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[bookmark: _Toc220968656]ABSTRACT
Purpose: This dissertation explores the impact of online reviews and social media influencers on consumer purchasing decisions in the United Kingdom, utilising secondary data analysis to examine the digital marketing landscape from 2010-2025.
Methodology: Adopting a positivist philosophy and deductive approach, this study synthesises findings from meta-analyses, market research reports, and industry surveys encompassing over 140,000 observations. Data was compiled and analysed using Microsoft Excel to identify patterns across multiple credible sources.
Findings: The analysis reveals that review valence demonstrates the strongest correlation with purchase intention (r = 0.563), whilst review volume increases conversion rates by 270%. Among UK consumers aged 18-29, 79% have purchased products following influencer exposure, though only 28% of Gen Z trust influencer advertisements—revealing a significant trust-behaviour paradox. When reviews and influencer endorsements conflict, consumers favour peer reviews over influencer recommendations.
Originality: This research contributes to knowledge by synthesising contemporary evidence (2022-2025) on the combined effects of eWOM and influencer marketing specifically within the UK context, identifying the trust hierarchy that emerges when these information sources provide conflicting signals.
Implications: Marketers should prioritise review management alongside influencer partnerships, recognising that peer opinions ultimately dominate when conflicts arise. Age-segmented strategies are essential, with influencer marketing most effective for younger demographics.
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[bookmark: _Toc220968657]CHAPTER 1: INTRODUCTION
[bookmark: _Toc220968658]1.1 Background of the Study
Marketing communications have been fundamentally altered by the digital revolution, and social media applications like Instagram, TikTok, and YouTube provide a two-way, interactive communication between the company and the customer. Statista (2025) states that the UK influencer advertising industry is expected to be US$1.51 billion in 2025, with a compound annual growth rate (CAGR) of 13.17 per cent to 2030. This is an exponential growth that represents the changing paradigm of old-fashioned advertising to the strategies of digital interaction. Current statistics published by the Competition and Markets Authority (CMA, 2025) indicate that 89 per cent of consumers in the UK use online reviews to research services or products, indicating retail consumer expenditure of around £23 billion in a year. Moreover, a study by IZEA (2024) shows that 75 per cent of consumers aged 18-29 in the UK have used social media functions to buy products, with 47 per cent of all consumers in this country making a purchase due to creator advice. Such statistics confirm the extreme significance of electronic word-of-mouth (eWOM) and influencer marketing in the decision-making process of consumers today.
[bookmark: _Toc220968659]1.2 Problem Statement
Although the importance of online reviews and influencers is increasing in consumer behaviour formation, little empirical knowledge exists about the interplay of these factors that affect consumer buying in the UK (Pan et al., 2025). Although separate studies have either investigated eWOM or influencer marketing separately, the interaction of their impact on consumer trust and purchasing behaviour is still to be investigated. The study helps fill this gap by conducting a systematic review of secondary data to gain an insight into how online reviews and influencer recommendations interact within the UK market environment.
[bookmark: _Toc220968660]1.3 Research Aim and Objectives
Research Aim: To investigate the effect of online reviews and social media influencers on consumer buying behaviour in the United Kingdom, using secondary data sources.
Research Objectives:
1. To examine the impact of online review characteristics (valence, volume, recency) on UK consumer purchase intentions.
1. To assess the influence of influencer credibility and authenticity on buying behaviour.
1. To analyse the combined effects of reviews and influencer endorsements on consumer trust.
1. To provide strategic recommendations for UK marketers integrating eWOM and influencer marketing.
[bookmark: _Toc220968661]1.4 Research Questions
1. What is the effect of online reviews on the purchasing intentions of UK consumers?
1. What is the level of influence of influencer endorsements on buying behaviour?
1. What is the interaction between reviews and influencers on overall consumer trust and decision-making?
[bookmark: _Toc220968662]1.5 Significance and Rationale of the Study
This study has considerable academic and practical implications. Academically, it also adds to the theoretical knowledge of digital consumer behaviour and combines social proof theory (Cialdini, 2021), source credibility models (Ohanian, 1990), and source credibility theory (Labrecque, 2014). In practice, the results will allow the UK marketers to work out evidence-based strategies to utilise eWOM and influencer collaborations. The UK influencer marketing sector is worth 2.36 billion in 2024 and is anticipated to expand by 29.5% CAGR up to 2033 (IMARC Group, 2025), which implies that it is a competitive advantage that needs to be learnt.
[bookmark: _Toc220968286]Figure 1.1: UK Consumer Digital Behaviour Statistics (2024-2025)
	Consumer Behaviour Indicator
	Percentage (%)

	UK consumers using online reviews for research
	89%

	Consumers reading online reviews before purchase
	93%

	18–29-year-olds purchasing via social media
	75%

	UK consumers purchasing from influencer recommendations
	50%

	Consumers trusting influencers over traditional ads
	54%


Source: Compiled from CMA (2025), IZEA (2024), Trustmary (2025), and Statista (2025)
[bookmark: _Toc220968663]1.6 Outline of the Dissertation
In this dissertation, there are five chapters. Subsequent to this introduction, Chapter 2 will provide a literature review on the topic of eWOM and influencer marketing, including theoretical frameworks and the literature that has been conducted so far. In chapter 3, the research methodology is described with the secondary data analysis method. Chapter 4 provides the findings, data analysis and discussion. Lastly, Chapter 5 offers a conclusion with recommendations, limitations and suggestions for future research.
[bookmark: _Toc220968664]1.7 Chapter Summary
This introduction chapter has set the research background, which shows that online reviews and influencer marketing play an important role in influencing consumer behaviour in the UK. The research question, objectives and aim have been clearly stated as well as the significance of the study. This investigation is based on theoretical premises and empirical literature, which is critically reviewed in the following chapter.















