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[bookmark: _5d25ltjkczhk]1.1 Background of the Research
In the United Kingdom, these restaurant industries are gradually becoming dependent on electronic communication and customer feedback (De Marco, 2025). In the past few years, exposure from online customer reviews has become an essential factor in where people choose to eat. Platforms such as TripAdvisor, Google Reviews, and Yelp provide customers with real-time, user-generated reviews of restaurants, which can significantly impact a restaurant's reputation and success. These reviews have become a critical determinant of consumer behaviour, as they should be, since restaurants rely on their customers to give them a reason to return.
[bookmark: _hiy4tfxpl500]1.2 Research Rationale
The customer review is discussed as influencing restaurant purchases in the UK market (Hollebeek and Sprott, 2019). This research will explore how aspects of aggregate review scores, the number of restaurant reviews, and consumers' sentiment influence people's restaurant choices. The study will also analyse the effects of online reputation on a restaurant's sales, customer loyalty and competition in finding and pricing.
[bookmark: _85x0e2hmqhyf]1.3 Research Aim, Objectives and Questions
Research Aim:
The main aim of this research is to discuss the importance of counterfeiting in online reviews for customers' purchasing decisions in the UK restaurant industry. 
Research Objectives:
1. To discover the role played by online reviews in restaurant pick and customer trust.
2. To test hypotheses relating to the factors of reviews that are influential in the purchase decision.
3. To analyse how the case trends of reviews correlate with the performance of restaurants.
Research Questions:
1. How do customer reviews online affect restaurant choice and customer trust in the UK restaurant sector?
2. Which review factors, such as ratings, number of reviews, and sentiment, have the most significant influence on customer purchase decisions?
3. How do patterns and trends in reviews on the websites relate to the business performance of restaurants?
[bookmark: _gbf1sj77ods3]Chapter 2: Methodology
The section characterises the research design to examine the correlation between online consumer reviews and purchase behaviours in the UK restaurant industry (Luo, 2019). It specifies the approach to collecting and organising the data, as well as the way the data will be presented, to achieve the research objective. The research design adopted is based entirely on secondary quantitative data. This means that the research will be based on existing data from resources such as reports, review sites, and published research, not on new information acquired from respondents.
2.1 Research approach
The research design applied in the present study is quantitative research. The goal is to analyse trends and correlations between digital reviews and customers' online purchase decisions using statistical data. A quantitative research approach is suitable for this research, as it allows to make objective comparisons of variables, including review rating, review frequency, and the correlation between these variables and consumer behaviour. No primary research, including interviews or surveys, will be conducted. Instead, all results will be derived from existing literature.
2.2 Research design
The research is descriptive and analytical (Creswell and Creswell, 2018). It aims to characterise the impact of online reviews on restaurant diners' choices and to examine patterns in the data. Data will be manually gathered from credible websites and printed resources, e.g. review sites, government and industry reports, and academic articles. Then the data will be summarised in simple tables that clearly show patterns, averages, or trends. The tables will be used to visualise the correlation between the review aspects and customer behaviour, without the need for complicated software or statistical models.
2.3 Data sources
The research will rely on the following secondary sources of data:
· Online platforms such as TripAdvisor, Google Reviews, and Yelp will provide quantitative data on average ratings, review volume, and sentiment balance.
· Industry and market reports from sources such as Statista, Mintel, and UK Hospitality will provide information on customer behaviour, restaurant sales, and dining trends.
· Academic studies and case reports will be utilised to support findings and provide background on how online reviews affect restaurant performance.
· Government statistics, such as those from the Office for National Statistics (ONS), can provide broader information on consumer spending in the restaurant industry.
· These sources are credible, trustworthy public sources which are suitable for academic research. Only credible or peer-reviewed sources will be used to make sure the information is accurate and reliable.
2.4 Data collection process
The information will be collected manually by applying a systematic search. Relevant data, graphs and conclusions will be extracted and tabulated in organised tables. For example, one table can compare restaurants with different average ratings and demonstrate the corresponding changes in customer visits or sales. Another table could summarise trends in review volume or sentiment for popular restaurant chains. Such tables will be easy to visualise, allowing clear patterns to be noticed even without complex analysis tools.
