



INVESTIGATING THE RELATIONSHIP BETWEEN ONLINE REVIEWS AND CONSUMER PURCHASING DECISIONS FOR LAPTOPS IN THE UK

Table of Contents
Introduction	3
Research Background	3
Problem Statement	4
Rationale of the study	4
Aim	4
Research Objectives	5
Research Questions	5
Literature Review	6
Importance of digital marketing to change consumer’s perspective towards laptop purchasing	6
Role of Positive and Negative online reviews to attract or distract customer’s attention towards laptops	6
Theoretical framework	6
Literature gap	8
Methodology	8
Research philosophy, approach and design	8
Data collection and Research Method	8
Data Analysis	9
Timeline	9
Reference List	13



[bookmark: _Toc181809743]Introduction
[bookmark: _Toc181809744]Research Background
Digital marketing allows people to leverage multiple digital channels including social media, search engine optimization, pay per click, email marketing for connecting with the existing consumers. Online reviews being a part of digital marketing are these days increasingly treated as the important information source which facilitates the customers for making purchasing decisions. Online reviews have the power of attracting new consumers, providing confidence and reducing doubts raised during the purchasing decision of the consumers (Pires et al. 2022).  
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Figure 1: Most common electronic devices to purchase online
(Source: Statista, 2024)
Therefore with the continuous advancement of technology, online shopping is becoming the most preferred method to purchase a laptop, providing customers with the efficient and seamless shopping experience. Digital marketing enables the businesses for driving awareness as well as traffic for online stores as well as converting website visitors within consumers. Smartphones as well as laptops remain as the top 2 devices in the United Kingdom for online shopping with 69% and 43% of online shoppers respectively (Statista, 2024). 
[bookmark: _Toc181809745]Problem Statement
At the time of purchasing laptops, the major factors customers focus on are features, service availability and price (Narvekar, 2023). The main problem faced by consumers is there are vast amounts of options available online which create confusion among the consumers to choose a single one from them. In addition to this, there is another major problem faced by consumers is not availability of the proper way of interacting with consumers. In this context, as a part of digital marketing, the online consumer reviews with product images can work as the most effective solution to help in laptop buying choice.  
[bookmark: _Toc181809746]Rationale of the study 
In the context of the Electronics industry, digital marketing is the most effective strategy for promoting the electronic products differently. This gives the detailed explanation regarding the laptop for helping the audience to understand them better. One of the major problems consumers are facing is that through several years they have no such access towards the shape, size, texture and colour of the product in terms of purchasing any electronics product from online (Jha, 2022). The research on the effectiveness of digital marketing on influencing consumers towards the purchasing of laptops is effective for the industry to understand what areas consumers these days focus on purchasing any laptop from online. In addition to this, marketers also get the chance of knowing about the importance of online reviews these days, which is considered by consumers which is a part of digital marketing. Online reviews are useful as they extract the user emotion, product attributes, evaluate priority regarding product attributes for improving through evaluating the indicator system as well as provide the improvement strategies. Through this companies can help their consumers making more informed decisions regarding what they wish to purchase.    
[bookmark: _Toc181809747]Aim
The aim of this research is to discover the relationship present within online review as well as customer purchasing behavior for laptops within the United Kingdom in the context of digital marketing.
[bookmark: _Toc181809748]Research Objectives
· To analyses the role of digital marketing for influencing people’s laptop purchasing behavior in UK
· To analyses what digital marketing strategies are utilized in the UK laptop industry
· To identify the positive effect of digital marketing for changing the purchasing behavior of UK people in buying laptops
· To identify the opportunities and challenges of laptop companies implementing digital marketing.
· To find the negative consequences of using digital marketing to attract customer’s attention towards laptops
· To determine the impact of digital marketing on consumer purchasing behavior.
· To explore the most effective strategies to improve customer’s attention towards online reviews and digital marketing during laptop purchasing 
[bookmark: _Toc181809749]Research Questions
· Why are digital marketing important for influencing people’s laptop purchasing behavior in the UK?
· what digital marketing strategies are utilized in the UK laptop industry?
· What are the benefits of online digital marketing for changing the purchasing behavior of UK people in buying laptops?
· What are the opportunities and challenges of laptop companies implementing digital marketing?
· What are the negative consequences of using digital marketing to attract customer’s attention towards laptops?
· What are the most effective strategies to improve customer’s attention towards online reviews and digital marketing during laptop purchasing?
· What is the impact of digital marketing on consumer purchasing behavior?
[bookmark: _Toc181809750]Literature Review
[bookmark: _Toc181809751]Importance of digital marketing to change consumer’s perspective towards laptop purchasing
In the view of Franciset al.(2023), digital marketing usually enable consumers for having 24/7 access that allows them in making purchasing during their convenience regarding any desired service or product. These days, customers check reviews more often to increase their confidence in buying a product, reducing doubts as well as leading to the higher conversion rate. On the contrary, Von Helversenet al. (2018), has mentioned that the ratings and reviews given by previous consumers is the most beneficial part for consumers in digital marketing that provide the most valuable information about the product quality, durability. 
[bookmark: _Toc181809752]Role of Positive and Negative online reviews to attract or distract customer’s attention towards laptops
According to Chen et al. (2022), in digital platforms customers leave positive comments on a specific product that tend for prompting customers in generating emotional trust, increasing trust and confidence within the product along with having the strong persuasive impact. Such positive reviews available in online provide the social proof to the potential consumers along with giving them confidence. Conversely, as suggested by Allard, Dunn and White (2020), negative reviews have the power of making a consumer aware about the product’s bad quality which reduces the attraction of the consumers towards the purchasing of that product. In addition to this, negative reviews online usually reduce generation regarding emotional trust as well as hindering buying intentions of consumers.  
[bookmark: _Toc181809753]Theoretical framework
“Theory of Reasoned action” can be used as a theory for describing the individual consumer behavior that is influenced by online consumer reviews. This significant theory is meant to predict the individual intention of consumers in engaging in purchasing at a certain time (Roy, 2022). Another theory that can be used in this research to understand the relationship among online consumer reviews and customer’s laptop purchasing intentions is “Hawkins Stern Impulse Buying”. This significant theory claims that customers indulge within impulsive purchasing behaviors under influence regarding external forces. 
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Figure 2: “RACE Framework”
(Source: Chaffey, 2024)
The “RACE Framework” is the panning framework that measures businesses and defines essential activities which required for being survived as well as thrive within today’s marketing world (Rautela, 2021). The first stage Reach involves the increase of website visits as well as builds brand awareness, its services and products. The second stage Act indicates the encouragement of interactions on the websites as well as social media. Covert stage involves getting the audience in taking to the vital step which is online e-commerce transactions. Lastly, engage refers to long term engagement which is developing the long term relationship with new consumers for building consumer loyalty. The most effective advantages of “RACE model” is that it is the consumer centric approach through which businesses are able to tailor the mar keying strategies of them for meeting needs of targeted audiences. On the other hand, the disadvantage of the model is that complexity to manage several stages regarding consumer journey simultaneously. 
[bookmark: _Toc181809754]Literature gap
The previous literature has not focused specifically on laptop purchasing behavior of the consumers in terms of analyzing the effect of online reviews as a part of digital marketing on changing consumer’s purchasing perspectives. Additionally, the previous literature also missed out highlighting the UK context which is another gap. 
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[bookmark: _Toc181809756]Research philosophy, approach and design
This research will incorporate “positivism research philosophy” which helps in covering multiple situations by relying on valid sources. This method relies on the “hypothetico-deductive method” Which will be helpful for analyzing the relationships with explanation and causal factors (Park, Konge and Artino Jr, 2020). “Deductive research approach” will be selected as the research approach since it can offer the structured approach and finally help to reach a final conclusion. In terms of identifying the laptop purchasing behavior of UK people, “descriptive research design” will be most appropriate since it usually identifies characteristics within any particular population. 