[bookmark: _Toc220968665]CHAPTER 2: LITERATURE REVIEW
[bookmark: _Toc220968666]2.1 Introduction
This chapter critically evaluates the theoretical background and empirical data on the effect of online reviews and influencer marketing on consumer buying behavior. The analysis is a synthesis of the current literature (2022-2025) to create a wholesome meaning of the electronic word-of-mouth (eWOM) and influencer credibility in the UK context. The three themes that are central to the structure of the chapter include the theoretical frameworks that form the basis of consumer behaviour, the unique impact of the online reviews and influencer marketing and how they interactively affect purchase intentions.
[bookmark: _Toc220968667]2.2 Theoretical Framework
This study is based on three seminal theories. The Social Proof Theory (Cialdini, 2021) is based on the premise that people use the behaviour and opinions of others when they have to deal with uncertainty, especially in the online realm where the evaluation of products is insufficient. The recent meta-analytic studies by Sanak-Kosmowska (2021) have proven that the mechanism of social proof plays a huge role in purchase intentions (0.42, p < 0.001). Nonetheless, Nguyen, Holle and Phan (2025) believe that the negative eWOM can result in defensive reactions as opposed to conformity, which suggests the irrelevance of the theory to all.
One of the models that continue to form the basis of influencer studies is the Source Credibility Model (Ohanian, 1990) and its three dimensions of expertise, trustworthiness, and attractiveness. The feasibility of this model in various cultural settings is supported by the cross-cultural meta-analysis by Hu et al. (2025), who examined 91 studies. More importantly, though, they discovered that Chinese consumers focus more on attractiveness and interactivity, while the Western consumer is more focused on expertise and content credibility – which is an indication of cultural contingency in the application of the model.
The one-sided emotional connection that followers have with influencers is explained by the Parasocial Interaction Theory (Labrecque, 2014). Lou, Taylor and Zhou (2023) show that there are platform conditions that mediate these relationships. However, Duffek et al. (2025) warn that even though 88 per cent of customers want to be presented with authenticity, almost half of them believe that influencers are inauthentic, which presents a major paradox in trust in contemporary influencer marketing.
Figure 2.1: Integrated Theoretical Framework
	SOCIAL PROOF THEORY
Reliance on others' opinions under uncertainty
	SOURCE CREDIBILITY MODEL
Expertise, Trustworthiness, Attractiveness
	PARASOCIAL INTERACTION
Emotional bonds with influencers

	↓                    ↓                    ↓

	CONSUMER TRUST → PURCHASE INTENTION


Source: Author's compilation from Cialdini (2021), Ohanian (1990), and Labrecque (2014)
[bookmark: _Toc220968668]2.3 Online Reviews and Consumer Behaviour
Word-of-mouth is an electronic aspect that defines consumer buying behaviours. According to Roy et al. (2025), there are eight latent constructs that define the purchase intentions, such as perceived persuasion, the credibility of the information, and the adoption of the eWOM. Their structural equation modelling indicates that information credibility becomes the important determinant (0.38, p < 0.001) of eWOM effectiveness. This observation conforms to the findings of Ngo et al. (2024) that credibility has a considerable effect on the usefulness of information and adoption by social media users.
But there are some contradictory facts on the direct relation between eWOM and purchase intention. Velnadar et al. (2024) discovered that positive eWOM does positively influence the purchasing behaviour, but trust in information mediates the correlation – low-trusted consumers do not respond positively to positive eWOM. Moreover, Srivastava, Abhishek and Pandey (2025) hold that eWOM and customer brand engagement have a two-way relationship, thus provoking the linear causality assumption that the earlier research has adopted.
Table 2.1: Summary of Key eWOM Research Findings (2024-2025)
	Author(s)
	Key Finding
	Methodology
	Limitation

	Roy et al. (2025)
	Eight constructs determine purchase intention
	CB-SEM (n=696)
	Indian context only

	Ngo et al. (2024)
	Credibility → usefulness → adoption
	PLS-SEM (n=337)
	Cross-sectional design

	Velnadar et al. (2024)
	Trust moderates eWOM-behaviour link
	Hierarchical regression (n=652)
	Self-reported measures


