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[bookmark: _Toc172637980]Introduction
Based on the present day, online marketing plays a key role in business. E-commerce channels have helped customers to find out their products by staying at home. Watching positive reviews of existing customers, e-commerce firms have engaged new users in the purchasing process. On the other hand, due to negative reviews, sometimes customers feel disappointed which makes a constraint in their purchasing behaviour (Allard et al. 2020). For instance, the present research will evaluate the implication of authentic review on consumer trust and behaviour in the context of the UK E-commerce industry. Making research objectives along with research questions, the research will critically evaluate the concept, impact, and challenges associated with review authenticity on consumer trust. After analysing challenges, the research will demonstrate alternative options to overcome issues associated with review authenticity which will build trust between the company and the online E-commerce industry in the UK. 
[bookmark: _Toc172637981]Aims
The study aims to critically evaluate the impact of review authenticity on consumer trust in the online E-Commerce industry in the UK. 
[bookmark: _Toc172637982]Objectives
· To analyse the concept of review authenticity on consumer trust in purchasing process from ecommerce sites 
· To evaluate the impact of review authenticity on consumer trust in the online E-commerce industry in the UK
· To demonstrate the challenges associated with review authenticity on consumer trust in the online E-commerce industry in the UK
· To elucidate recommended strategies for overcoming challenges associated with review authenticity on consumer trust in the online E-commerce industry in the UK 
[bookmark: _Toc172637983]Research questions
[bookmark: _Hlk171956252]RQ 1: What is the concept of review authenticity and its relationship with consumer trust? 
RQ 2: How can review authenticity influence customer trust in E commerce?
RQ 3: What are the challenges associated with review authenticity on consumer trust in the online E-Commerce industry in the UK?
RQ 4: What are the recommended strategies for overcoming challenges associated with review authenticity on consumer trust in the online E-Commerce industry in the UK?

[bookmark: _Toc172637984]Methodology –
[bookmark: _Toc172637985]Research Philosophy
The research will utilise positivist research philosophy to collect and analyse first-hand data. Using this research philosophy, the research will critically analyse all statistical data within a stipulated time. As positivist philosophy emphasised on prediction, explanation, generalisation along with large sample size, due to this the research will utilise this philosophy for manage 101 research participants.  
[bookmark: _Toc172637986]Research approach
There are two types of research approaches such as deductive and inductive (Nur, 2020). Using the inductive research approach, the research will collect primary data. As this approach allow researcher to modify research techniques and topic based on accumulated data, due to this the research will use inductive approach (Nur, 2020). 
[bookmark: _Toc172637987]Research design
Exploratory, descriptive, and explanatory are the main research strategies in methodological phenomena (Reddy, 2020). As exploratory research design is effective for the primary research process, the research will utilise exploratory research design. Exploratory research design is cost effective and this lays a structure for future research. The respective design helpful for adapt a method for collect data in research which influence researcher to utilise this research design. 
[bookmark: _Toc172637988]Research strategy
The primary and secondary research strategies used in research. In the present context, the research will utilise primary strategy as primary research will provide maximum authentic and valid research results. On the other hand, as secondary research is a less time and cost consuming process for collect data. Secondary data provide limited information and also sometimes can provide biassed result, due to this, the research will discard this from the research. 
[bookmark: _Toc172637989]Data collection
Data collection plays a vital role in research which helps a researcher to collect a range of authentic data and information for research purposes (Taherdoost, 2021). In this context, showing the value of primary quantitative data collection, the research will collect statistical data. Arranging a survey through Google form and analysing the survey results through SPSS analysis, the research will collect and analyse primary statistical data. The research will include survey data. The research will include journal articles which were published within the last five years. Above 18 years of age, participants will participate in a survey 
[bookmark: _Toc172637990]Sampling
There are different sampling processes such as random sampling, purposive sampling, self-selection probability sampling and others (Pace, 2021). In this context, to collect survey data, a random sampling process will be used. By engaging 101 research participants in the survey process, and asking a close-ended questionnaire, the research will collect survey data. Choosing 101 survey participants or a large sample size, the research will gather multiple experiences from participants regarding online review and its influence on their purchasing behaviour. In this context, customers of e-ecommerce industry will be the candidates. Through the close ended survey questions, the research will collect one-to-one first-hand information on the importance and influence of authentic review for online purchasing in the context of the e-commerce industry in the UK.  
[bookmark: _Toc172637991]Data analysis
Thematic analysis, content analysis, and statistical analysis are the three main types of data analysis processes in research (Humble and Mozelius, 2022). In this context, as the survey focuses on primary quantitative data, the research will utilise statistical analysis through SPSS software.
[bookmark: _Toc172637992]Literature review
[bookmark: _Toc172637993]Analysing the concept of review authenticity on consumer trust
Customer review plays a key role in today's online market. Authentic review is a true experience shared by existing users after the use of a respective product (Filieri et al. 2021). Knowing the truth or authentic review, new users can identify unfiltered truth which resonates with the consumer mind as well as brand credibility. 
