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The Influence of Online Reviews on Customer Trust in Selected Coffee Shops in Santo Tomas, Davao del Norte





Abstract

Customer trust refers to the confidence consumers place in a company’s reliability and integrity based on consistent and credible interactions. This study determined the relationship between Online Reviews and Customer Trust in Selected Coffee Shops in Santo Tomas, Davao del Norte. The respondents of this study were a sample of 252 customers, selected from a total estimated population of 729, across five (5) selected coffee shops employing stratified random sampling technique. This study utilized quantitative non-experimental research through a descriptive correlational design. This study utilized adapted instruments that were thoroughly evaluated to ensure their accuracy and relevance. The statistical tools used in this study were mean and Pearson r. The results revealed that the level of online reviews and customer trust obtained a descriptive level of very high, which is always manifested. This indicates a strong and statistically significant positive relationship between online reviews and customer trust in selected coffee shops in Santo Tomas, Davao del Norte. The results implied that customers generally trust selected coffee shops in terms of employees, experience, dependability, and worthiness, indicating consistent confidence in service quality and customer engagement. This suggested that coffee shops should actively respond to both positive and negative reviews in a professional and transparent manner, demonstrating accountability and commitment to service improvement.
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INTRODUCTION
Customer trust is the confidence that a consumer places in a company or brand, believing that the company will deliver on its promises, act fairly and ethically, protect the customer’s interests, and behave reliably over time (Bishop, 2023). Even though coffee shops aim to provide an excellent service and diligently work toward maintaining a trustworthy relationship with their customer, however, there are still trust-related problems that often show up in a coffee shop. First, Akram et al. (2022) showed how inconsistent service in coffee shops frustrates customers with varying staff friendliness or speed, gradually eroding their trust. Second, Rahmayoga et al. (2025) revealed that poor product quality, like cold coffee or bad drinks, makes customers doubt the shop's reliability and turns routine visits into disappointments. Lastly, Evelina et al. (2023) pointed out that branding mismatches, where the shop's image clashes with reality or ads, confuse customers and make them question the business's authenticity and trustworthiness. Given these challenges, understanding and addressing the factors that undermine customer trust in local coffee shops is essential for ensuring long-term customer loyalty and business success.
Although several issues surround customer trust, it is equally important to recognize its significance. Customer trust is widely acknowledged as an essential component for customer loyalty, consistent repeat business, and strong positive word-of-mouth recommendations (Kakkar et al., 2025). Additionally, these components are not only ideal results. According to Açikgöz et al. (2024), they are essential for guaranteeing the long-term financial stability and competitive expansion of any service-oriented business, where product consistency and human interaction dependability are unwanted demands. Moreover, the trust for online reviews and decisions emphasized by Rolando and Chondro, (2025) that a systematic review globally confirms that reviews are a critical element in shaping customer trust and subsequent online decisions. Furthermore, it also highlights the trust for stability and competitive advantage according to the study of Al-Kandari et al. (2024) that trust is necessary for brand success and for maintaining a competitive edge in the market.
The rationale of assessing the influence of the study hinges between online reviews and the customer trust. Previous academic works consistently demonstrate that in the absence of physical interaction, customers rely heavily on electronic word-of-mouth (e-WOM) found in reviews to mitigate risk and form judgments about a business's credibility and service quality by (Rolando and Chondro, 2025) and (Sudaryanto et al., 2025). Further, the foundation of customer trust is reliability. Online reviews' diagnostic usefulness and specificity are linked to the process by which they foster trust. According to Huo et al. (2025), a review's diagnostic value is greatly increased by detailed information such as specific comments about food temperature or coffee quality, which either strengthens or weakens trust. Moreover, the integrity of a brand’s promise is validated by e-WOM which Pardede et al. (2023) confirmed that positive online reviews and ratings have a significant effect on customer trust. In addition, these factors were particularly relevant in the service industry, where positive review content and ratings are proven to have a significant effect on building customer confidence and trust.