Source: Author's compilation from reviewed literature


[bookmark: _Toc220968669]2.4 Influencer Marketing and Purchasing Decisions
The extensive meta-analysis by Pan et al. (2025) based on 71 articles (571 effect sizes) offers strong arguments that social media influencers are far more effective than brand posts, virtual influencers, and celebrities in developing consumer interest and buying intent. Their structural equation model of meta-analysis proves that the influencer effectiveness works indirectly through the mechanism of credibility and attractiveness. This disproves earlier presumptions of direct persuasion effects.
The authenticity paradox is a debatable issue of true literature. In Gohil et al. (2025), the authenticity of the influencers is a crucial predictor of Gen Z purchase intention with the mediation of trust (R² = 0.47). In contrast, Duffek et al. (2025) pinpoint the lack of a connection: even though 88 per cent of consumers are considering authenticity, 35 per cent of consumers believe that influencers are deceitful in terms of branded content. A solution is provided by Baghel (2024), who suggests that disclosure of sponsorship, in fact, increases instead of reducing trust, contrary to the intuitive expectation of commercial contamination.
In terms of influencer levels, micro-influencers have an engagement rate that is four times greater than that of celebrity influencers in the UK markets (IMARC Group, 2025). This is explained by Venciute et al. (2023), who refer to influencer-follower congruence, or, in other words, perceived similarity increases the persuasion process. Yao et al. (2025), however, argue that the high-level influencers have more reach with a lower engagement rate, hence present strategic trade-offs to the marketers.
[bookmark: _Toc220968670]2.5 Interaction Between Reviews and Influencers
The interaction between eWOM and influence marketing is under-researched. This kind of evidence is offered by Igarashi et al. (2024), who state that influencer suggestions and user reviews should be used together but not in place of each other to establish consumer trust. They have an integrated marketing communications approach that implies that both elements should be strategic when used together in the brands. George et al. (2025) build on this line of reasoning and show that both sources of information lead to the cumulative effect of information quality on purchase intention via perceived usefulness pathways.
Most importantly, though, Pervaiz et al. (2023) find possible contradictions in that the influencer endorsements may conflict with user reviews, as a result of which cognitive dissonance emerges and makes consumers prioritise peer reviews over influencer-based recommendations. This chain of trust is very relevant to the integrated digital marketing strategies.
[bookmark: _Toc220968671]2.6 Critical Analysis of Existing Literature
In spite of the major progress, there are still considerable gaps in the literature. Pan et al. (2025) methodologically note that measurements scales are not consistent among the studies, credibility, in particular, has been operationalised using different divergent proxies such as expertise, authenticity, and trustworthiness. Regarding the geographical specificity of the studies, the UK-specific research is still scarce, and the majority of studies are carried out in the context of Asia or North America (Hu et al., 2025). In theory, the interplay between the effects of eWOM and influences deserves more empirical studies on the issue, especially the moderating conditions through which both factors are dominant.
[bookmark: _Toc220968672]2.7 Conceptual Framework
Figure 2.2 depicts the conceptual framework on which this investigation will proceed based on the literature synthesis. The independent variables are online review characteristics (valence, volume, recency) and dimensions of influencer credibility (expertise, trustworthiness, attractiveness). These predictors are related to the purchase intention through consumer trust, whereas product type and consumer demographics mediate the relationship.
Figure 2.2: Conceptual Framework for the Study
	INDEPENDENT VARIABLES
• Review Characteristics
• Influencer Credibility
	→
	MEDIATING VARIABLE
Consumer Trust
	→
	DEPENDENT VARIABLE
Purchase Intention

	↑ Moderators: Product Type, Consumer Demographics ↑


Source: Developed by the author based on literature review
[bookmark: _Toc220968673]2.8 Chapter Summary
This chapter has critically analysed both the theoretical basis and the modern empirical data on the topic of online reviews and influencer marketing. Among the new findings, it is possible to note the strength of the theory of source credibility across cultures (Hu et al., 2025); the crucial mediating effect of consumer trust (Velnadar et al., 2024); and the authenticity paradox that puts influencer marketing to the test (Duffek et al., 2025). The methodological approach to be presented in Chapter 3 will be based on the conceptual framework that will be developed.
[bookmark: _Toc220968674]CHAPTER 3: RESEARCH METHODOLOGY
[bookmark: _Toc220968675]3.1 Introduction
This chapter explains and supports the methodology that forms the basis of this study into the information on online reviews and influencer marketing and their impact on consumer purchasing decisions in the UK. In line with the Saunders, Lewis, and Thornhill (2023) research system, the chapter is a systematic approach to discussing research philosophy, research approach, research design, data sources, sampling, methods of data collection, methods of data analysis, ethical issues, and measures of validity. It is based on the secondary data analysis by means of the descriptive synthesis technique with the help of Microsoft Excel.
[bookmark: _Toc220968676]3.2 Research Philosophy
This paper uses a positivist philosophy of inquiry that holds that reality is not contingent on human perception and can be accessed objectively (Saunders, Lewis and Thornhill, 2023). Positivism, in terms of epistemology, believes that observations bring about knowledge, and hence it can be used to synthesise the empirical evidence on eWOM and influencer marketing that is already present in the literature. Ontologically, this philosophy presupposes that consumer behaviour patterns are objective realities that have been recorded in various research sources.
The reason why interpretivism was dismissed is the focus on the subjective meaning and close knowledge of the individual experiences in this philosophy (Creswell and Creswell, 2023). Although useful in studying consumer motives, interpretivism demands primary data gathered either by interview or ethnography, which is neither feasible in the scope or timeframe of the present study. Likewise, critical realism was also disapproved of because it centres on the processes of causality underlying it that need elaborate primary inquiry (Bryman, 2016). The secondary data synthesis methodology used is in line with the focus of positivism on documented and observable findings.
[bookmark: _Toc220968677]3.3 Research Approach
It uses a deductive methodology, according to which a conceptual framework based on existing theories, such as Social Proof Theory, Source Credibility Model, and Parasocial Interaction Theory, guides the development of the systematic review and synthesis of existing empirical evidence (Saunders, Lewis and Thornhill, 2023). This method shifts away, however, to general theoretical propositions, to the analysis of the particular findings presented in secondary literature.
The inductive methodology was rejected due to the fact that it is a theory-construction based on raw data trends, which implies a huge amount of primary data and repeated processing (Bryman, 2016). Since theoretical concepts in influencer marketing have a long and successful history (Pan et al., 2025), an inductive synthesis of the current results is a more suitable approach. Also, abductive reasoning was eliminated because it involves a cyclic action between theory and primary data – inappropriate when synthesising secondary data, as in the current study.
Figure 3.1: Research Onion Framework for This Study
	Layer
	Choice Made (Justification)

