online reviews and ratings on customer trust in the fashion business of the UK. This is in line with the secondary qualitative approach which has been already described in the research proposal.
[bookmark: _Toc228538232]3.6 Data Analysis 
The thematic analysis is well known as a versatile tool of qualitative data analysis, especially in research studies that seek to determine some patterns and meanings of qualitative data that are represented by textual data. Specifically, it is appropriate to be used in secondary qualitative research as it allows organising and interpreting existing data systematically and considering it an interpretative instrument (Cheong et al., 2023). Thematic analysis is used in this study to not only identify recurring patterns in the literature, but to also critically compare, synthesise and interpret relationships across studies. This will enable the research to go beyond a structured literature review by coming up with an analytical framework that explains how eWOM gets to affect customer trust in the UK fashion industry. The approach is consistent with the philosophy and inductive process followed since it helps in coming up with understandings based on interpretation but not just mere description, as well as highlight discrepancies, contradictions and gaps in the current research studies.
The first stage of the analysis is the familiarisation stage whereby the researcher goes through and reads the sources they have selected severally. According to Braun and Clarke (2023), this aids in comprehending the context, major arguments or main findings of each study. In doing so critical points and repeated thoughts are kept in note, on which first coding is carried out. In order to make sure that the analysis is based on the facts and not assumptions, familiarisation is necessary. The second step in the thematic data analysis method is the coding of the data. Coding can be defined as the labelling of certain areas in the text that are research oriented. 
The essential ideas that guide the creation of codes in this research includes credibility of the reviews, risks associated with perceptions, consumer trust, purchase intentions and reliability of information. These codes facilitate the arrangement of large amounts of qualitative data in small manageable and meaningful pieces. Once coded, the codes identified are then clustered into broad themes. An example is that the codes of authenticity and detailed feedback and reliability of the reviewers are grouped together under the topic of credibility of online reviews. On the same note, codes based on uncertainty, product quality issues and return policy are classified under the category of perceived risk. The other key themes are trusting formation through the eWOM and influence on the purchase intention. This subjective classification facilitates the researcher to draw some connections and trends among various studies. 
The second step is to critically analyse and narrow down on these themes to bring out consistency and relevance. The scholar draws conclusions after comparing the conclusions of various sources, to determine how different and similar the views are. The approach increases the level of analysis and guarantees that the themes reflect the data. The results which are contradictory are also believed to offer a critical and balanced interpretation. Themes are subsequently interpreted to help the research objectives on which the findings are linked. Lastly, the information of the analysed material is represented in an organized format, with clear explanations and logical links between the themes. 
This guarantees the findings are easily comprehensible and respond directly to the research questions (Naeem et al., 2024). Hence, thematic analysis is a relatively flexible and systematic method of analysing qualitative data. This way, it enables the study to develop deeper knowledge in the form of how online reviews and ratings influence customer trust in the UK fashion industry and guarantees reliability and relevance of findings to the goals of the research.
[bookmark: _Toc228538233]3.7 Ethical Considerations 
The ethical considerations play a significant role to ensure the credibility, integrity and the reliability of the research. Even though the research does not involve human participants, there are several ethical considerations which need to be followed to maintain the academic integrity and authenticity of the study. One of the most important aspects of the ethical considerations in the study is the proper use and acknowledgement of the secondary data sources (Nii Laryeafio and Ogbewe, 2023). As the study depends on the existing literature, the secondary data sources are properly cited and referenced to avoid plagiarism. It must also be noted that proper referencing helps to enhance the transparency of the study and enables the readers to verify the data sources used in this study. 
The other major aspect of ethics is that authentic studies should be selected in credible academic databases to ascertain the credibility, reliability and validity of the study (Cheong et al., 2023). All the secondary sources of data undergo a rigorous assessment according to the relevance, authenticity and methodological issues. Moreover, the studies follow institutional and academic ethical guidelines (Taquette et al., 2022). Apart from this, bias is avoided while conducting the study and the researcher does not misinterpret or modify the findings of the existing studies to meet the objectives of the current research. The ethical aspects of the research, therefore, revolve around integrity, transparency, and accountability assurance in the research process. These ethical guidelines contribute to overall credibility and academic integrity of the research.
[bookmark: _Toc228538234]3.8 Chapter Summary 
The chapter has explained the approach to the methodology that is applied to conduct research on the effect of online reviews and ratings on customer trust in the UK fashion industry. The study follows a qualitative and exploratory study design, which most suits the study to comprehend subjective consumer perceptions and behaviours within a selling online platform. With the help of structured research on secondary data, the researcher is able to access vast amounts of scholarly literature and industry overviews and create a detailed perspective of the subject matter. The interpretivist research philosophy can be applied to the research by acknowledging that the trust of the customers is not predetermined, but rather built upon the personal experiences and perception of online information. 
Based on this, an inductive method of research is applied to enable themes and patterns to arise organically out of the data as opposed to imposing them prior. This increases the rigour and elasticity of analysis. Peer-reviewed journals and industry reports are some of the sources used to gather data, which adds to its reliability and validity. Thematic analysis is used to conduct a systematic study of the major themes that include the role of review credibility, perceived risk, and the formation of trust. Hence, the selected methodology is logically and rigorously applied to meet the research objectives. It gives a solid base to the following chapter, which provides and comments on the results in detail, on the basis of the analysed data.