2.5 Data analysis
Data will be analysed manually through number crunching and visual inspection for cues and trends (Upton and Brawn, 2023). For example, if it is found that restaurants with higher average ratings may have higher customer traffic or revenue, that will be noted as a key finding. In addition, changes in customer behaviour after increases or decreases in the review scores will be emphasised. By simplifying the analysis, the study will make sense and yield relevant findings on the impact of online reviews on customer purchase decisions in the UK restaurant industry.
2.6 Limitations of the method
When utilising secondary data, the study is limited by the level and quantity of available information. Some information may be a little out of date, conflicting, or generalised. Having more than one credible source will help reduce problems. Compared with software-based studies, the manual method is more straightforward but may have limits in depth of analysis (Hesse-Biber and Johnson, 2015). Still, the research aims to put the results clearly, without too much technical information.
2.7 Expected Findings
The theme of customer reviews on the internet as a predictor of purchasing intention in the restaurant industry is studied in the UK. The reasoned forms of consumer behaviour, based on previous studies and logical explanations, are expected to predict that the impact of consumer online reviews on consumer food choice location is of considerable, measurable size (Carfora, 2025).
The results will most likely indicate that restaurants with higher scores and more positive reviews attract more customer traffic than those with lower scores. In most cases, features such as star ratings, the number of reviews, and the overall tone of reviews are likely to be the most critical factors in customer choice. Negative reviews can harm a business by creating a bad image, eroding trust, or discouraging potential customers from visiting.
The quantity will obviously have a significant influence, as consumers are more confident when deciding if there are several consistent reviews for a given restaurant. In addition to attracting customers and meeting sales goals, online reputation can directly affect customer loyalty, making digital reputation management critical for restaurant owners.
Overall, the research will demonstrate that online reviews are part of online WOMM marketing and significantly affect consumers' perceptions and behaviours towards restaurants in the UK. The findings are beneficial to restaurant managers, as they will enable them to communicate effectively with customers and boost restaurant performance through online communication (Olubiyi, Suppiah, and Chidoko, 2024).
[bookmark: _15v8q2xl4hr]Chapter 3: Literature Review
Digital communication and online review platforms have brought dramatic changes in the restaurant business in the United Kingdom. Additionally, people now use online reviews to guide their food choices and how to spend their money. In this part, the studies conducted in the past and the literature review of online customer reviews and their effects on decision-making in consumer purchase have been reviewed, with a focus on the hospitality industry in the UK, specifically restaurants.
[bookmark: _sajirmxln1h7]3.1 Consumer behaviour & electronic word of mouth (eWOM)
Electronic Word of mouth (eWOM) is the sharing of customer opinions through online platforms (Ismagilova et al., 2017). Unlike traditional advertising, eWOM is from real customers and is considered more credible. According to Sparks and Browning (2011), online reviews are considered by customers as the word of mouth from other members. This makes them a critical factor in the decision-making process, especially when customers are presented with numerous options and have limited time to choose. Filieri (2016) reported that customers rely more on other customer reviews than on marketing materials when forming an opinion about restaurant quality. This means that now, reviews from the internet could be the leading factor for customers when they decide to go to a restaurant before they actually do.
[bookmark: _sf7f68mlavf4]3.2 Trust, credibility and review content
In purchasing decisions, trust is an essential factor in reviews. Detailed, objective and factual reviews appear to be more credible. Filieri (2015) reveals that the more reviews are genuine and from confirmed users, the more trust the review. As a result, restaurants and brands with a steady stream of positive reviews are perceived as more trustworthy than those with fewer. At the same time, negative reviews can severely damage customer trust and interest. Luca (2016) suggested that even slight changes in rating means can result in significant changes in restaurant revenue. This implies that online reputation has a direct correlation with customer purchase behaviour.
[bookmark: _djkpu91ojiu6]3.3 The Role of review quantity and valence
Review volume (the size of the reviews) and review valence (the overall tone of the reviews) are predictors of customer decision-making. The more reviews there are, the more customers feel the information provided is accurate, according to Zhang et al. (2010). A restaurant with hundreds of reviews is perceived as more reliable than one with few reviews. Furthermore, the reasons that customers come are, on the one hand, positive valence or a higher percentage of positive feedback. On the other hand, there are too many nasty comments, which serve as a disincentive. For example, studies in the tourism and hospitality field have shown that review quantities and review valence have measurable effects on reservation rates and on spending (Ye et al., 2011).
