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So, what led to the word of  
mouth we understand today? 

Let´s take a trip through time...

Since day one, open 
communication 
has been key to 
our learning, our 
relationships, and 
even our survival.

But communication is 
nothing without trust.

In the busy online marketplace - where 
buying anxiety is common and opinions 
spread like wildfire - trust is everything.

Yes, differences in price, features, 
appearance and so on might set you 
apart. But trust? It runs deep.

Trust matters - and your future must be 
trust powered.

In an age where consumers are long 
past accepting what they’re told, we’ll 
show you how to build trust and how to 
use relationships to create convertible 
opportunities and lasting advocates.

Introduction

http://business.trustpilot.com
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VIVA VOCE
adverb, adjective

1. by word of mouth - from the Medieval Latin (1555 - 65) literally meaning ‘with living voice.’
Additionally roughly translated in the 1580’s into ‘word of mouth.’

Douglas Harper etymology (2010).   

If you create a Facebook status and it receives a few likes, you feel good because 
people like what you’re saying.

A people’s history of the 
customer voice

PART 1

We all have an innate desire to share our thoughts and feelings and receive recognition. Even when people 
like Kanye West, with 13.2 million followers on Twitter, say things like

In the past, someone’s thoughts, a witty remark, or something like Mr. West’s current font mood, would 
have only been heard by individuals within earshot. At best, it might have been quoted in the media.

With the internet available anytime, anyplace, anywhere, we are able to communicate with anyone ‘on the 
grid’ within seconds. As Danny Chan from Huffington Post puts it:

Thousands of retweets and favorites are gained in hours.

We now live in a world in which news is broken in under 140 
characters and people are more driven by bouncing icons on their 
mobile phones than what can be experienced outside of their 3.5” 
screen.

Sometimes I get emotional over fonts

http://business.trustpilot.com
https://500daysasunder.files.wordpress.com/2010/12/screen-shot-2010-12-29-at-2-07-35-pm.png
http://www.huffingtonpost.com/danny-chan/the-human-connection-in-a-digital-world_b_4855478.html
https://500daysasunder.files.wordpress.com/2010/12/screen-shot-2010-12-29-at-2-07-35-pm.png
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How did we even get as far as talking about 
products and services with one another?

To find the answer we’ll have to travel back 
in time to a period when grunting and 
pointing with handmade spears was our only 
communication - the dawn of man.

Ultimately
We can shape the future of a company with opinions for all 
to see.

So what does it all mean?

We have the power 
to show people how we feel 

about a particular topic

We can find out 
who is the best at whatever 

we’re interested in

We are the ones
making the call as to where 
we’re going to spend our 

money and time

TIME

 

TRIP
1. EARLY

 

YEARS
2. EXPLOSION OF LANGUAGE 
3. SOCIAL

 
TIME

EARLY YEARS SOCIAL  TIME EXPLOSION LANGUAGE

http://business.trustpilot.com
https://youtu.be/39BIdOP0D6E
https://goo.gl/50uK2S


6

@Trustpilot 2015business.trustpilot.com

Doesn’t sound too dissimilar  
to us today, right?

There was a time, not so long ago, where life was little more than seeking food, 
water and shelter.

the earLy years

Prehistoric communication was primarily pointing, grunting and reading one another’s faces, rather than 
reading one another’s thoughts on a screen.

For tens of thousands of years, humans lived as hunter-gatherers.

When a hunter found a great hunting spot, he returned 
to the base camp to recruit others, sharing with them the 
land where they could survive easier - and thus the dawn 
of the customer voice arose. (Albeit one without words 
for the time being.)

Being able to share resources allowed populations to grow and further their 
communities. By sharing their thoughts, opinions and skills, they made the 
community a better place.

Communities sharing thoughts and engaging in open discussion 
allow the best resources (or in our case, goods and services) to be 
sought out and made accessible, so that all may have a positive 
experience.

http://business.trustpilot.com
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A pivotal point in the history of the voice 
of customer was when the customer 
developed, well, a voice.

And so after skipping a bit of time (skip a bit, brother), 
we arrived at the next big break for word of mouth - 
language becoming a visual medium, moving to paper 
in the form of writing, then into books for the elite 
few. With the advent of the printing press by Johann 
Gutenberg in 1455, print began to make its leap into 
the hands of the common folk.

In the 1730s, magazines emerged as a medium, then 
radio in 1922, and finally the big boom of television in 
1941. The focus of these new mediums was finding 
the right brand mix and target audience to evoke 
feelings in the consumer, leading directly to 
sales. As Don Draper says in Mad Men:

However, at this point, engagement with the consumer was not a priority, so this ‘happiness’ we speak 
of wasn’t proven from direct feedback. The leaders in marketing thought about making the highest profits 
based on previous sales and advertising, but not customer satisfaction.

However with one simple word the shift went from the advertiser to the consumer, from outbound to 
inbound: internet.