[bookmark: _Toc228538235]CHAPTER 4: FINDINGS / RESULTS, ANALYSIS AND DISCUSSION
[bookmark: _Toc228538236]4.1 Summary / Presentation of Findings / Results
Theme 1: Informational & Social Cues
	Sl. No. 
	Author 
	Year
	Title 
	Objectives
	Findings

	1
	Chen et al. 2022

	2022
	“The impact of online reviews on consumers’ purchasing decisions: Evidence from an eye-tracking study.”
	Explore the impact of online reviews on buying decisions through eye-tracking.

	Negative and detailed reviews are more important to consumers and have a significant impact on making a final purchase.

	2
	Wang et al. 2024

	2024
	“Online review helpfulness and information overload: the roles of text, image, and video elements.”
	Investigate the usefulness of reviews based on multimedia factors and information overload.

	Text, pictures, and videos enhance the usefulness of the reviews, but too much information overwhelms the review, decreasing the effectiveness of decisions.

	3
	Mahdikhani, 2023

	2023
	“Exploring commonly used terms from online reviews in the fashion field to predict review helpfulness.”
	Find review terms that predict usefulness of fashion reviews.
	The perceived helpfulness of online reviews is greatly predicted by specific linguistic characteristics and terms that are frequently used.

	4
	Arzaghi et al. 2023

	2023
	“Rating vs. reviews: does official rating capture what is important to customers?”
	Compare the efficiency of ratings and comprehensive reviews in reflecting the preferences of the customers.
	 Ratings are not as informative as detailed reviews as they reflect customer priorities and can impact decisions.

	5
	Ahn and Lee, 2024

	2024
	“The impact of online reviews on consumers’ purchase intentions: Examining the social influence of online reviews, group similarity, and self-construal.”
	To investigate the connections between review or social influence and purchasing intentions on purchase intention for everything. 

	Online reviews affect the consumers' decision to purchase something online, and that product purchasing intentions will be higher for those consumers who can relate or identify with reviewers or others with a shared social identity. 

	6
	Alzate et al. 2021
	2021
	“Online reviews and product sales: the role of review visibility.”
	Evaluate the impact of visibility of online reviews on product sales.

	The increased visibility of the reviews is important in terms of promoting sales of the product by raising consumer awareness and perceived credibility.

	7
	Natarajan and Periaiya, 2024

	2024
	“Revealing consumer review attitude through online review and website cues.”
	Investigate consumer attitudes towards reviews in the context of site and review cues.
	Consumer attitudes and trust toward online reviews are highly influenced by the design of websites and the review cues.

	8
	Rana et al. 2023
	2023
	“How do influencers moderate purchase motives? An application of SOR model to assess the effects of reviewers’ rating on online purchase.”
	Evaluate the moderating role of influencers on the purchase motives of review ratings.

	Influencers are important moderating variables that impact the relationship between ratings and purchase motives and enhance consumer response to reviews.

	9
	Yaacob et al., 2021

	2021
	“The role of online consumer review, social media advertisement and influencer endorsement on purchase intention of fashion apparel during COVID-19.”
	Evaluate the impact of reviews, social media advertisements, and social media influencers on fashion purchases during COVID-19.

	The online reviews, advertisements, and influencer posts have a positive impact on purchase intention, but the effect of reviews is the greatest.

	10
	Arief et al. 2023

	2023
	“Why customers buy an online product? The effects of advertising attractiveness, influencer marketing and online customer reviews.”
	Research the impacts of advertisement, influencer marketing, and reviews on online purchases.

	Online reviews have a substantial impact on purchase behavior, which is usually more reliable than advertising and influencer marketing.

	11
	Sharkey et al. 2023

	2023
	“Expert critics, rankings, and review aggregators: The changing nature of intermediation and the rise of markets with multiple intermediaries.”
	Investigate the changing role of critics, rankings, and aggregators in the market intermediation.

	There are several intermediaries that transform consumer choices, and aggregate reviews enhance market transparency and affect market dynamics.