[bookmark: _2wzdluzf4ddp]3.4 Impacts on restaurant performance
Besides influencing consumer views, online reviews affect business performance. According to Anderson (2012), online reviews have a significant impact on restaurants' sales and customer loyalty, depending on the ratings they receive. Reviews are free advertising; they can be given out immediately and in large numbers. In addition, restaurant owners use positive online reviews to justify price increases or to up the ante and court alternative customers. Negative feedback can have the opposite effect, leading to lost revenue or a negative reputation. These results provide important insight regarding the importance of restaurant managers having knowledge of and reacting to online reviews.
[bookmark: _40dayuw22rto]3.5 The UK context
In the UK, the restaurant industry is highly competitive, and restaurants use digital data to make decisions. Perrin (2025) reports that over 70% of the British population reads online reviews before deciding where to eat. This proves that online feedback is now becoming a part of the new normal of the consumer journey. Thus, very few academic research studies on the UK Restaurant Sector are explicitly drawn using secondary quantitative data. Most previous studies have examined hotels or the hospitality sector, and no research on this sickness has examined how review ratings affect restaurant purchase decisions in the market.
[bookmark: _eitresw53p98]3.6 Research gap and justification
The existing literature makes clear that online reviews affect customer behaviour, yet there is a need to examine their application to UK restaurants in more detail. Many studies are either based on international samples or on qualitative feedback. In this research, will use previous research as a foundation for analysis and, using secondary quantitative data, examine genuine, measurable relationships between review statistics and consumer purchasing patterns. It will explore the relationships among ratings, sentiments, and volume, and how these characteristics affect customer trust and decision-making in the restaurant industry (Brotherton, 2012).
By adopting the UK restaurant industry as a study subject, this research will produce data-driven findings to help restaurant managers improve their online reputation, attract more customers, and sustain a competitive edge in a digital environment. This results in the research being not only academically valid but of relevance to the practical operation of business.
[bookmark: _zbdzrt880ccp]Chapter 4: Research Limitations
The research is secondary, meaning it utilises previously available data on the internet or in reports. Because of this, one limitation is that one can't control the data-collection method or timing. Some of the information on websites or in reports will be a little out of date or incomplete. The research will not involve any primary data gathered from customers or restaurant managers, so it does not offer considerable depth of personal insight (Gordon and Brezinski, 2016).
Another downside is that online reviews can sometimes be skewed or inaccurate because customers post extreme opinions after a single experience. Since the analysis will be done manually in the form of tables, regular analysis is needed to catch every subtle pattern that advanced software may miss.
[bookmark: _cq5xscn7ba1a]Chapter 5: Research Ethics
The study is fully compliant with the UWTSD Research Ethics and Integrity Policy. No human subjects are involved in the study; secondary quantitative data are generated from reliable, publicly available online sources. All details will be treated responsibly, and no personal or sensitive data will be required. The information will be stored securely on a password-protected laptop, backed up to the University OneDrive, and then deleted after grading. Under the guidance of Mr Gladius David Kulothungan, the researcher is conducting the research work with complete transparency, accuracy, and academic integrity, and ensures that it follows the ethical standards and provisions for the protection of data.
[bookmark: _ab3yy0oa2s8i]Chapter 6: Timeline
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Figure: Research Timeline (Self-Created).
The research project will be completed in sixteen weeks. Week 1 will be spent finalising the topic and confirming the research direction. Weeks 2-5 will be used to prepare for the introduction and to review the literature, providing a strong foundation. Between weeks 5 and 8, the research methodology will be developed and secondary data sources selected (Kumar, 2018). Data collection through reports, articles and review platforms will occur in weeks 8-10. Weeks 10-15 will focus on analysis, discussion, and recommendations, and week 16 will focus on proofreading and submission.
[bookmark: _9clqdbpj6e6p]Chapter 7: Conclusion
The proposal assesses the impact of online customer reviews on decisions to visit restaurants in the UK. First of all, the secondary quantitative data will allow identifying clear patterns on the main variables of importance – including ratings, comments, how comments are perceived, and their influence on customer choice. The research intends to use only the most credible sources of data to assess the impact of online feedback on success and operations in the restaurant industry. The current proposal is important because online reviews are an essential part of marketing and image-making in the hospitality industry. Understanding the nature of these relationships can help improve customer service and attract more clients for restaurants. The chosen simple information-based methodology will yield results that are feasible and replicable. In conclusion, this research will contribute to current academic and practical research on the impact of online consumer attitudes on the behaviour of the digital audience in the UK restaurant industry.
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