While a substantial body of international research has examined how online reviews influence customer trust, this work remains limited within the local coffee shop context. On top of that, in the coffee shop industry, specifically, the study of Anjaya & Dwita, (2025) used online review data from international settings of coffee shops to explore customer satisfaction but did not focus explicitly on trust in a Philippine setting. In contrast, empirical work centered on coffee shops in Santo Tomas remains scarce. Consequently, there is a clear gap in knowledge regarding how online reviews shape customer trust in selected coffee shops in Santo Tomas. Hence, the study highlights its importance and urgency to be conducted to examine how online reviews influence customer trust in selected coffee shops, particularly in Santo Tomas, Davao del Norte. For this reason, this will localize knowledge and allow study to add new insights to existing works by showing how theories are applied or don’t apply in a different setting. In addition, this study seeks to explore how online reviews influence customer trust in the local coffee shop industry. Aligned with the United Nations Sustainable Development Goals (SDGs), particularly SDG 8 (Decent Work and Economic Growth) and SDG 9 (Industry, Innovation, and Infrastructure), the research aims to generate context-based insights that foster ethical digital engagement, strengthen local entrepreneurship, and support sustainable community development.
Statement of the Problem
The study aimed to determine the influence of online reviews on customer trust in selected coffee shops in Santo Tomas, Davao del Norte.
Specifically, this sought to answer the following questions:
1. What is the level of online reviews in terms of:
1.1 source credibility;
1.2 volume;
1.3 language and comprehension; and
1.4 relevance?
2. What is the level of customer trust in terms of:
2.1 employees;
2.2 experience;
2.3 dependability; and
2.4 worthiness?
3. Is there a significant relationship between online reviews and customer trust in selected coffee shops in Santo Tomas, Davao del Norte?
Hypothesis
The null hypothesis was tested at 0.05 level of significance, stating that there is no significant relationship between online reviews and customer trust.
Theoretical Framework
In today's digital age, online reviews served as an important source of information, functioning as electronic word-of-mouth (e-WOM) to reduce customer uncertainty and perceived risk about a company's quality and legitimacy, as noted by Rolando & Chondro (2025). In addition, the impact of reviews according to Huo et al. (2025) is determined by key factors such as source credibility, volume, language and comprehension, and relevance. Given that reviews influenced consumer perceptions and behavior, as Chatterjee (2023) confirmed, examining their effects was essential for service-based businesses like coffee shops. While customer trust, as Salih & Acikgoz (2025) embodied the belief that a business acted fairly, honestly, and reliably in consumers' interests. With services being intangible and decisions relied on evaluations and experiences, trust was vital in the service sector, as Khan et al. (2025) emphasized. On the other hand, the online review context, Irshad et al. (2024) highlighted that high trust levels are key to study because they foster loyalty, repeat patronage, and positive word-of-mouth.
Moreover, the theories and model such as Electronic Word-of-Mouth (e-WOM) Theory by Cheung & Thadani, (2012); Source Credibility Theory by Hovland et al. (1951); and Stimulus-Organism-Response (SO-R) Model by Mehrabian & Russell, (1974) provided a better outcome to explain how review characteristics influence trust formation, focused on the coffee shop industry.
The theories and propositions were anchored to effectively provide a theoretical basis of the overall study. Specifically, Electronic Word-of-Mouth Theory explicitly described how online reviews influence consumer behavior. By focusing the research on e-WOM Theory, Cheung and Thadani, (2012) supported this to underline that online reviews are more than simply information and they are social signals that influence consumer perception and trust.
Additionally, the Source Credibility Theory supported the pathway between online review and customer trust where reviews from credible sources are more likely to positively influence trust. Consequently, the theory helped explain the differential impact of online reviews based on the reviewer’s perceived expertise, honesty, and reliability as stated in Hovland et al. (1951) study.
Furthermore, this study was also grounded to the Stimulus-Organism-Response (S-O-R) Model, which laid out that external factors influenced how people feel and think, thereby affecting their behavior (Mehrabian & Russell, 1974). In relation to this study, social media reviews served as a stimulus that influenced how customers perceive credibility, understand service quality, and assess service effectiveness. This led to answers like where to buy from or visit the coffee shop. On top of that, this combination ensured that the study was theoretically grounded and clearly showed how online reviews influence trust in coffee shops in a systematic and empirically justified way.
Conceptual Framework
Figure 1 illustrated the key variables and its relationships in this study. The independent variable, Online Reviews, anchored on the work of Fernandes et al. (2022) and was examined through four indicators: Source Credibility, Volume, Language and Comprehension, and Relevance. 
While the dependent variable, Customer Trust, was based on Singh and Jain (2015) and was assessed via four indicators: Employees, Experience, Dependability, and Worthiness. Conceptualizing the two variables, the framework proposed that the indicators of Online Reviews influenced the dimensions of Customer Trust, underscored the role of digital consumer feedback in shaping trust within the selected coffee shops in Santo Tomas, Davao del Norte. 
Moreover, this model provided a structured foundation for exploring how online reviews serve as cues that enhance or diminish customer confidence in local businesses.
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Figure 1. Conceptual Framework of the Study