	Philosophy
	Positivism (objective, observable reality)

	Approach
	Deductive (theory-guided synthesis)

	Strategy
	Archival research (secondary data synthesis)

	Choice
	Mono-method quantitative

	Time Horizon
	Longitudinal (2010-2025)

	Techniques
	Descriptive synthesis (Microsoft Excel)


Source: Adapted from Saunders, Lewis and Thornhill (2023)
[bookmark: _Toc220968678]3.4 Research Design
This research design is descriptive research that involves the synthesis of secondary data. Johnston (2017) argues that the secondary data analysis allows researchers to analyse and synthesise the results of professionally collected datasets and published research, which would otherwise be inconvenient to collect. This method is specifically effective when it comes to the study of consumer behaviour trends over the period of 2010-2025 to obtain longitudinal results based on the compilation of empirical evidence that is already present.
Survey was not accepted as the primary source of data collection because of a number of reasons. To start with, the achievement of representative samples of consumers in the UK would be cost- and time-consuming, which falls outside the scope of this study (Bell, Bryman and Harley, 2022). Second, the previous data available in Statista, YouGov, and scholarly research have larger sample sizes and professionally tested results. Third, experimental designs were discarded owing to the inability to manipulate the characteristics of influencers in a controlled environment to have ecological validity for studying consumer behaviour in the real world (Creswell and Creswell, 2023).
[bookmark: _Toc220968679]3.5 Data Sources and Selection Criteria
To make sure that the secondary data is comprehensive and triangulated, it is gathered from several reliable sources (Saunders, Lewis and Thornhill, 2023). Table 3.1 elaborates on the sources of data used.
Table 3.1: Secondary Data Sources and Selection Criteria
	Source Category
	Specific Sources
	Data Types

	Academic Databases
	EBSCO, ProQuest, Google Scholar, Scopus
	Published research findings, reported statistics

	Market Research
	Statista, Mintel, YouGov, IMARC Group
	UK consumer statistics, market trends, demographics

	Industry Reports
	Trustpilot, BrightLocal, IZEA, Traackr
	Review behaviour data, influencer impact metrics

	Government/Regulatory
	CMA, ASA, ONS reports
	Consumer protection data, regulatory statistics


Source: Author's compilation
The selection criteria are: (1) published since 2010-2025; (2) the data is UK-based or includes the sample of consumers in the UK; (3) quantifiable results, which would be related to the research goals; and (4) peer-reviewed scholarly articles or credible industry reports (Johnston, 2017).
[bookmark: _Toc220968680]3.6 Sampling Technique
The purposive sampling technique is used in the case of the secondary sources, as in this case, the studies and reports are selected based on their relevance to the research goals (Saunders, Lewis and Thornhill, 2023). This non-probability methodology will make sure that only those sources have findings that are relevant to eWOM characteristics, influencer credibility, consumer trust, and purchase intention.
The random sampling of literature was to be rejected due to the inequalities of the applicability of all available sources of the secondary materials to the research questions (Snyder, 2019). The inclusion criteria include the following: UK consumer emphasis; quantifiable reported results; publication in credible journals or by recognised market research organisations; and methodological reporting. Exclusion criteria will do away with any sources whose sampled population is not based in the UK, news content that is not empirically proved, or data that is older than 2010.
[bookmark: _Toc220968681]3.7 Data Collection Methods
Methodological rigour is guaranteed by a system of data collection. The search terms applied to the databases are: online reviews AND consumer behaviour AND United Kingdom; influencer marketing AND purchase intention; eWOM AND trust AND United Kingdom (Tranfield, Denyer and Smart, 2003).
The procedure of extraction is standard: (1) find the relevant results in each source; (2) extract the reported statistics, percentages, and major findings; (3) catalogue the particularities of the sources such as sample sizes and methods; (4) bring the results to Microsoft Excel spreadsheets to make them easier to organise and synthesize. This method is systematic and reduces the selection bias and ensures reproducibility (Snyder, 2019).
[bookmark: _Toc220968682]3.8 Data Analysis Techniques
The secondary data are analysed using a descriptive synthesis strategy. It includes the systemic arrangement, comparison and synthesisation of results of various sources to discover patterns and themes related to the purpose of the research (Snyder, 2019). The framework of the analysis is provided in Table 3.2.
Table 3.2: Data Analysis Techniques and Justifications
	Technique
	Purpose
	Tool

	Data Compilation
	Organise findings from multiple sources systematically
	Microsoft Excel

	Descriptive Summary
	Summarise key statistics and percentages from sources
	Microsoft Excel

	Thematic Synthesis
	Identify patterns and themes across research findings
	Manual analysis

	Visual Presentation
	Create charts and tables to display synthesised findings
	Microsoft Excel

	Comparative Analysis
	Compare findings across different studies and time periods
	Microsoft Excel


Source: Author's compilation
The use of sophisticated statistical packages like SPSS was not accepted since this research is synthesising published data instead of performing primary statistical analysis on raw data (Snyder, 2019). Microsoft Excel has enough functionality to arrange the data, to create summary tables, and to create visual representations of the synthesised results. This methodology suits a desk-based study based on the secondary sources.