Theme 2: Trust Formation
	Sl. No. 
	Author 
	Year
	Title 
	Objectives
	Findings

	1
	Ngo et al., (2024)
	2024
	“Electronic word-of-mouth (eWOM) on social networking sites (SNS): Roles of information credibility in shaping online purchase intention.”
	The goal of this study          is to evaluate the relationships between the different factors of eWOM information on the online purchasing behaviour.
	The credibility of the eWOM information highly influences the online purchasing behavior of consumers. 

	2
	Sung et al., (2023)
	2023
	“Factors that affect consumer trust in product quality: a focus on online reviews and shopping platforms”
	The study aims to analyse the factors which affect the trust of consumers and buying intentions with a particular attention on online reviews.
	Most consumers prefer high star ratings even when compared with similar products available at less prices. 

	3
	Purwantoro et al. 2023

	2023
	“The effect of online customer review and online customer rating on the trust and interest of consumer purchases.”
	To investigate the impact of online reviews and ratings on trust and purchase interest.

	Reviews and ratings have a positive effect on the trust that, in turn, has a significant impact on consumer purchase interest.

	4
	Azis et al. 2025

	2025
	“Online customer reviews and ratings as key drivers of purchase intention: The mediating role of trust.”
	Explore the effect of reviews, ratings, on purchase intention, mediated by trust.

	Reviews and ratings are a strong determinant of purchase intention and trust is a significant mediating variable.

	5
	Saleem et al. 2025
	2025
	“Navigating the digital trust paradigm: The influence of online reviews on consumer purchasing behavior and trust in e-commerce.”
	To assess how online reviews affect consumers' buying choices and level of trust when shopping online. 

	Online reviews are a major factor that influences what consumers will buy based on how much they trust the company to provide them with a quality product; therefore, online review recommendation and word-of-mouth are two key components of making an e-commerce decision. 

	6
	Mallik et al. 2025

	2025
	“Evaluating the influence of customer reviews and consumer trust on online purchase behavior.”
	Determine the impact of customer reviews and trust on online purchasing behaviour.

	Customer reviews have a strong influence on a purchase behaviour with consumer trust being a strong mediating and reinforcing variable.

	7
	Hilal & Astuti (2022)
	2022
	“The role of online customer reviews in increasing impulsive purchase of fashion products online with customer trust as a mediator.”
	Determine effects of online reviews on impulsive fashion buying through trust.

	Online reviews play a big role in impulsive buying, and the customer trust plays a strong mediating role.

	8
	Zahara et al. 2021
	2021
	“The influence of seller reputation and online customer reviews towards purchase decisions through consumer trust from C2C e-commerce platform users in Medan, North Sumatera, Indonesia.”
	Investigate the impact of reputation and reviews of sellers on buying decisions through trust.

	The reputation of sellers and reviews have a positive impact on buying, and consumer trust is a mediating variable.

	9
	Nosi et al., (2022)
	2022
	“The influence of online and offline brand trust on consumer buying intention.”
	The study aims to find the effect of the online and offline brand trust including ratings on the purchasing decisions of consumers. 
	The findings reveal that the consumer's “buying intentions” are influenced by both online and offline brand trust including ratings. 

	10
	Handoyo, (2024)
	2024
	“Purchasing in the digital age: A meta-analytical perspective on trust, risk, security, and e-WOM in e-commerce.”
	This study analyses the role of eWOM, trust and perceived risk to influence consumer decision making
	Consumer decision making is influenced by various factors including trust, perceived risk and e-WOM. 

	11
	Hipólito et al., (2025)
	2025
	“Influence of consumer trust, return policy, and risk perception on satisfaction with the online shopping experience”
	The aim of the study is to analyse the relationship between consumer trust, return policies and risk associated with the ratings and reviews. 
	As per the study, the trust of the consumers on the online ratings and reviews minimises perceived risk and enhances satisfaction.

	12
	Ozuem et al., (2024)
	2024
	“Examining user-generated content, service failure recovery and customer–brand relationships: An exploration through commitment-trust theory.”
	The study aims to analyse the impact of UGC on the “relationship between service failure recovery and customer brand relationship”. 
	The interaction of the consumers with UGC helps to enhance   consumer responses and relations with brands. 

	13
	Jiang et al. (2025) 
	2025
	“The State of Garment Repair and Alteration Services in the UK: Typology, Evaluation of Online Information and Thematic Analysis of Customer Reviews.”
	Investigate the garment repair services and customer perception in the UK.
	Reviews reveal inconsistency in services, pricing issues, and the significance of transparent online information to trust and engagement.