METHODOLOGY
This chapter discussed the various methodologies employed in this study, including the research design, research locale, research subject, research instrument, data gathering procedures, statistical tools, and ethical considerations.
Research Design
	The	study 	employed	quantitative,	 non-experimental research
utilizing the descriptive-correlation design. As stated by Siedlecki, (2020), descriptive-correlational design was a method of orderly gathering data to identify a phenomenon. This study utilized the descriptive correlation method of research to measure and describe the relationship between online reviews and customer trust.
Additionally, the descriptive approach was a quantitative research method that summarized and organized data to characterize a population or phenomena. As highlighted in the study of Mohammadi et al. (2020), the purpose was not to explain, analyze, or answer cause-and-effect problems, but to assess data validity. In addition, the data was gathered by surveys, observational studies, and interviews. Also, the data presented using tables, charts, and other descriptive formats.
Moreover, the descriptive approach used in this study provides an accurate portrayal of how customers perceive and respond to online reviews in relation to their level of trust toward local coffee shops. This method allowed the researchers to capture existing patterns and trends in customer behavior without manipulating any variables, thereby ensuring that the findings reflect real-world conditions.
Research Subject
The respondents for this study were customers of five (5) selected coffee shops in Santo Tomas, Davao del Norte who have relied on online reviews prior to visiting or purchasing from these establishments. The respondent’s estimated population size consisted of 729 customers in total. Specifically, in accordance to the estimation of the coffee shop owners per week, Coffee Shop A had an estimated of 150 customers, Coffee Shop B had an estimated of 132 customers, Coffee Shop C had an estimated of 94 customers, Coffee Shop D had an estimated of 118 customers, and Coffee Shop E had the highest estimated customers of 235 customers.
To ensure a scientific representation of the population, the ideal sample size was determined using the Qualtrics Online Sample Size Calculator Miller et al., (2020). Based on the population of 729, a 95% confidence level, and a 5% margin of error, a target sample size of 252 respondents was established.
Consequently, this study utilized a Stratified Random Sampling technique. This involved dividing the total population into distinct strata based on the specific coffee shop visited. According to Taherdoost (2022), this method ensures that all relevant segments of the population are proportionally represented, thereby reducing selection bias. The proportional distribution of the 252 respondents showed that in Coffee Shop A has a sample size of 53 customers, Coffee Shop B has a sample size of 45 customers, Coffee Shop C has a sample size of 33 customers, Coffee Shop D has a sample size of 40 customers, and Coffee Shop E has a sample size of 81 customers. 
Research Instruments
The researchers used the two (2) modified and adapted survey questionnaires as a survey guide for the collected data for this analysis. The questionnaire for Online Reviews was adapted from (Fernandes et al., 2022). This instrument contained a 17-item survey questionnaire comprising the four (4) indicators. The coefficients of the measurement scale were computed as 0.951 for Source Credibility (7 items), 0.953 for Volume (3 items), 0.955 for Language and Comprehension (3 items), and 0.936 for Relevance (4 items). This would be modified and only items relevant to the study would be included to ensure the accuracy and validity of the results.
The five-point Likert scale was used for the independent variable and was interpreted as follows: 5 - Strongly Agree, 4 - Agree, 3 - Neutral, 2 Disagree, and 1 – Strongly Disagree.
	The	following	scale,	range,	descriptive	equivalent, and
interpretation was applied in determining the level of online reviews.
List 1: Determination of the level of online reviews