[bookmark: _Toc220968683]3.9 Ethical Considerations
The research based on secondary data does not have as many ethical considerations as the ones involving primary research because it does not involve direct interaction with the participants (Saunders, Lewis and Thornhill, 2023). However, there are a number of ethical principles that this study follows. Every piece of information is received in the open or lawfully availed repositories – no secret or trade information is used. The full recognition of the sources is ensured by appropriate Harvard referencing, which preserves the academic integrity (UWTSD, 2024). Reporting of findings is not done selectively or manipulatively. The research is in accordance with UWTSD ethical standards of dissertation research.
[bookmark: _Toc220968684]3.10 Validity and Reliability
There are a number of measures that guarantee the quality of research. The external validity is increased with the help of using the sources of multiple data collected by reputable organisations having large sample sizes in the UK (Bell, Bryman and Harley, 2022). The internal validity is justified by the choice of peer-reviewed academic literature and published market research reports. It is also reliable because of data triangulation, which is the comparison and corroboration of results obtained by various independent sources (Johnston, 2017). The synthesis process can be evaluated on the basis of methodological rigour by making the synthesis process transparent.
[bookmark: _Toc220968685]3.11 Chapter Summary
The approach methodology (positivist philosophy, deductive approach and synthesizing the secondary data using Microsoft Excel) has been justified in this chapter. The data collection and analytical methods of the systematic data collection and thematic analysis will allow a thorough synthesis of the available evidence. The results and discussion are provided in Chapter 4.



[bookmark: _Toc220968686]CHAPTER 4: DATA ANALYSIS AND DISCUSSION
[bookmark: _Toc220968687]4.1 Introduction
This chapter reflects the synthesis and critical analysis of the secondary data gathered in the academic databases, market research reports, and industry sources to meet the objectives of the research. The reviewed research questions are: (1) the effect of features of online reviews on consumer buying intentions in the UK; (2) the effect of credibility and authenticity of influencers on consumer buying behaviour; and (3) the synergistic effect of reviews and influencer endorsements on consumer trust. In accordance with the descriptive synthesis methodology presented in Chapter 3, data obtained through the use of multiple sources are summarised, contrasted, and tested critically with the help of Microsoft Excel to detect patterns and make evidence-based conclusions.
[bookmark: _Toc220968688]4.2 Data Presentation
Peer-reviewed journals, market research organisations, and industry reports that have been published between 2022-2025 were used to gather secondary data in a systematic manner. Table 4.1 gives the summary of the main data sources used, their nature, and the main variables that have to be selected in the synthesis process.
Table 4.1: Overview of Secondary Data Sources
	Source
	Type
	Sample Size
	Key Variables

	Qiu & Zhang (2024)
	Meta-analysis (156 studies)
	69,006
	Review valence, volume, credibility

	Pan et al. (2025)
	Meta-analysis (71 papers)
	571 effects
	Influencer credibility, engagement

	IZEA (2024)
	UK Consumer Survey
	1,000+ UK
	Trust, purchase behaviour, platform use

	Sprout Social (2024)
	UK/US Consumer Survey
	2,000
	Influencer purchase frequency

	CMA (2025)
	UK Government Report
	National
	UK review usage, spending impact

	Statista (2024-2025)
	Market Research
	Various
	Market size, consumer attitudes


Source: Author's compilation from secondary sources
The data that is synthesised is more than 140,000 observations involving the meta-analyses, consumer surveys and market research and has a strong evidence base to answer the research questions. This longitudinal coverage (2010-2025) allows for determining the changing trends of consumer behaviour in the UK digital marketplace.
[bookmark: _Toc220968689]4.3 Analysis of Online Reviews Impact on UK Consumer Purchase Intentions
This section will discuss Research Objective 1 and Research Question 1: What is the impact of online reviews on the purchasing intentions of UK consumers? The synthesis unveils strong pieces of evidence that online reviews impact UK consumer behaviour in various aspects.
Influence of Review Valence: According to a meta-analysis of 156 studies by Qiu and Zhang (2024), the closest relationship between review valence and purchase intention is 0.563, which is higher than the correlation between review valence and other review features under consideration. This is a high effect size, which implies that positive reviews have a strong effect on increasing the likelihood of making a purchase. Most importantly, though, this correlation is unequal: According to Power Reviews (2025), one negative review will discourage as many as 30 potential customers, and it will take 12 new positive reviews to cancel the effect of one negative one. This negativity effect fits the Prospect Theory analysis, implying that UK consumers are more likely to give more weight to losses in comparison to their counterparts' gains.
Effect of Review Volume: The synthesis provides the strong affection between the volume of reviews and the perceived product quality. Capital One Shopping (2025) also claims that 60 per cent of UK consumers claim that the quantity of reviews affects their purchasing behaviour. Moreover, the rate of conversion rises by 270 per cent when there are five or more review products than those that have no review products. It is worth noting that Qiu and Zhang (2024) discovered that, in some instances, review volume is more effective in sales than valence, which implies that review volume acts as a proxy measure of product popularity and market authentication.
Review Recency Influence: Temporal moderators have a strong influence on the effectiveness of reviews. Capital One Shopping (2025) says that 20 per cent of consumers in the United Kingdom are only willing to read reviews from the last two weeks and that, on average, consumers take up 13 minutes and 45 seconds to read about 10 reviews until they can trust the business. This is due to the recency effect, which holds that old reviews become less credible, possibly due to the fact that the consumer thinks that the old review is less reflective of the current standards of product quality or service.
Table 4.2: Synthesis of Online Review Impact on UK Consumer Behaviour
	Review Characteristic
	Key Finding
	Effect Strength
	Source

