[bookmark: _7xvhxy3cuhp]

[image: ]
THE ROLE OF ONLINE REVIEWS AND RATINGS IN SHAPING CUSTOMER TRUST IN UK FASHION INDUSTRY
Student Name: - Pathan Nurshamabanu Sarfarajkhan
Student ID: - 2412330
Lecturer Name: -
Submission Date: - 18 Feb 2026


Table of Contents
1. Introduction, Background and Research Problem	3
2. Research Aim, Objectives and Research Questions	4
2.1 Aim	4
2.2 Objectives	4
2.3 Research questions	4
3. Preliminary Literature Search	4
4. Research Methodology (Secondary Qualitative)	11
4.1 Research Design	11
4.2 Research Approach	11
4.3 Data Collection	12
4.4 Data Analysis	12
4.5 Ethical Considerations	13
5. Risks	13
6. Timeline (Gantt Chart)	14
Reference List	15




[bookmark: _rhgkf8i309rt][bookmark: _Toc222227766]1. Introduction, Background and Research Problem
UK fashion is a highly dynamic and a competitive sector of the retail economy that generates immense employment, consumer spending and digital innovation. Over the past few years, there has been a significant change in the industry towards online retailing based on the changing consumer lifestyles, the growth in internet penetration and that of the changing consumer trends. E-commerce has allowed fashion brands to be accessed by more people, as it is convenient, has diversity and lower prices. Nevertheless, online retailing has its own issues, especially because of the impossibility of consumers to examine physically such aspects of purchased items as the quality of clothes, fabric, fit and colour (Liu et al., 2024).
In this online domain, the online reviews and ratings have become a very important source of information to the consumers. Reviews also give an idea of what other users have gone through, and this enables customers to judge on the performance of the product and brand reliability. Ratings provide fast, readily available solutions of satisfaction on the whole and perceived quality. The reviews about the correctness of the sizing, the quality of materials, delivery and the policy of the returns are particularly significant to fashion buyers (Li et al., 2023). Online reviews and ratings as the variant of the electronic word-of-mouth have a great influence on the perception of the consumers and decrease the level of uncertainty in the process of the decision-making.
Although the role of online reviews and ratings are increasingly important, there have been concerns as to the credibility and impact of online reviews and ratings. Things such as fake reviews, biased opinions and information overload can cause distortion of consumer perception and loss of trust (Narciso, 2022). Although the discussed topic has been studied in online reviews in different industries, the understanding of how the individuals in the UK fashion industry perceive and rely on these online indicators is scarce. This research is thus appropriate in discussing this research problem by examining the relationship between online reviews, ratings and customer trust that help to understand customer behaviour in the UK fashion e-commerce market further.
[bookmark: _vgw0m93b1ssb]