	Scale
	Range
	Descriptive
Equivalent
	Interpretation

	5
	4.20-5.00
	Very High
	This indicates that Online Reviews are always manifested.

	4
	3.40-4.19
	High
	This indicates that Online Reviews are oftentimes manifested.

	3
	2.60-3.39
	Average
	This indicates that Online Reviews are sometimes manifested.

	2
	1.80-2.59
	Low
	This indicates that Online Reviews are less manifested.

	1
	1.00-1.79
	Very Low
	This indicates that Online Reviews are least manifested.


	
	
	
	


The questionnaire for the Customer Trust which is the dependent variable was taken from (Singh & Jain 2015). This instrument contained a 14-item survey questionnaire comprising the four (4) indicators. The coefficients of the measurement scale were computed as 0.748 for Employees (4 items), 0.743 for Experience (3 items), 0.745 for Dependability (3 items), and 0.771 for Worthiness (4 items).
The five-point Likert scale was used for the dependent variable and was interpreted as follows: 5 - Strongly Agree, 4 - Agree, 3 - Neutral, 2 Disagree, and 1 – Strongly Disagree.
The following scale, range, descriptive equivalent, and interpretation was applied in determining the level of customer trust.
List 2:  Determination of the level of customer trust

	Scale
	Range
	Descriptive
Equivalent
	Interpretation

	5
	4.20-5.00
	Very High
	This indicates that Customer Trust is always manifested.

	4
	3.40-4.19
	High
	This indicates that Customer Trust is oftentimes manifested.

	3
	2.60-3.39
	Average
	This indicates that Customer Trust is sometimes manifested.

	2
	1.80-2.59
	Low
	This indicates that Customer Trust is less manifested.

	1
	1.00-1.79
	Very Low
	This indicates that Customer Trust is least manifested.

	
	