	14
	Tafolli et al., (2025)
	2025
	“The impact of electronic word-of-mouth on purchase intention through brand image and brand trust in the fashion industry: Evidence from a developing country.”
	The objective of the study is to evaluate the effect of the electronic word-of-mouth on purchase intentions, brand image and trust.
	There is no significant effect of electronic word-of-mouth on the purchase intentions. Brand image and trust are however influenced by the eWOM. 

	15
	Sunarjo et al. 2026

	2026
	“Building Trust and Convenience: How Online Reviews, Ratings, and Ease of Use Drive Fashion Purchase Decisions.”
	Examine the impact of reviews, ratings, and ease of use in buying fashion.

	Reviews, ratings and platform convenience are important and effective in improving purchase decisions through improved consumer trust and usability perception.



Theme 3: Behavioural Outcomes
	Sl. No. 
	Author 
	Year
	Title 
	Objectives
	Findings

	1
	Li et al., (2024)
	2024
	“How perceived sustainability influences consumers’ clothing preferences.”
	The research focuses on the sustainability issues in the global fashion industry. Also, the feedback of the consumers is considered while developing sustainability approaches
	The eco-conscious consumers prefer those brands which have adopted sustainable clothing design.   

	2
	Ricciardi et al., (2026)
	2026
	“Product innovation for sustainable development in the fashion industry: A bibliometric review.”
	The study aims to assess the extent to which the literature has addressed sustainable product design and innovation. 
	More attention is paid to “consumer engagement and communication” which improves brand trust and awareness. The circular business models help to enhance sustainable innovation

	3
	Raza et al., (2025)
	2025
	“Analyzing the Impact of Artificial Intelligence on Shaping Consumer Demand in E-Commerce: A Critical Review.”
	The study focuses on the analysis of artificial intelligence to shape the demands of the consumers
	The integration of artificial intelligence within the recommendation systems highly influences demand as compared to feedback given by other consumers.  

	4
	Baldi et al., (2024)
	2024
	“Consumer‐centric supply chain management: a literature review, framework, and research agenda.”
	This study finds the key factors and outcomes which are associated with consumer centricity and SCM literature. 
	The                                                                          consumer-centric SCM is influenced                               by several factors which ultimately leads 
to perceptual and behavioral outcomes.

	5
	Ziakis and Vlachopoulou, (2023)
	2023
	“Artificial intelligence in digital marketing: Insights from a comprehensive review.”
	This research aims to evaluate how artificial intelligence can be used to modify digital marketing strategies. 
	The integration of AI based tools and machine learning help to enhance digital marketing strategies 

	6
	Joshi and Garg, (2021)
	2021
	“Role of brand experience in shaping brand love.”
	The study explores the role of brand experience, consumer feedback and leadership to shape brand love. 
	The feedback given by existing consumers highly influences brand love

	7
	Demyen, (2024)
	2024
	“The online shopping experience during the pandemic and after—a turning point for sustainable fashion business management?.”
	The study aims to find the changes which occurred in the clothing industry in response to the onset of the pandemic. 
	The consumers in the post pandemic times depend more on the online reviews and ratings before  making any purchases. 

	8
	Mogaji and Jain, (2024)
	2024
	“How generative AI is (will) change consumer behaviour: Postulating the potential impact and implications for research, practice, and policy.”
	The articles focus on the impact of technology on the buying intentions of consumers 
	Generative AI tools have a positive impact on the buying intentions of the consumers 

	9
	Davoodi et al., (2025)
	2025
	“Aspect-based sentiment classification of user reviews to understand customer satisfaction of e-commerce platforms”
	The study aims to find the effect of UGC and customer reviews on the satisfaction of consumers
	The results reveal that consumer satisfaction is highly driven by UGC and    feedback of       existing consumers

	10
	Guerra-Tamez et al., (2024)
	2024
	“Decoding Gen Z: AI's influence on brand trust and purchasing behavior.”
	The study focuses on the analysis of the role of AI to shape buying behaviour of the Gen Z consumers. 
	The AI tools along with online reviews and ratings highly influence the buying behaviour of Gen Z consumers in the fashion industry. 

	11
	Chatterjee et al. (2022)

	2022
	“The influence of online customer reviews on customers’ purchase intentions: a cross-cultural study from India and the UK.”
	Compare effects of reviews on purchase intention in India and UK.

	Online reviews have a positive influence on purchase intentions, and cultural variations influence trust and dependence on the review.

	12
	Alsaraireh et al., 2022

	2022
	“ The impact of online reviews on brand equity.”
	Explore the effects of online reviews on brand equity.
	Positive online reviews have a great effect on brand equity dimensions such as awareness, loyalty, and perceived quality.

	13
	Macheka et al. 2024

	2024
	“The effect of online customer reviews and celebrity endorsement on young female consumers’ purchase intentions.”
	Investigate the impacts of reviews and celebrity endorsement on young female consumers.