[image: ]
Figure 1: Building trust and credibility through authentic customer review
(Source: Fastercapital, 2024)
Authentic review is quite valuable because it helps new users to know different information regarding a product or service which is completely not filtered. As per the views of Allard et al. (2020), authentic reviews maintain transparency along with the honesty of a brand, establishing reality as well as providing valuable insights to consumers. On the other hand, while customers are concerned before purchasing a brand, this authentic review helps them to reduce concerns and feel motivated in the purchasing process (Kauffmann et al. 2020). Leveraging instances along with the power of the social truth are the main principles of authentic customer review. Thus, watching or reading reviews of customers who are unfiltered, builds trust, and credibility among new users’ minds before buying a product from the present online market. 
[bookmark: _Toc172637994]Critically evaluating the impact of review authenticity on consumer trust.
Authentic review of existing users plays a vital role for new customers and their purchasing behaviour. The mind of a customer is a puzzle and user reviews are the pieces of the puzzle. In this context, by solving the puzzle with customer reviews, a consumer can make a decision in an effective manner. According to the views of Kauffmann et al. (2020), authentic review is helpful for decision-making. On the other hand, sometimes customers are faced with hesitation and anxiety before buying a product (Filieri et al. 2021). In this context, the existing true review helps them to collect product or service-related information. After obtaining and analysing this information, new users feel trusted and motivated which eases the way of purchasing. Thus, from authentic reviews, users can collect information, resolve their concerns, feel trusted along motivated and make quick decisions regarding a product or service before purchasing it. 
[bookmark: _Toc172637995]Assessing challenges associated with review authenticity on consumer trust
There are some potential issues which pose challenges for a business organisation along with customer trust. For instance, fake reviews such as overly positive and distinctly negative reviews severely impact on consumer mind. As per the views of Chen and Cheng, (2023), unconvincingly written reviews negatively impacted customer trust which reduced brad value along with credibility in the consumer mind. On the other hand, while an organisation allows authentic reviews, the firm needs to face positive along negative reviews also (Rocklage and Fazio, 2020). Watching consecutive negative reviews, the customer may be permanently deleting the brand name from their mind which affects the longevity of the business. 
[bookmark: _Toc172637996]Elucidating recommendations for overcoming challenges regarding the impact of review authenticity on consumer trust
There are some alternative options which can resolve issues associated with fake reviews and lack of consumer trust in a brand. For instance, by checking the profile of users, an organisation can detect fake or unauthentic reviews. According to the views of Alsubari et al. (2022), sentiment analysis theory, Naïve Bayes model can be helpful for fake review detection. Generally, the profile of a fake reviewer has a minimum and minimal information. After watching that information, companies can detect fake reviews and fake reviewers. On the other hand, while an organisation watches negative reviews, the firm needs to handle those reviews in an extremely polite way (Fuoli et al. 2021). Addressing the negative review extremely calmly and professionally, offering a solution if applicable, stating the side of the organisational story, and providing evidence, if possible, that organisations can handle negative reviews. Using the above-mentioned strategies, organisations can foster and form long-term trusted and integrated relationships with their customers. 
[bookmark: _Toc172637997]Literature gap
The literature gap is considered the missing area in the research literature which has not yet been discovered through existing literature (National University, 2024). The present research has focused on reviewing the authenticity of consumer trust based on the UK-based e-commerce industry. There are three consumer data types such as environmental factors, consumer behaviour and food trends (Horvat et al. 2019). These three types of consumer reviews have been included in this research. On the other hand, consumer review based on product life-cycle is rarely used in this literature which makes a gap in this literature. The literature review has provided a range of information on the chosen topic of interest which enrich the outcomes of the research. On the other hand, the literature review does not include any company or industry-specific data which can make the literature review biased. Due to the lack of industry-specific information in LR, this has made a gap and the research is not able to explore industry-specific information on review authenticity. On the other hand, due to time constraints, the literature review was not able to add implications and challenges associated with the framework and model associated with review authenticity. This creates a gap in existing literature since the implications of models were unexplored in the literature review. Focusing on these gaps in existing literature, the present research has maintained transparency between the research and future readers. Utilising these gaps, future researchers need to conduct their research and reframe the literature review which creates a broad way for those researchers. 
[bookmark: _Toc172637998]Timeframe
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Table 2: Timeframe
(Source: Self-made)
The above table depicts the time frame of the research and following this research, the research will fulfil all its research needs and reach all the areas of the present research in a systematic manner. 
[bookmark: _Toc172637999]Conclusion
Based on the present day, review plays a vital role in online marketing and as well as customer trust building. With the help of authentic reviews of existing customers, new customers can identify the impact of a product on consumer behaviour. Organisations that conduct online marketing, need to emphasise the continual monitoring process. Thus, with the help of this research, the dissertation will analyse the impact of authentic reviews on consumer persona based on the UK e-commerce industry. 
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