Data Gathering Procedure
Seeking the Permission to Conduct the Study. The researchers secured permission to conduct the study. First, the researchers presented the research proposal to the research adviser and thesis panel for evaluation and approval. Upon approval, an endorsement letter was issued to facilitate data gathering. Second, the researchers submitted a formal letter of request, endorsed by the thesis adviser, Research Director for approval to conduct the study. Once approved, an official endorsement letter from the college provided to the researchers for external coordination. Third, the researchers presented the endorsement letter to the owner or manager of the selected coffee shop. The purpose, scope, and nature of the study was explained to ensure the establishment's cooperation. Upon approval, the researchers were allowed to approach customers within the premises.
Survey Questionnaire Validation. The researchers first drafted the initial version of the survey questionnaire based on the study’s objectives. The draft was presented to the research adviser for initial comments and suggestions. After revisions, the questionnaire was submitted to the panel members, including the external validators. Each panel member evaluated the clarity, relevance, and appropriateness of the items using a validation form and provided feedback for improvement. The researchers consolidated all comments and revised the questionnaire accordingly. After incorporating the suggestions, the final version of the questionnaire was reviewed and approved by the research adviser before it is used for the actual data collection.
Ethical Considerations. The researchers strictly adhered to ethical protocols throughout the duration of the study. Prior to the administration of the survey, informed consent was obtained from all participants, who were briefed on the study's objectives and their right to withdraw at any time. To ensure anonymity and confidentiality, no personally identifiable information was collected. Participation was entirely voluntary, and all gathered data were treated with confidentiality, used solely for academic purposes, and stored securely.
Distribution and Retrieval of Survey Questionnaire. The researchers wrote a letter to the respondents before the questionnaires were distributed to request their cooperation in answering the questionnaire. The researchers introduced themselves to the respondents, stating the title of the study, and describing its objectives. The questionnaires were personally distributed and after the stipulated time had passed, the researchers personally administered the questionnaire.
Collection and Tabulation of Data. The researchers checked each questionnaire for completeness and accuracy. The data were organized and prepared for tabulation, and a qualified statistician assists in computing, analyzing, and interpreting the results. This ensured that the findings are valid, reliable, and aligned with the study objectives.
Statistical Tools
The following statistical tools were used in the computation of data and testing the hypothesis at 0.05 level of significance.
Mean. This was used to determine the level of online reviews and customer trust of the coffee shops. The mean was calculated by taking the sum of all values and dividing it by the total number of values. It is the most often used measure of central tendency and is also known as the average (Bhandari, 2023). Specifically, this tool addressed questions 1 and 2 in the statement of the problem.
Pearson r. This was used to determine the relationship of online reviews and customer trust. The Pearson correlation coefficient (r) was a commonly used metric for determining a linear relationship. It was a number ranging from -1 to 1 indicating the strength and direction of a link between online reviews and customer trust (Turney, 2022). Specifically, this tool addressed question number 3 in the statement of the problem.
RESULTS
The data presented, evaluated, and interpreted in this section are based on the research objectives. The following is the sequence in which the following topic is discussed: level of online reviews; level of customer trust; correlations between online reviews and customer trust; and analysis results.
Summary on the level of Online Reviews
The results for the summary of the level of online reviews, as presented in Table 1, indicated that the mean scores across the indicators ranged from 4.29 to 4.38, with an overall mean of 4.33 and a standard deviation of 0.57, which was described as very high. This indicates that online reviews are always manifested. Among the indicators, language and comprehension obtained the highest mean of 4.38 and SD of 0.55, described as very high. This indicates that language and comprehension is always manifested, suggesting that customers placed great importance in online reviews that were clear, understandable, and unbiased. In contrast, volume recorded the lowest mean of 4.29 and SD of 0.58, this indicator interpreted as very high, which indicates that volume is always manifested. The findings indicated that online reviews are consistently influential among customers of selected coffee shops in Santo Tomas. This suggests that customers rely on various aspects of online reviews including credibility, volume, clarity, and relevance when forming trust and making decisions, thereby reinforcing the importance of online reviews in shaping customer trust.
Table 1.
Summary on the Level of Online Reviews 
	Indicators
	Mean
	SD
	Descriptive Equivalent

	1. Source Credibility
	4.33
	0.55
	   Very High

	2. Volume
	4.29
	0.58
	   Very High

	3. Language and Comprehension
	4.38
	0.55
	   Very High

	4. Relevance
	4.33
	0.59
	   Very High

	Category
	4.33
	0.57
	       Very High


 
Summary on the Level of Customer Trust
The results for the summary of the level of customer trust, as shown in Table 2, indicated that the mean scores across the indicators ranged from 4.36 to 4.43, with an overall mean of 4.40 and a standard deviation of 0.56, which is described as very high. This indicates that customer trust is always manifested. Among the indicators, experience obtained the highest mean of 4.43 and SD of 0.55, described as very high, this indicates that experience is always manifested, suggesting that customers strongly trust coffee shops based on their overall experience, including ambiance, cleanliness, and enjoyment. While, worthiness recorded the lowest mean of 4.36 and SD of 0.55, this indicator interpreted as very high, which indicates that worthiness is always manifested. This suggests that customers of selected coffee shops in Santo Tomas consistently exhibit a high level of trust across various dimensions, including employees, experience, dependability, and worthiness. 
Table 2.
Summary on the Level of Customer Trust 
	Indicators
	Mean
	SD
	Descriptive Equivalent