[bookmark: _Toc222227767]2. Research Aim, Objectives and Research Questions 
[bookmark: _Toc222227768]2.1 Aim
This paper will discuss 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: _Toc222227769]2.2 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: _Toc222227770]2.3 Research questions
In order to meet these goals, the study will deal with the following research questions:
· What are the perceptions of online reviews and ratings used by the UK fashion consumers in evaluating the brands and products? 
· How do online reviews and ratings influence customer trust in UK fashion brands? 
· What is the role of customer trust formed through online reviews and ratings on purchase intentions in the UK fashion industry?
[bookmark: _kk3zlqpy8aca][bookmark: _Toc222227771]3. Preliminary Literature Search 
[bookmark: _q5eminwiz26e]Concept of Online Reviews and Ratings (eWOM)
Electronic word-of-mouth or eWOM is the spontaneous opinions and judgements made by consumers that are distributed through the digital pace in online business forums such as e-commerce websites, social media, blogs and review forums. Some of the most influential types of eWOM are online reviews and ratings as this allows consumers to share information about products, services and brands on a global scale and irrespective of time (Akdim, 2021). The eWOM is an everlasting strategy that can affect a good number of potential consumers at once unlike in the traditional word-of-mouth.
Reviews can be online which are generally a qualitative description of customer experience and ratings are simplified numerical or star-based analysis. Studies indicate that these two can work as complements in the decision-making process by consumers. Ratings are heuristic information that gives a consumer a rough idea about the overall quality of the product, whereas detailed reviews give diagnostic information, which enables the consumer to judge the attributes (Lee and Hong, 2021). Reviews are especially useful in the fashion industry where the qualities of the product such as fit, quality of fabric and even the precision of sizing and appearance cannot be evaluated by the online shopper. Peer-experience usually gives consumers less uncertainty and perceived risk with online purchases of fashions.
But the success of online reviews will be based on how credible they are. Issues of paid reviews, sponsored posts and biased opinions have made people more sceptical (He et al., 2022). Consequently, consumers can participate in selective appraisal whereby detailed, balanced and experience-based appraisal have more importance. This shows the importance of recognizing that it is not only important to find out whether online reviews exist but also how consumers perceive and rely on them in certain retail settings such as the fashion industry.
Customer Trust in Online and Fashion Retail Contexts
Customer trust is the central idea of online retailing, and it means that a customer is ready to trust a seller or a brand in case of uncertainty. Trust is necessary in the online space because there is no physical communication and evidence of products. It has also been thought that trust in online retail is also a multidimensional construct that involves beliefs on competence, honesty and reliability of a certain brand. The issue of trust is particularly important in the context of fashion retail since fashion products are very experiential and subjective. Garments and clothing cannot be physically inspected by the consumers, and they have to rely upon images, descriptions and opinions of third parties (Alluqmani et al., 2023). This adds perceived risk on product quality, sizing as well as returns. Therefore, trust does not just determine whether a consumer makes a purchase but also if they are not assured to try a new or unknown brand in the fashion industry. 
Online rating and reviews are important in building trust as social evidence. Favourable and regular reviews may indicate the presence of transparency and minimise information asymmetry among sellers and buyers. On the other hand, a brand reputation may be ruined by bad reviews or inconsistent feedback even with a well-established brand (Ahmad and Guzmán, 2021). Studies have shown that trust is not created wholly by means of the brand-controlled information but is significantly influenced by the user-generated information. Thus, online reviews become an imperative trust-gaining mechanism in online fashion retail.
[bookmark: _ejh052dm8ccg]Relationship Between Online Reviews, Trust and Purchase Intention
The level of relationship between online reviews, customer trust and purchase intention has been greatly recognized as true by existing literature. Online reviews determine the way consumers value the importance of risk and uncertainty that subsequently impacts the level of trust in the brand or product (Sung et al., 2023). The positive reviews and ratings are mostly linked to greater trust whereas negative reviews may decrease the purchasing behaviour by enhancing the risk perception. 
Trust is the mediating factor between online reviews and purchase intentions. This implies that the purchase decisions are affected indirectly through gaining trust by reviews (Azis et al., 2025). As an example, when consumers believe that reviews are real and present the real performance of the products, they are likely to buy fashion products. Such characteristics of reviews as clarity, relevance, consistency and credibility of the reviewer are also relevant in evaluating its effectiveness in fostering trust. 
Signalling Theory, eWOM theory and Elaboration Likelihood Model are theoretical frameworks that would explain this relationship. eWOM theory will be used to interpret how UK consumers rely on peer opinions rather than brand-controlled messaging when evaluating fashion products online. Signalling theory proposes that online reviews are quality signals in markets where there is information asymmetry as in fashion retailing (Kim and Xu, 2023). At the same time, the Elaboration Likelihood Model suggests that consumers may evaluate information, or it may be shallow evolution as the uses of cues such as star ratings (Kumar and Khanna, 2022). These theories have the ability to affect the trust and later purchase intention. 
As a business and management concept, this relationship is crucial to study to come up with effective digital marketing and reputation management strategies. Managers should take into account the presentation, monitoring and response of reviews to increase trust and promote positive purchasing behaviour. This also stands as an indication of the significance of research competencies in literature review critically, conceptualization, ethical data management and dissemination of research findings in the business practice professionally.
[bookmark: _xsrmesf2mvn6]Identified Research Gaps in the UK Fashion Industry
The role of the UK consumer in evaluating review credibility, balancing the user opinion and brand provided information as well as how consumers cope with conflicting opinions has been underresearched. Such a gap will help this research to fill some context-specific information regarding trust and purchase intention to augment academic knowledge as well as practical decision-making towards the UK fashion retailing.   
Table 1: Table for the relevant literature reviews
	Authors
	Aim and Objectives
	Methodology and Scope
	Findings
	Remarks

	Kim and Xu, 2023
	To examine the seller’s decision about offering refunds for online reviews of his products and consumer’s purchasing decision for their reviewing decision.
	Objective methods for online reviews function as signals of product quality under conditions of information asymmetry.
	A high-quality seller can offer cashback to a reviewer whether it is positive or negative.
	