	Both reviews and celebrity endorsements have a positive impact on purchase intention, but that of reviews is stronger and more consistent.

	14
	Andoy et al. 2022

	2022
	“The effects of online reviews on purchase intention in the Shopee fashion industry.”
	Study the effect of online reviews on purchase intention of Shopee fashion.

	The online reviews have a considerable impact on the purchase intention, particularly in terms of perceived credibility and usefulness of information.

	15
	Hooda et al. 2025
	2025
	“Influencing Purchase Decisions: The Role of Online Reviews and Ratings in the Textile Industry. ”
	Examine the role of reviews and ratings in purchasing textiles.

	Reviews and ratings have a high influence on purchases as they influence the perception of the consumer about quality and reliability.

	16
	Firmansyah et al. 2024

	2024
	“Online Customer Review Analysis of Fashion Product Category on the E-Marketplace Platform.”
	Test Internet client reviews of fashion categories on e-marketplaces.

	The reviews demonstrate that there are major consumer issues such as quality of products, delivery, and responsiveness of sellers which affect purchasing behaviour.

	17
	Setiawan and Sukardi, 2022

	2022
	“The influence of online customer reviews, online customer ratings and ease of use on fashion product purchase decisions on the shopee marketplace”
	Evaluate the impact of reviews, ratings, and ease of use on Shopee purchases.

	Reviews, rating, and ease of use had a significant and positive influence on the purchase decision among the users.

	18
	Li et al. 2021

	2021
	“The impact of online reviews on product returns”
	Explore the effect of online reviews on product returns.

	Detailed and correct reviews lead to minimized product turns over as they help in aligning consumer expectation and actual product performance.

	19
	Ozuem et al. 2024

	2024
	“Examining user-generated content, service failure recovery and customer–brand relationships: An exploration through commitment-trust theory.”
	Investigate the role of user-created content in recovery of services and brand relationships.
	User-generated reviews enhance trust and commitment, which improve customer-brand relationships in the process of service recovery.

	20
	Hasan et al. 2025

	2025
	“Based recommender systems: a survey of approaches, challenges and future perspectives.”
	Discuss methods and problems of recommender systems.

	Recommender systems based on review enhances personalization, but issues with data quality and scalability continue to exist.

	21
	Misbakhudin and Komaryatin, 2023

	2023
	“Content marketing, live streaming, and online customer reviews on fashion product purchase decisions.”
	Research impacts of content marketing, live streaming, and reviews on fashion purchases.
	Online reviews, content marketing and live streaming have a high impact on purchase decisions with reviews playing a major role.

	22
	Lina et al. 2022

	2022
	“Impact of online convenience on generation Z online impulsive buying behavior: The moderating role of social media celebrity.”
	Examine the influence of online convenience on Gen Z impulsive buying using celebrity moderation.
	Convenience in online shopping leads to impulse purchases, and with the help of social media influencers, it is amplified to a greater degree.

	23
	Setiawati and Rani, 2025
	2025
	“From trust to purchase: a systematic review of online review valence, credibility, and consumer intentions.”
	Assess how the valence of reviews and the credibility of those reviews affect a consumer's intention to purchase. 

	Trust and the intention to purchase are enhanced significantly for consumers when there are positive, credible reviews in online contexts. 