	1. Employees 
	4.40
	0.57
	 Very High

	2. Experience
	4.43
	0.55
	 Very High

	3. Dependability
	4.40
	0.57
	 Very High

	4. Worthiness
	4.36
	0.55
	 Very High

	Category
	4.40
	0.56
	Very High



Correlation between Online Reviews and Customer Trust in Selected Coffee Shops in Santo Tomas, Davao del Norte
The relationship between the independent variable (online reviews) and the dependent variable (customer trust) was shown in Table 3.
Table 3.
Significance of the relationship between online reviews and customer trust in selected coffee shops in Santo Tomas
	Variables
Correlated
	r
	p-value
	Decision
on Ho
	Decision on Relationship

	Online Reviews and Customer Trust
	
0.639
	
<.001
	
Rejected
	
Significant



The results indicated a strong and statistically significant positive relationship between online reviews and customer trust in selected coffee shops in Santo Tomas, Davao del Norte (r = 0.639, p < .001). The rejection of the null hypothesis confirms that online reviews are meaningfully associated with customer trust. This finding suggested that as the quality, credibility, relevance, clarity, and volume of online reviews increase, customer trust also increases.
Given that both online reviews and customer trust obtained very high overall levels, the significant relationship implied that effective online review practices contributed to sustaining and reinforcing customer trust rather than merely compensating for deficiencies. Positive, credible, and informative online reviews appeared to validate customers’ actual experiences, strengthen confidence in coffee shop services, and affirm perceptions of reliability, fairness, and value. This result highlighted the role of online reviews as a supportive and reinforcing mechanism that enhances existing trust, helping coffee shops maintain strong customer relationships and encouraging continued patronage.