	Azis et al., 2025
	To test the influence of online customer reviews and ratings mediated by trust on purchase intentions at Shopee Indonesia.
	Primary quantitative for investigating product categories of smartphones. 
	Digital customer feedback, including reviews and ratings,
drives the
improvement
of consumer trust, thereby impacting the intention to
purchase smartphones from Shopee Indonesia.

	

	Ahmad and Guzmán, 2021
	To explore whether negative online reviews on different aspects of a service have a similar or differential effect on brand equity
	One-panel study and three experimental studies in the restaurant and hotel industry.
	Negative reviews related to the tangibility, responsiveness and empathy dimensions have a more detrimental effect on brand equity.
	

	Alluqmani et al., 2023
	To understand VI (Visually impaired) people’s behaviour when selecting and purchasing clothes online. 
	Both observational and interview approaches.
The study focuses on challenges when performing everyday tasks and identifying shopping for clothes online.
	VI people mainly rely on (unreliable) search tools and check product descriptions by reviewing customer comments on websites suffering from inaccurate, misleading, and contradictory clothing descriptions.
	

	He et al., 2022
	To study the market for fake product reviews on Amazon.com
	Hand-collect data and a panel of data on products’ ratings and reviews on Amazon.
	Rating manipulation is mostly used by low-quality products.
	

	Sung et al., 2023
	To analyze the marginal willingness to pay for attributes that influence consumer trust and purchasing decisions.
	A conjoint survey by categorizing brands as famous and nonfamous and analyze the survey data using a multinomial logit model.
	consumers prefer high star ratings, a large number of reviews and a trustworthy shopping platform, even if other similar products are less expensive.
	

	Lee and Hong, 2021
	To examine the influence of perceived time pressure and purchase uncertainty on consumers’ evaluation and use of online reviews for information search
	An online survey to collect data from 560 Amazon Mechanical Turk users.
	Both perceived time pressure and perceived purchase uncertainty are positively associated with heuristic processing of online reviews
	

	Akdim, K., 2021
	To examine the impact of eWOM on its readers’ decision-making processes.
	A literature review of relevant academic articles in hospitality.
	Valence, relevance, understandability and visual cues are the most important antecedents of message usefulness and the reader’s behavioral intentions
	

	Jiang et al., 2025
	To investigate the state of commercial GRAS in the UK, identifying barriers to consumer participation and their potential role in fostering sustainable behaviour.
	A comprehensive typology (secondary qualitative) of UK GRAS providers.
	Bridging limited repair skills, unclear service information and gaps in consumer trust could promote greater use of GRAS.
	

	Chatterjee et al., 2022
	To examine the influence of online customer reviews (OCRs) and electronic word-of-mouth (eWOM) on customers’ purchase intention
	A survey involving 305 and 280 respondents for India and the UK, respectively.
	Gender has no effect on UK customers’ PUIs, whereas age and gender have considerable impacts on Indian customers’ PUIs.
	