	Valence (Positive)
	r = 0.563
	Strong positive
	Qiu & Zhang (2024)

	Valence (Negative)
	Deters 30 customers
	Strong negative
	Power Reviews (2025)

	Volume (5+ reviews)
	+270% conversion
	Very strong
	Capital One Shopping (2025)

	Recency (<2 weeks)
	20% only read recent
	Moderate
	Capital One Shopping (2025)

	Credibility
	r = 0.38
	Moderate-strong
	Roy et al. (2025)


Source: Author's synthesis from multiple secondary sources
Figure 4.1: UK Consumer Online Review Behaviour Statistics
	Read reviews before purchase
	93% ████████████████████

	Trust reviews as personal recommendations
	42% ██████████

	Check reviews for new retailers
	50% ████████████

	Research online before major purchase
	54% █████████████


Source: Compiled from Trustmary (2025), Artios (2025), Statista (2024)
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This section will discuss Research Objective 2 and Research Question 2: What is the extent to which influencer endorsements impact buying behaviour? Synthesis shows that there are high levels of but demographically disaggregated levels of influencer effects on the UK consumers.
Influencer Credibility and Expertise: The extensive meta-analysis by Pan et al. (2025) provides the confirmation that social media influencers are much more effective than brand posts, virtual influencers, and celebrities in generating consumer engagement and purchase intention. This is seen in their meta-analytic structural equation model, which shows that influencer effectiveness works indirectly by using credibility and attractiveness processes instead of direct persuasion. This is supported by IZEA (2024), which concludes that 54 percent of UK respondents believe the posts created by influencers are more trustworthy than the ones created by celebrities, and that perceived authority and familiarity outweigh popularity.
Trustworthiness and Authenticity: The authenticity paradox comes out as a very imperative finding. According to Duffek et al. (2025), although 88% of consumers expect the influencers to be authentic, almost 50 per cent of consumers realise that an influencer is an inauthentic person, and 35 per cent of consumers consider influencers to be dishonest with branded content. Importantly, according to Statista (2024), only 28% of UK Gen Z and 18% of millennials attribute credibility to influencer advertisements, the trustworthiness of which is significantly lower than those of other media advertisements. This lack of trust is a significant problem for influencer marketing success in the UK market.
Demographic Variations in Purchase Behaviour: Influencer marketing has proven to lead to the purchases of younger groups of people despite the trust issues. According to IZEA (2024), 79 out of 100 (UK) 18-29-year-olds have bought products following an influencer usage, as opposed to 51 out of 100 across the UK age categories. In addition to this, 75 per cent of the young consumers in the UK have made purchases using social commerce functionalities. This generation gap indicates that influencer marketing performance is highly age-moderated, with decreasing returns among older generations.
Table 4.3: Influencer Marketing Impact on UK Consumer Behaviour by Demographic
	Metric
	18-29 yrs
	30-44 yrs
	45-60 yrs
	60+ yrs

	Purchased from influencer
	79%
	58%
	35%
	24%

	Follow 21+ influencers
	55%
	32%
	18%
	8%

	Trust influencer vs celebrity
	62%
	54%
	45%
	31%

	Social commerce purchase
	75%
	48%
	29%
	12%


Source: Synthesised from IZEA (2024), Statista (2024), Sprout Social (2024)
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In this part, the research question 3 and research objective 3 are discussed: What is the relationship between reviews and influencers in terms of general consumer trust and decision-making?
Complementary Effects on Trust: The complementary effect is found in synthesis, as online reviews and influencer endorsements do not substitute one another; they complement each other to create consumer trust. As Igarashi et al. (2024) prove, when the integrated marketing communications, i.e., the combination of both elements, are used, the effect of trust is stronger than the effect of either of the components. George et al. (2025) build upon this result, demonstrating that the quality of information provided by both of them has a cumulative effect on the purchase intention via the perceived usefulness pathways.
Trust Hierarchy and Conflict Resolution: Crushingly, when the influencer endorsements conflict with the reviews of the users, there is an apparent hierarchy of trust. Pervaiz et al. (2023) have discovered that the consumers that experience cognitive dissonance eventually prefer peer reviews to influencer recommendations. The implications of this finding are quite important: the campaign of influencers that is not supported by positive user reviews can only create a certain degree of trust, whereas the products with good review profiles do not need as much investment into influencer campaigns.
This combination of effects is heavily mediated by product type and demographics of the consumer. According to Qiu and Zhang (2024), in the case of hedonic (fashion, beauty) products, the influence of an influencer prevails, and in utilitarian products (electronics, appliances), the influence of the characteristics of reviews is larger. Age also softens these influences, with younger consumers (18-29) responding more to influencer content and older consumers seeking more information about reviews.
Table 4.4: Combined Effects of Reviews and Influencers on UK Consumer Trust
	Scenario
	Reviews
	Influencer
	Trust Outcome