DISCUSSION
This chapter discussed the summary, conclusion, and recommendations of the study. The findings highlighted the significant connection between the credibility of the customer’s online reviews and gaining the customers trust in patronizing the product online.
Level of Online Reviews
The results for the level of online reviews showed that language and comprehension obtained the highest mean score, described as very high and always manifested. This indicates that customers place great importance on how clearly and understandably reviews are written, suggesting that comprehensible language enhances the usefulness and impact of online reviews in shaping customer perceptions. This aligned with Wu et al. (2025), who argued that accessible language is the primary driver of information adoption. By ensuring that reviews are easily understood, the branding confusion identified by Evelina et al. (2023) is mitigated; clear, peer-generated content fills the information gap left by traditional advertising. Consequently, high-comprehension reviews serve as a stabilizing force, reducing the consumer’s uncertainty regarding product quality and service consistency in the Santo Tomas coffee market.
Furthermore, source credibility and relevance both obtained a mean, also described as very high and always manifested. High source credibility reflects customers’ reliance on trustworthy and credible reviewers when evaluating new information, which aligns with findings that source credibility significantly influences perceptions of online review usefulness and adoption, reinforcing consumer trust and engagement. The result supported by the study of Campos and Campos (2024) that consumers value reviews that are timely, applicable, and contextually useful for their specific decision-making needs. Lastly, volume recorded the lowest mean, though still interpreted as very high and always manifested. This indicates that while customers consider the quantity of reviews important, it is slightly less influential compared to clarity, credibility, and relevance. Jimera et al. (2025) highlighted that review volume contributes to perceptions of legitimacy and reliability, but its influence can be mediated by review quality and credibility, which consumers often prioritize when making decisions.
Overall, Filieri et al. (2021) found that consumers place greater importance on clarity, relevance, and credibility of review content than on the sheer number of reviews. Their study explained that high-quality, understandable, and trustworthy reviews reduce uncertainty and are more persuasive in influencing customer attitudes and trust than review volume alone.
Level of Customer Trust
	The results displayed that experience obtained the highest mean, described as very high and always manifested. This indicates that customers strongly trust coffee shops based on their overall experience, including ambiance, cleanliness, enjoyment, and brand reputation. Positive service experiences reinforce emotional confidence and satisfaction, which are critical foundations of customer trust in service-oriented businesses. This finding is supported by Opoku et al. (2025) and Nguyen and Klaus (2024), who both emphasized that the coffee shop experience is the strongest determinant of customer trust. Specifically, Nguyen and Klaus (2024) argue that a positive physical experience acts as a corrective measure for the branding mismatches; when the reality of the shop exceeds or matches the ads, trust is solidified. Furthermore, according to Opoku et al. (2025), a superior experience provides the emotional reassurance needed to overlook the inconsistent service. By excelling in the experiential dimension, coffee shops in Santo Tomas effectively prove their reliability, fulfilling the promise of behaving reliably over time.
	Following closely, employees and dependability both recorded a second high mean, also interpreted as very high and always manifested. High trust in employees suggests that customers perceive staff as friendly, knowledgeable, and reliable, while high dependability reflects confidence in consistent product availability, safety, and service delivery. Moreover, the importance of the 'Employees' factor is validated by Hwang and Joo (2024), who found that a barista’s professional interaction is the primary tool for mitigating the trust erosion caused by inconsistent service speeds. Furthermore, the high regard for Dependability among respondents aligns with the findings of Nugraha and Dirgantari (2025), who argued that service reliability is the only way to overcome the disappointments associated with poor product quality. Together, these studies suggest that when employees are both competent and dependable, they fulfill the ethical and reliable behavior over time that Bishop (2023) defines as the core of customer trust.
 	Lastly, worthiness obtained the lowest mean and described as very high and always manifested. This indicates that while customers generally trust coffee shops in terms of honesty, transparency, and value for money, this dimension is slightly less influential compared to experiential and relational factors. This finding aligned with Evelina et al. (2023), who noted that perceptions of worthiness depend heavily on consistent alignment between pricing, promotions, and actual service delivery; even minor mismatches may slightly affect trust judgments.
	Overall, the results suggested that customer trust in selected coffee shops in Santo Tomas is strongest when driven by positive experiences and reliable service interactions, while transparency and value perceptions remain important but slightly less dominant trust determinants.
Correlation between Online Reviews and Customer Trust in Selected Coffee Shops in Santo Tomas, Davao del Norte
The study found a strong, positive, and significant correlation between online reviews and customer trust. This finding was strongly supported by Permana et al. (2024), who found that online reviews have a statistically significant effect on customer trust. 
Similarly, Anjaya and Dwita (2025) reported that online customer reviews significantly and positively affect trust, reinforcing the role of reviews in reducing uncertainty and strengthening customer confidence. Moreover, these findings validated the central claim of the study that online reviews significantly influence customer trust in selected coffee shops in Santo Tomas.