[bookmark: _95snlrvixvlf][bookmark: _Toc222227772]4. Research Methodology (Secondary Qualitative)
[bookmark: _Toc222227773]4.1 Research Design
The study design in this research is qualitative and exploratory study. A study design that would be appropriate would be exploratory since the research aims at acquiring a more comprehensive understanding of the role played by online reviews and ratings in the formation of trust, as opposed to the quantification of causation. The qualitative design will permit the interpretation of themes, concepts and narratives as based on the existing academic and industry sources (Mishra and Dey, 2022). 
The secondary qualitative research will allow to synthesize and critically assess the existing knowledge on eWOM, customer trust and purchase intention in the fashion industry. Thai type of design is especially suitable for the business and management research since it helps to explore in a systematic and coherent way the research problem in the UK fashion context through the analysis of various sources including academic research and industry reports.  
[bookmark: _Toc222227774]4.2 Research Approach 
The research is based on an inductive research method in which the interpretations and findings are derived through the pre-conceived notions. An inductive approach will be able to develop insight at the bottom-up by revealing recurrent themes to trust, credibility and the way online reviews and ratings are perceived by the consumers.  
This is the best approach in qualitative research since the methodology offers flexibility in interpretation and enables new insights to be created out of the literature. Inductively, the study is expected to come up with a conceptual insight into the process of forming and influencing trust on online reviews in the UK fashion industry. This is aligned with interpretivist ideology which is widely used in consumer behaviour and marketing research where meaning and context are the main points of analysis.
[bookmark: _Toc222227775]4.3 Data Collection 
The data collection method that will be used in the study will be gathered by secondary resources which are published and publicly available. Peer-reviewed academic journals on marketing, consumer behaviour, e-commerce and fashion retail will be the main sources of the data. These sources will offer theoretical concepts and empirical evidence that are applicable to eWOM and trust (Ismagilova et al., 2021). Moreover, scholarly results will be contextualized to the business practices in the industry through the use of industry reports by reputable organisations such as fashion retail association, market research and digital commerce analysts. Published case studies and aggregated analysis of consumer reviews will also be sought where necessary to capture some practical information regarding the role of reviews in fostering trust and buying behaviour.
The systematic search strategy will be utilized by using the academic databases including Google Scholar, Emerald Insight and ScienceDirect. The keywords will be based on online reviews, eWOM, customer trust, retailing fashion as well as UK e-commerce. Relevancy, credibility, publication date and methodological rigour will be used to select sources to make sure the data is of good quality and authentic.
[bookmark: _Toc222227776]4.4 Data Analysis 
Thematic analysis as a well-known method of qualitative data analysis will be applied in analysing the collected secondary data. It enables identifying, analysing and interpreting common themes in multiple sources (Ahmed et al., 2025). It will require numerous steps in the analysis, starting with the acquaintance with the chosen texts and then the key concepts associated with online reviews, trust and purchase intention will be coded. These codes will then be unified into larger themes like credibility in the review, perceived risk, formation of trust and confidence by the consumer. Such a thematic structure will allow the researcher to generalize the findings of studies and trace the similarities, differences, and patterns in the literature. The thematic analysis also assists in critical appraisal as it enables the researcher to make comparisons between the theoretical views and facts.
An analytic approach would prove useful in terms of business and management since it is capable of demonstrating the competence to manage qualitative data in a systematic, interpretative and presentational manner that is likely to be relevant to both scholarly and practical audiences.
[bookmark: _Toc222227777]4.5 Ethical Considerations
This research will focus on ethical issues, although the secondary data will be used. All the sources will be fairly credited by proper citation and reference in order to prevent plagiarism and in recognition of intellectual property rights. Otherwise, only reliable and publicly accessible sources will be employed which will guarantee transparency and accountability.
No personal or sensitive information will be gathered and there will be no direct contact with human subjects. The research will comply with the guidelines of institutional research ethics and the overall principles of academic integrity and make sure that the results are reported in an honest, objective and responsible manner.
[bookmark: _dfw5p74afuii][bookmark: _Toc222227778]5. Risks
There are a number of hearts to the quality and the results of this research especially since the research uses a secondary qualitative methodology. The absence of qualitative studies revolving around online reviews, trust and consumer behaviour in the UK fashion industry is one of the major risks. Although numerous works on eWOM and online reviews have been developed, they are mostly related to global or non-fashion contexts which may limit the precision of industry-specific information that could be applied to the UK fashion market.
The other threat is the researcher interpretation bias since qualitative analysis involves subjective judgment of identifying and determining the themes, using secondary sources. Lack of primary data implies that the interpretations depend heavily on the manner in which the findings are presented in available literature and these could be misinterpreted or specific focus is made in case their application is not taken care of (Baldwin et al., 2022). 
The threat is associated with the relevance of data and timeliness as well consumer behaviour and digital platforms are changing at an alarming pace. The previous research might not be as representative of the modern trends such as social commerce, influencer-based reviews or post-pandemic online buying behaviours. In order to minimize this risk, preference will be paid to recent and reputable publications.
[bookmark: _Toc222227779]6. Timeline (Gantt Chart)
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Figure 1: Timeline (Gantt Chart)
(Source: Self-developed)
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