	Aligned positive signals
	Positive
	Positive
	HIGHEST TRUST

	Reviews only (no influencer)
	Positive
	Absent
	High trust

	Influencer only (no reviews)
	Absent
	Positive
	Moderate trust

	Conflicting signals
	Negative
	Positive
	Reviews dominate


Source: Author's synthesis from Igarashi et al. (2024), Pervaiz et al. (2023)
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Theoretical Implications: The results were significant to the Social Proof Theory (Cialdini, 2021), as 93 per cent of UK customers read reviews prior to making a purchase, which is evidence of relying on others based on the uncertainty. The r = 0.563 correlation between the review valence and the purchase intention is strong evidence that the social validation mechanisms are very powerful when it comes to the digital marketplaces. Partially, the Model of the Source Credibility (Ohanian, 1990) is also proved: credibility of the influencer and attractiveness lead to purchase intention but 50 percent of perceived inauthenticity implies that the issue of trustworthiness is still open. The high age-based differences would support the Parasocial Interaction Theory (Labrecque, 2014), where the younger the consumer, the stronger the parasocial bonds (79% purchase rate).
Comparison with Existing Literature: The results are consistent with the conclusion made by Pan et al. (2025) that the influence of influencers is superior to the effect of traditional celebrity endorsing but does not align with the assumptions about the direct effects of persuasion previously used to interpret the effects of influencers; according to the findings, the indirect effects are mediated by credibility and trust. The negative bias in ratings (1 negative rating per 12-1 ratings) looks beyond the study of Velnadar et al. (2024) regarding eWOM asymmetry. Nevertheless, the UK-specific lack of trust towards influencer advertising (only 18-28% of younger demographics trust) is a significant deviation from more promising results around the world, which may indicate that UK consumers are more sceptical than the international ones.
Unexpected Findings: There were two unexpected patterns. First, although there is a low-reported trust towards influencer advertisements, young consumers in the UK have high purchase behaviour, which implies that the trust-behaviour disconnect occurs, meaning implicit influence is present even though explicit scepticism is present. Second, the hierarchy that places reviews above influencers in the event of conflict goes against assumptions that the experience of parasocial relationships would build influencer loyalty, rather than peer opinions expressed by unfamiliar reviewers.
Table 4.5: Summary of Key Findings Aligned with Research Objectives
	Research Objective
	Key Finding
	Evidence Strength

	RO1: Review characteristics impact
	Valence (r=0.563), volume (+270% conversion), recency strongly influence UK purchase intentions
	STRONG

	RO2: Influencer credibility impact
	79% young UK consumers purchase from influencers; trust paradox exists (88% want vs 50% perceive authenticity)
	MODERATE

	RO3: Combined effects on trust
	Complementary effects; reviews dominate when signals conflict; product type moderates
	STRONG