In addition, this statistical evidence is supported by Rachbini et al. (2024), who found that online reviews function as a primary determinant of trust by providing credible signals that reduce perceived risk. Furthermore, the findings align with Wu et al. (2025), who posited that the clarity and quality of information in reviews directly enhance information fluency, thereby strengthening the consumer's confidence in a brand. This relationship is further grounded in the Social Influence Theory as discussed by Mei et al. (2025), where peer-generated content serves as an essential validator of a business's reliability and ethical behavior.
Despite the significant findings, this study is subject to several limitations. The descriptive-correlational design specifically identifies the strength of the relationship between variables rather than establishing a cause-and-effect connection. Furthermore, the geographic scope is limited to five (5) selected coffee shops in Santo Tomas, Davao del Norte, which may affect the generalizability of the results to other regions or areas. Additionally, the reliance on self-reported surveys captures customer perceptions only at a single point in time, introducing potential respondent bias. Future study could address these constraints by employing longitudinal approach to explore these associations over a longer duration.
Conclusion
[bookmark: _heading=h.yzkkpo98r1l4]The study revealed that the level of online reviews obtained a descriptive level of very high, which was always observed. Consequently, online reviews significantly influence customers’ perceptions by providing credible, clear, relevant, and sufficient information that supports trust formation toward selected coffee shops. It was also revealed the level of customer trust also obtained a descriptive level of very high, which is always observed. Hence, customers generally trust selected coffee shops in terms of employees, experience, dependability, and worthiness, indicating consistent confidence in service quality and customer engagement.
	Moreover, the study concluded that online reviews exert a significant and transformative influence on customer trust within the coffee shop industry of Santo Tomas, Davao del Norte. Applying the Stimulus-Organism-Response (S-O-R) Model, the "very high" level of online reviews served as a powerful environmental stimulus, where clear language and detailed descriptions of baristas and atmosphere trigger the internal organism (the customer’s cognitive and emotional trust), resulting in a positive behavioral response characterized by "very high" levels of dependability and worthiness. This process is validated by Source Credibility Theory, as the findings demonstrated that customers perceive peer-generated content as a more authentic and expert source of information than traditional ads, effectively resolving branding mismatches and service uncertainties. Furthermore, the strong positive correlation confirmed the mechanics of e-WOM Theory, proving that online feedback acts as a critical trust-transfer mechanism where the lived experience of previous guests becomes the primary currency for building the confidence of future patrons. Ultimately, the research proved that for local coffee shops, digital reputation and physical service quality are inseparable; when online reviews provide high-quality signals, they foster a reliable and ethical brand image that ensures long-term customer loyalty and business success.
Recommendations 
	The researchers recommend for coffee shop owners, to address the issues of product quality and inconsistent service, owners are suggested to implement a Digital Feedback Loop using the S-O-R Model. Since volume was the lowest mean indicator, owners are recommended to incentivize customers to leave reviews through loyalty points or Review-for-Discount programs. By increasing the volume of feedback, owners gain a larger dataset to identify if cold coffee or slow service are recurring patterns or isolated incidents. This allows for data-driven decisions on equipment upgrades or menu changes, ensuring that the coffee consistently meets the expectations set online.
	Also, for coffee shop managers and frontline staff, in order to mitigate the inconsistent service identified in the study, managers are required to act as the primary moderators of source credibility. Managers are mandated to provide professional, transparent responses to all online reviews within 24–48 hours. On the other hand, for negative reviews regarding staff behavior, managers are advised to publicly acknowledge the lapse and outline specific retraining steps. This demonstrates accountability and ensures that the employees’ indicator of trust remains high, transforming a potential trust-eroding event into a demonstration of dependability.
	Moreover, for marketing and social media coordinators, for them to eliminate branding mismatches, marketing personnel are necessary to ensure Authentic Content Alignment. Recommendations include shifting from heavily filtered, aspirational advertisements to behind-the-scenes content and reposting raw customer-generated photos. By aligning the shop’s digital image with the actual service reality, marketers fulfill the Source Credibility Theory by providing honest information. This prevents the confusion that occurs when reality clashes with ads, thereby strengthening the worthiness and authenticity of the brand in the eyes of the Santo Tomas community.
	Lastly, for future researchers, given the strong correlation between reviews and trust, they are recommended to conduct longitudinal studies or experimental designs to test which specific incentives (e.g., tangible rewards vs. social recognition) most effectively increase review volume without compromising the honesty of e-WOM. Further investigation could also focus on the trust recovery process, specifically how a coffee shop in a local setting like Davao del Norte can regain trust through digital engagement after a significant product quality failure.
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