Advertising is based on one thing - 
happiness.

the expLosion of Language

http://business.trustpilot.com
https://goo.gl/RftaIK
http://blog.hubspot.com/blog/tabid/6307/bid/31278/The-History-of-Marketing-An-Exhaustive-Timeline-INFOGRAPHIC.aspx
http://www.pathintelligence.com/four-ways-perfect-brand-mix/
http://www.forbes.com/sites/jaysondemers/2013/08/27/6-steps-to-decoding-your-target-audience/


8

@Trustpilot 2015business.trustpilot.com

The Internet has revolutionized the world like nothing before.

the aLways-on-society

While the internet was originally intended as a 
means for scientific sharing, it wasn’t long before 
we all began to hear this in our homes; the sounds 
of interconnectivity and the loss of a land line.

An explosion of shared thoughts began to take 
place. What used to take years to research or find 
out could be found in mere minutes, simply by 
searching.

This massive outburst of connectivity evolved into 
social media, allowing individuals to form groups of 

friends that they could see online.

With this dispersion came the rapid spread of 
new ideas and culture, and particularly opinion. 
(For a full history see this exhaustive timeline on 
HubSpot.)

Conversations that were between a group of 
friends in a backyard were now visible for the 
entire globe to see. It was the dawn of a new era: 
the rise of the consumer voice.

http://business.trustpilot.com
https://youtu.be/D1UY7eDRXrs
http://blog.hubspot.com/blog/tabid/6307/bid/31278/The-History-of-Marketing-An-Exhaustive-Timeline-INFOGRAPHIC.aspx


9

@Trustpilot 2015business.trustpilot.com

At first, humans developed social skills as communities developed, in order to share 
thoughts about survival. As technology advanced, communication became simpler. 
And now in 2015, technology is as pervasive as it is natively social - we’ve gone 
from natives to digital natives.

ampLification of the  
customer voice

As we are now inherently born into the living-breathing social 
media ecosystem. This means that Millennials, and the 
newest generation, “Generation We” as Mary Meehan calls 
them, are constantly wired, rarely alone, and willing to share 
their opinions anywhere and everywhere. 

This Millenials penchant toward all things digital means that 
brands need to be operating at peak levels of connectivity to 
keep the population entertained enough to purchase and promote 
their brands.

Let’s take social media. Social media has become powerful enough to make or break brands, to 
release current events to the world, and to give customers enough confidence to get their voices heard, 
transforming their online reviews into digital currency.

Trustpilot advocates the power of customer voice, whether positive or negative, as long as it’s justified. 
Customer reviews are the core of our belief system of trust and transparency. Every review helps 
consumers make more informed and smarter decisions when engaging with brands online, and all reviews, 
good or bad, open up possibilities to build credibility, popularity and reputation. 

http://business.trustpilot.com
http://www.forbes.com/sites/marymeehan/2014/04/15/the-perfect-name-for-the-next-generation-of-americans/
http://www.blueoceanmi.com/blueblog/the-power-of-social-media-ability-to-make-or-break-a-brand/
http://www.nywici.org/features/social-media-credibility
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Here are a few questions that cross our minds:

Everyday challenges  
for every business

PART 2

•	 How	do	I	maximize	my	website	ranking?

•	 How	do	I	generate	leads	for	sales?

•	 People	keep	leaving	the	site.	How	do	I	keep	customers	coming	back?

•	 What’s	the	best	way	to	improve	brand	loyalty?

•	 How	do	I	increase	basket	sizes?

by building trust.
Here are three starting points to commit to memory, and your marketing strategy.

Well the solution is not easy, but it is simple...

Personalization is key

It’s easy to forget customers are human when all you 
see of them is ‘SALE #21473’ in your database. 

But connect with your customers. Give customers 
something that matters to them. With reviews 
and customer data, you can start targeting your 
communications based on what your customers 
want and expect.

It helps customers feel:
	 •	 Valued
	 •	 Part	of	your	company
	 •	 Like	you’re	real	and	truthful

1

Did you know...

Marketing 
communications are 

responsible for 70% of 
‘spam’ - make sure your 
communications aren’t 

confused for trash

http://business.trustpilot.com
http://blog.hubspot.com/blog/tabid/6307/bid/34176/14-Eye-Opening-Stats-You-Probably-Didn-t-Know-About-Spam.aspx
http://blog.hubspot.com/blog/tabid/6307/bid/34176/14-Eye-Opening-Stats-You-Probably-Didn-t-Know-About-Spam.aspx
http://blog.hubspot.com/blog/tabid/6307/bid/34176/14-Eye-Opening-Stats-You-Probably-Didn-t-Know-About-Spam.aspx
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External credibility matters

Creating fans supports success

Here are some common differentiators when shopping online:

	 •	Needs
	 •	Urgency	

If you support a particular sports team, it’s probably because your family told you to, 
your friends supported them, or because something about them appealed to you 
(unless you’re simply a glory hunter and need no inspiration).

But what is missing that tips 
the scale? Reputation.

There’s a peer-to-peer social economy 
online where reviews, comments, and 
more, all have influence on a buying 
decision. 

Online reputation is a cornerstone 
of online success. We live in a world 
where customers can readily check the 
reputation of a company online.

Online reviews are the middle point of 
digital and traditional business, where 
customers meet sellers and talk to other 
customers about their experience with a 
particular seller. 