Source: Author's synthesis
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This chapter has summarised secondary data that responded to the three research objectives. The results indicate that online reviews focus on the UK consumer buying intentions, which have significant and quantifiable impacts, with valence showing the best correlation (r = 0.563). Influencer marketing has a significant influence on younger audiences (79% of buyers are aged 18-29 years) yet has a high level of authenticity credibility gap. Reviews and endorsements by influencers have complementary effects on trust when combined but reviews prevail in conflict situations. These results form the basis of strategic suggestions contained in Chapter 5.
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The concluding chapter is a synthesis of the major findings made in the secondary data analysis, illustrates that research objectives have been achieved, study limitations have been mentioned, and strategic suggestions to marketers in the United Kingdom have been given. At the end of the chapter, the recommendations on future research directions have been made.
[bookmark: _Toc220968696]5.2 Summary of Research Findings
To answer RQ1 (effect of online reviews), the synthesis indicates that the review valence has the highest correlation with purchase intention (r = 0.563), and 93% of the consumers in the UK reviewed online information before purchasing products. Importantly, the effect of negative reviews is disproportionate, one negative review may scare away 30 potential customers, and 12 positive reviews are needed to offset it. Increased volume in terms of reviews boosts conversion rates by 270 per cent in cases where there are five or more reviews on the products.
In terms of RQ2 (influencer endorsements), 79 per cent of consumers aged 18-29 in the UK have purchased a product after being influenced by an influencer, as opposed to only 24 per cent of people aged 60 or older. Nevertheless, another major authenticity paradox can be defined: even though the majority of consumers (88 per cent) require authenticity, only a quarter of Gen Z and two-fifths of millennials believe influencer ads. The influencers, in turn, win over the celebrities (54% preference), but have significant issues with credibility.
In the case of RQ3 (interaction effects), the evidence reveals that reviews and influencer endorsements produce positive trust effects in the case of aligning them. Nevertheless, peer reviews prevail when there is conflict between signals which bring about a distinct chain of trust where influencer recommendations are not considered seriously and their implications hold great weight in relation to integrated marketing communications.
[bookmark: _Toc220968697]5.3 Achievement of Research Objectives
Research Objective 1 (investigate the effects of review characteristics) was fulfilled by synthesising the meta-analysis and industry reporting of Qiu and Zhang (2024), where the influence of valence, volume and recency on consumer purchase intentions in the UK was quantified. 
Research Objective 2 (what is the impact of influencer credibility) was achieved through research on the IZEA (2024), Pan et al. (2025), and Statista (2024) data, which demonstrated the differences in demographics and the authenticity paradox. A combination of the results of Igarashi et al. (2024) and Pervaiz et al. (2023) was used to meet Research Objective 3 (analyse combined effects) and determine the trust hierarchy. Research Objective 4 (deliver strategic recommendations) is achieved in the following Section 5.6.
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This study has three contributions to knowledge. It will first offer a modern synthesis (2022-2025) of eWOM and influencer marketing literature in the specific context of the UK market as a gap in geographic coverage in research literature. Second, it determines the trust-behaviour paradox among the consumers in the UK the high purchase rates even though the stated trust in the influencers is low. Third, it set the hierarchy of trust in favour of the peer reviews in case of information source inconsistency providing practical advice to integrated digital marketing strategies.
[bookmark: _Toc220968699]5.5 Limitations of the Study
A number of restrictions should be admitted. To start with, use of secondary data restricted control of data collection procedures, sample attributes and measurement tools. Second, the UK market is geographically constrained in terms of its generalisability to other cultural settings. Third, the period (2010-2025) might fail to reflect the swift development of such platforms as TikTok Shop. Fourth, the retail, fashion and technology segmentation of the industry may not be relevant in terms of services or B2B. Lastly, the descriptive type of synthesis did not help in testing causal relationships using primary statistical testing.
[bookmark: _Toc220968700]5.6 Recommendations for Practice
Four strategic recommendations are gained based on the findings for the UK marketers. (1) Review management: As the reviews end up being the most effective way of forming trust, proactively get good reviews and monitor negative comments effectively and in a timely manner. (2) Introduce the age-segmented influencer strategy: invest in influencers with 18-29 groups where they are most effective. (3) Align signals: Coordinate the influencer campaigns with high review profiles to achieve the greatest effect complement. (4) Focus on authenticity: Collaborate with influencers who have a high level of explicit, authentic interaction to overcome the authenticity credibility gap.
[bookmark: _Toc220968701]5.7 Suggestions for Future Research
The future research ought to deal with these limitations by using primary data sources such as surveys or experiments with UK consumers to determine causal relationships. It would be helpful to have longitudinal research on the changing opinions of consumers regarding AI-generated influencers. Generalisability could be improved using cross-cultural comparisons of the UK and European markets. Lastly, a qualitative study of trust-behaviour paradox would give a more detailed understanding of implicit influence processes.
[bookmark: _Toc220968702]5.8 Chapter Summary
This dissertation has shown that online reviews and influencer marketing have a large influence on the consumer buying decisions in the UK, as reviews have a large role in the decision hierarchy of trust when there are discrepancies in the information sources.
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[bookmark: _Toc220968705]Appendix A: Summary of Key Statistics from Secondary Sources
	Statistic
	Value
	Source

	UK consumers reading reviews before purchase
	93%
	Trustmary (2025)

	Review valence correlation with purchase intention
	r = 0.563
	Qiu & Zhang (2024)

	Conversion increase with 5+ reviews
	+270%
	Capital One Shopping (2025)

	UK 18-29 purchased from influencer
	79%
	IZEA (2024)

	UK Gen Z trust in influencer ads
	28%
	Statista (2024)

	UK influencer market size (2024)
	£2.36 billion
	IMARC Group (2025)

	Consumers demanding authenticity
	88%
	Duffek et al. (2025)


[bookmark: _Toc220968706]Appendix B: Research Objectives and Questions Mapping
	Research Objective
	Research Question
	Chapter Addressed

	RO1: Examine review characteristics impact
	RQ1: What is the effect of online reviews on UK consumer purchase intentions?
	Chapter 4.3

	RO2: Assess influencer credibility influence
	RQ2: What is the level of influence of influencer endorsements on buying behaviour?
	Chapter 4.4

	RO3: Analyse combined effects on trust
	RQ3: What is the interaction between reviews and influencers on consumer trust?
	Chapter 4.5

	RO4: Provide strategic recommendations
	N/A - Practical application
	Chapter 5.6



[bookmark: _Toc220968707]Appendix C: Theoretical Framework Summary
	Theory
	Key Proposition
	Support in Findings

	Social Proof Theory (Cialdini, 2021)
	Consumers rely on others' opinions under uncertainty
	Strongly supported: 93% read reviews; r=0.563 for valence

	Source Credibility Model (Ohanian, 1990)
	Expertise, trustworthiness, attractiveness drive persuasion
	Partially supported: credibility works but trustworthiness problematic (50% inauthentic)

	Parasocial Interaction (Labrecque, 2014)
	Emotional bonds form with influencers
	Supported for young demographics: 79% purchase rate (18-29) vs 24% (60+)



[bookmark: _Toc220968708]Appendix D: Database Search Strategy
The following search terms and Boolean operators were used to identify relevant secondary sources:
• "online reviews" AND "consumer behaviour" AND "UK"
• "influencer marketing" AND "purchase intention"
• "eWOM" AND "trust" AND "United Kingdom"
• "social media influencer" AND "credibility" AND "buying behaviour"
• "review valence" OR "review volume" AND "purchase decision"
Databases searched: EBSCO Business Source Complete, ProQuest, Google Scholar, Scopus, Statista, Mintel, YouGov.
Inclusion criteria: Published 2010-2025; UK-focused or applicable; English language; peer-reviewed or reputable industry source.
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