[bookmark: _Toc228538237]4.2 Analysis of Results 
Three major themes such as evaluation of online reviews, trust formation and behavioural outcomes have been used to organize the analysis of the selected studies. These themes indicate the way consumers in the fashion sector perceive the information in reviews, build trust and convert it to purchase behaviour. A total of 50 studies were analysed, of which 11 studies supported Theme 1, 15 studies supported Theme 2, and 23 studies supported Theme 3. This indicates that trust formation and behavioural outcomes are the most dominant areas in the literature. This thematic categorisation provides a structured understanding of how consumers in the fashion sector interpret online reviews, develop trust, and translate this trust into purchasing behaviour.
Theme 1: Online Reviews and Ratings as Informational and Social Cues
The results suggest that online reviews and ratings have been used as informational and social signals, which influence consumer decision-making. Consumers do not simply read reviews but they actively consider reviews depending on credibility, valence, level of detail, and visibility. There is an indication that detailed and specific reviews are more convincing than generic ones in that they give more clear insights on the quality and performance of the product. Nevertheless, the power of reviews is not only determined by positivity, and the balanced or negative feedback is often viewed as more authentic and, accordingly, more trustworthy (Chen et al., 2022; Arzaghi et al., 2023), which is why there is a conflict between positivity and credibility. In addition to information content, social considerations are also important in influencing the interpretation of reviews. Similarity between reviewers and social identification is found to affect trust, where consumers find it easier to trust opinions of similar individuals (Ahn and Lee, 2024). Influencer endorsements only add to this effect, bringing familiarity and perceived expertise, although the credibility of endorsements may vary depending on the perceived authenticity (Rana et al., 2023; Chen et al., 2024). Also, specific features of the platform, including visibility and usability of reviews, make expertise in online reviews more accessible and effective (Alzate et al., 2021). This theme is supported by 11 studies proves that online reviews are working through both cognitive and social processes. Nonetheless, they have a conditional effect since they could be effective based on their perceived authenticity, reviewer relatability, and platform design and not simply the existence of reviews. 
Theme 2: Formation of trust based on Review Credibility, Consistency and Platform factors
One of the major trends identified in the literature is the critical role of online reviews in the formation of customer trust. This theme is supported by multiple studies including Ngo et al. (2024), Sung et al. (2023), Purwantoro et al. (2023), and Azis et al. (2025). This demonstrates that trust is primarily influenced by the credibility, consistency, and authenticity of review content. Reviews that are perceived as detailed, consistent, and aligned with consumer expectations are more likely to build trust towards fashion brands. The role of ratings is also significant, as high star ratings act as heuristic cues of product reliability and quality (Sung et al., 2023). Additionally, detailed textual reviews further reinforce trust by providing contextual information that supports rating scores (Purwantoro et al., 2023). The mediating role of trust is strongly highlighted in several studies, which show that online reviews do not directly influence purchase decisions but operate through the development of consumer trust (Azis et al., 2025, Hilal and Astuti, 2022).
The development of trust is directly linked with a perceived reduction of risk, especially in the case of online fashion retail where the products cannot be evaluated physically. Credible and detailed reviews are the aspect that could reduce the uncertainty surrounding the quality, fit, and reliability of the product, according to such studies as Handoyo (2024) and Hippolito et al. (2025). Nevertheless, the perceived validity and relevance of the reviews in reducing risk has to do with their perceived authenticity and relevance. Additional features that support trust include those related to platforms, such as transparency, filtering systems based on review, and artificial intelligence (AI)-based recommendations (Sunarar et al., 2026; Jiang et al., 2025), although excessive reliance on algorithmic curation can be biased. This theme, supported by 15 studies, demonstrates that trust is a central but conditional process that has an influence on consumer decision making in the UK fashion industry through the support of online reviews.
Theme 3: Behavioural Consequences of Trust: Purchase Intention, Satisfaction and Risk Reduction