Sample Size, sampling method and sample type 
The sample size for this research will be 50 as the biases and measurement errors in smaller sample size are easier to control. In addition to this, as a probability sample type UK consumers who have purchased laptops recently will be used in this research. In terms of choosing these research participants, “simple random sampling” method will be considered since it will give the fair and equal chance to every participant to be selected (Rahman et al. 2022). This is the easiest, quicker way for survey the small subset regarding any larger population and provides the randomized result which is more accurate.  
[bookmark: _Toc181809757]Data collection and Research Method
“Primary data collection method” will be used here to collect quantitative data for answering the research questions. The benefits of using quantitative data is it gives more accurate as well as reliable results since it is particularly collected for this research (Sürücü and Maslakci, 2020). “Survey method” will be considered here as the research method for which a set of close-ended questionnaires will be created on the basis of research questions. The reason behind considering a survey for this study is it has the greater statistical power as well as provides the opportunity of gathering information in large amounts. In order to conduct the survey, around 50 UK consumers who have purchased laptops recently will be used as the research participants.
[bookmark: _Toc181809758]Data Analysis
The collected quantitative data will be analyzed here with the help of “graph chart analysis method” through which the statistical data will be represented as the form of graphs. This significant analysis method will be helpful for highlighting all the patterns, relationships, trends, comparisons of the statistical data. 
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Table 1: Research timeframe
(Source: Self developed
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