The last theme is the way in which trust is built through online reviews and ratings and how these impact consumer behaviour. The results are always consistent in that the increase of trust levels results in increased purchase intention. Customers with a perception of credibility and reliability in reviews will have confidence in their choices which have a positive impact on their readiness to purchase fashion products over online platforms. Other than purchase intention, there are other post purchases that are brought about by trust are customer satisfaction and less product returns. When the expected performance of the product is matched to actual performance of the product through proper and thorough review, consumers have increased level of satisfaction. This congruency reduces the level of dissatisfaction and chances of returns. It means that reviews are useful in the pre-purchase evaluation and post-purchase evaluation.  
Perceived risk and uncertainty is another significant behavioural outcome. Reviews foster trust which is important in online shopping as consumers are able to overcome issues of quality, fit, colour and authenticity of the products being sold. This decrease in risk is actually important in the digital platform where it is not possible to physically inspect the product. The results also indicate that the external factors such as influencers, AI tools and social media usage reinforce behavioral outcomes. Reviews can be enhanced with influencer endorsements and recommendation systems powered by AI can make reviews more personal to each customer. Also, young consumers, especially Gen Z are more reliant on reviews and digital validation of the fashion industry. It again increases the chances of trust-based purchasing behaviour. 
[bookmark: _Toc228538238]4.3 Discussion of Results 
The results of the research are very much consistent with and supplementary to the available current literature on how online reviews and ratings can influence customer trust, and purchasing intentions in the UK fashion industry. The analysis has illustrated that online reviews serve as a crucial source of information to reduce the level of uncertainty and promote consumer confidence. This is in line with previous studies that underscore the relevance of electronic word-of-mouth (eWOM) in online retail settings. 
The findings are consistent in the fact that credibility and quality of online reviews is one of the key characteristics when it comes to influencing customer trustworthiness. This is supportive of the findings of Ngo et al. (2024) and Handoyo (2024), who argue that believable and elaborated eWOM positively influences consumer perceptions and judgments. Similarly, the current research focuses on credible in-depth recommendations, finding them in agreement with Chen et al. (2022), who revealed that descriptive and even negative feedback are highly essential when making final judgements about buying. The agreement between the findings implies that trust does not simply take place through positive feedback but as the perceived authenticity and informative nature of reviews. 
Second, the research recognizes customer trust to be an intervening variable between online reviews and purchase intention. This is in line with Hilal and Astuti (2022) and Azis et al. (2025) who also identified a significant mediating role of trust in the association between reviews and impulsive or intentional buying behaviour.  This theoretical connection is supported by the present results, which prove that even the highly rated products might be not purchased without the development of trust, which proves the idea in the literature review in its conceptual form.
The results show that both the review ratings and volume play a significant role on consumer perceptions but not equally. The consumer might also place higher rated products over lower priced product with ratings having a better rating being a heuristic to perceived reliability and trust further highlighting that ratings may be used as a heuristic when it comes to the perception of reliability and trust. Nonetheless, it increases the effect in case it is backed by an adequate number of reviews, as consistency in opinions across several people enhances the perceived credibility (Purwarto et al., 2023). Simultaneously, excess uniformity in the reviews might trigger some concerns as to authenticity, which is an indication that there is a trade-off between uniformity and perceived genuineness.
Moreover, the interaction with the user-generated content (UGC) and communication with the consumer expands the role of reviews to be more than a source of information. The results indicate that exposure to reviews can help to improve brand relations, which is consistent with Ozuem et al. (2024) and Davoodi et al. (2025) who also focus on the effect of UGC on satisfaction and trust levels. It underlines that reviews can be viewed as informational cues, as well as, as relational mechanisms that contribute to the creation of long-term consumer-brand relationships. Although the results are largely consistent with the existing literature, they also offer more insight into the contextual nature of the UK fashion market and its mediating role by trust. The similarity in the results of studies enhances the credibility of such conclusions, which leads to the emergence of a conceptual framework of the relationship between online reviews, customer trust, and behavioural effects.
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Figure 4.3.1: Thematic Framework of Online Reviews, Trust, and Consumer Behaviour
(Source: Self-Developed)


[bookmark: _Toc228538239]CHAPTER 5: CONCLUSIONS AND RECOMMENDATIONS 
[bookmark: _Toc228538240]5.1 Summary of main findings 
The purpose of the study is to investigate the impact of online reviews and ratings on customer trust in the UK fashion industry. The results indicate that online reviews and ratings have evolved into a key element of consumer decision-making within the online context as informational and social cues. Reviews play a very significant role in helping the consumers review the quality of the product and the reliability of the brand of the product as well as the value of the product. One of the main findings is that the qualities of the reviews such as credibility, detail, valence and visibility play a significant role in defining how consumers process online information. Rich and well-balanced reviews with both positive and negative comments are perceived to be more credible. Also, social factors such as similarity of reviewers and recommendations by influencers increase the perceived authenticity of reviews which further increases their influence on consumer assessment.  
Customer trust is also another key mediating variable that can help to determine the influence of online reviews on purchase behaviour. Online reviews and ratings can be used to foster trust when they are viewed as consistent, authentic and reliable. High ratings are easy cues about the quality of products and detailed reviews give more in-depth information which can be a solid basis to build trust. Moreover, platform-specific variables such as easy-to-use, the visibility of the review and the presence of AI-based recommendation systems make the review information more accessible and relevant, promoting trust among consumers. The other significant result is that online reviews decrease perceived risk and uncertainty. Online shopping does not involve the physical contact with the products and hence, reviews can assist the consumers in making informed choices by matching their expectations to the real product performance. Such decrease in risks is especially significant in the context of the initial purchase decision and post-purchase satisfaction. 
Lastly, the results confirm that trust plays a significant role in determining behavioural responses which include purchase intention, satisfaction and lessened product returns. Consumers become more confident in their choices and tend to make purchases with trust in online reviews. The research also notes that the younger generation, especially Gen Z, is more reliant on online reviews and online validation. Thus, it is very sensitive to information that is presented in the form of reviews on online platforms. Overall, the results prove that online reviews and ratings are a complex factor shaping consumer trust and behaviour within the UK fashion industry.
[bookmark: _Toc228538241]5.2 Conclusion based on the research questions 
This study makes its conclusions with respect to the three research questions and it gives a clear picture of the role of online reviews and ratings in the UK fashion industry.
RQ1: What are the perceptions of online reviews and ratings used by the UK fashion consumers in evaluating the brands and products?
The paper finds that online reviews are very important and reliable information sources to UK fashion consumers. The reviews are also applied to verify the quality of products as well as the credibility and authenticity of brands. Consumers will prefer informative, moderate and trustworthy reviews to overly positive or generic reviews. Also, ratings serve as shortcut indicators and written reviews are more in-depth. These perceptions are also influenced by social factors as a tool of information and social opinions. 
RQ2: How do online reviews and ratings influence customer trust in UK fashion brands?
The results affirm that online reviews and ratings play a great role in establishing customer trust. The three main factors affecting trust are the credibility, consistency and authenticity of reviews. Reviews that are aligned with the expectations of the consumers and seem authentic boost brand trust among consumers. The ratings also play an important role by providing instant indications of dependability. In addition, the technological aspects of the platform ease of use and AI-based recommendations also enhance trust by enhancing the relevance and availability of the information about reviews. Therefore, online reviews are a major tool of instilling trust in online fashion markets.
RQ3: What is the role of customer trust formed through online reviews and ratings on purchase intentions in the UK fashion industry?
The study concludes that the purchase intention in the UK fashion industry depends on customer trust as a key factor. Trust lowers the perceived risk and uncertainty which allows consumers to make certain purchase decisions. It also leads to increased levels of satisfaction and reduced rates of product returns as they experience the match of their expectations and reality of the product. Moreover, trust enhances the impact of external forces such as influencers and social media, especially among younger consumers of fashion. Thus, trust is the key that connects online reviews and real consumer behaviour which ultimately defines the results of purchases. 
[bookmark: _Toc228538242]5.3 Recommendation (Practical and Theoretical)
Based on the findings of this study, several practical and theoretical recommendations can be proposed to improve customer trust in the UK fashion industry. From a practical perspective, fashion retailers should focus on improving the credibility and transparency of online reviews. Businesses should implement strict monitoring systems to detect fake or misleading reviews and encourage verified customer feedback, as authenticity is a key factor influencing trust. Additionally, companies should actively respond to both positive and negative reviews, as this demonstrates accountability and enhances brand reliability. Retailers can also improve trust by providing detailed product descriptions, customer images, and consistent sizing information, which help to reduce perceived risk in online purchases. 
The research validates and generalised the available theories such as eWOM theory and signalling theory, accentuating the significance of the review credibility and consistency in creating trust. This indicates that the assumption that online reviews and purchase intention are mediated by customer trust is supported by previous studies. Additionally, the research has a contribution to the Elaboration Likelihood Model in those detailed reviews and ratings have an impact on consumer choices in the fashion context. The study provides the context-specific insights to the UK fashion industry, filling the gaps pointed out in earlier research.
[bookmark: _Toc228538243]5.4 Limitation of Research 
There are a few limitations associated with this study. Firstly, the study is founded on the qualitative systematic literature reviews and thematic analysis which is founded on the secondary data of the currently existing studies. Consequently, the results are conditional on the extent, quality and context of the chosen literature which can restrict the extrapolation to the whole UK fashion industry. Secondly, the research lacks primary empirical data of the UK consumers and this limits the capacity to capture real-time perception and behavioral changes in a rapidly changing digital landscape. In addition, the review of existing studies with diverse methodologies, sample size and geographical settings could lead to inconsistency of results. Lastly, the research gives insufficient attention to demographic categories such as age, income or cultural diversity in the UK. It might have an impact on the way consumers perceive and react to online reviews and ratings.  
Furthermore, the research does not extensively explore the individual differences among platforms (marketplaces versus brand sites) that could alter how reviews are understood. The fast pace of change in artificial intelligence enabled tools & algorithms will cause many of these findings to become outdated as both consumer preferences and the form of digital review systems will continue to evolve at a rapid rate over time.
[bookmark: _Toc228538244]5.5 Future Work Recommendation
This research has valuable information to offer on the importance of online reviews and ratings in the determination of customer trust in the UK fashion industry. There are several areas into which future research studies can be expanded. Primary data can be employed in the future to help future studies create first-hand responses of customers through surveys or interview technique. This will assist in gaining better insight on the behaviour of the customers, the perceptions and formation of trust under actual circumstances. This research will rely on research done on quality secondary data and later primary research will enhance reliability and validity of results. 
Additionally, future research may be directed towards certain segments of customers like various ages, gender or income categories. Not every person exhibits consumer behaviour, and age and experiences with digital platform might affect the trust to also accept online reviews. This will assist in giving more specific insights for businesses. It would be possible to investigate the effects of fake reviews and new technologies like artificial intelligence in the future to identify the authenticity of the reviews. It is valuable not only to learn how technology can enhance trust among researchers and businesses with the growing number of fake reviews. Further, cross-country or cross-industry comparison activities may prove handy as well. The fashion industry in the UK should be compared to other industries such as electronics or hospitality to get a wider insight into eWOM and trust. Longitudinal research can be undertaken in the future where the study will look at the customer trust variation overtime with repeated online transactions. This will assist in knowing long term customer relationships and customer loyalty. These guidelines can enhance educational concepts and contribute to improved decision-making in online retailing.
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