It’s this customer validation 
which creates trustworthiness, 
transparency and credibility.

The common thread through all of these 
channels is built loyalty.

You didn’t just randomly choose a team 
to support. You were influenced, either 
by idle chat, feelings, or marketing.

How a business angles itself is key to 
success. And this is where your fans are 
a powerful asset.

Embrace transparency, gather feedback 
and let your positive reviews do the 
talking.

Well there’s another question you’ve probably 
asked: how can i acquire customers for less? 

Using reviews is a good start - it gives you a basis 
for ‘trust power’. 

“But everyone has reviews!” you cry. So how are 
you different? 

Let’s touch on some differentiators and how 
you can use online reviews to promote your 
uniqueness. 

	 •	Convenience
	 •	Price

2

3

So what’s the point?

http://business.trustpilot.com
http://www.bizjournals.com/bizjournals/how-to/marketing/2015/03/why-your-companys-online-reputation-matters.html%3Fpage%3Dall
http://www.bizjournals.com/bizjournals/how-to/marketing/2015/03/why-your-companys-online-reputation-matters.html%3Fpage%3Dall
http://searchengineland.com/88-consumers-trust-online-reviews-much-personal-recommendations-195803
http://searchengineland.com/88-consumers-trust-online-reviews-much-personal-recommendations-195803
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Unique product features help you stand 
out. Yes, your new features might be easily 
replicated, but if yours work the best, they’ll be 
reviewed the best.

So embrace individuality - if you’ve got 
something good, invite feedback on it, and if 
it needs improvement, customers are 
generally excellent at pointing 
out what needs work.

How people perceive your brand matters - a lot. 
Do you think Apple would have succeeded just 
by slapping a half-eaten apple on gadgets and 
yelling, “YEAH, we’re different!”?  no.

Apple have a design and a belief. Panos 
Mourdoukoutas in Forbes magazine puts it the 
best:

Since 2009, studies have regularly shown that 
price is not as important as it once was. 

Price must be balanced by quality. According 
to one university study, focusing on improving 
your reputation is the best investment of time. 

Use price as a differentiator, but 
ensure your reviews 
give the justification for 
the prices you set.

Customer service is a round-the-clock task.

Even if you have the best product or service, 
lackluster customer service can damage 
your business. Statistics show the 55% of 
customers would pay more for high-quality 
customer service.

Zendesk statistics show that customer 
service is the most important factor 
affecting trust in a company.

Reviews help you see where 
your service could improve 
and build trust with your 
customer.

Product features

Brand

Price

Service

Of all-important branding 
lessons marketers can learn 
from Apple, one stands 
out: branding begins on the 
demand side of the market.

So how does trust solve your challenges?
Keep reading or jump to the section you require below!

SKIP TO ECOMMERCE 
CHaLLeNges

JUMP TO SERVICE 
sPeCIfIC	CHaLLeNges

http://business.trustpilot.com
http://www.dmn3.com/dmn3-blog/using-online-marketing-to-manage-your-reputation
http://www.forbes.com/sites/panosmourdoukoutas/2013/10/05/apples-most-important-branding-lesson-for-marketers/
https://econsultancy.com/blog/4060-reputation-matters-more-than-price-for-online-consumers/
http://www.castleford.com.au/blog/2015/online-reputation-more-important-than-price-a-study-finds
http://www.castleford.com.au/blog/2015/online-reputation-more-important-than-price-a-study-finds
http://www.numerounoweb.com/press/online-reputation-more-important-than-price/7086/
http://www.numerounoweb.com/press/online-reputation-more-important-than-price/7086/
http://www.numerounoweb.com/press/online-reputation-more-important-than-price/7086/
https://www.salesforce.com/blog/2013/10/customer-service-stats-55-of-consumers-would-pay-more-for-a-better-service-experience.html
https://www.salesforce.com/blog/2013/10/customer-service-stats-55-of-consumers-would-pay-more-for-a-better-service-experience.html
https://www.zendesk.com/resources/customer-service-and-lifetime-customer-value
https://www.zendesk.com/resources/customer-service-and-lifetime-customer-value
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Let’s start with a scare:

Don’t let eCommerce challenges 
make you pay

PART 3

But it’s not just regaining customers that 
worries us. We’re also thinking: 

	 •	 How	can	I	increase	basket	size? 

	 •	 How	can	I	improve	my	google	 
  rankings and attract shoppers? 

	 •	 How	can	I	simplify	the	customer	 
  journey so more people check out?

Wired.com estimate that a trillion dollars stacked up would go one-quarter 
of the way to the moon. Four trillion dollars is therefore an entire moon trip. 
Abandoned shopping is beating SpaceX to the moon at this rate.

of all eCommerce visitors 
abandon their shopping 

carts.

That’s how much 
merchandise is abandoned 

each year

68% trillion 
dollars4

http://business.trustpilot.com
http://www.wired.com/2011/09/stacking-one-trillion-dollars/
http://www.themarketbusiness.com/2015-07-16-spacex-is-undergoing-issues-while-finding-cause-of-falcon-9-explosion
https://econsultancy.com/blog/66680-top-10-digital-marketing-stats-from-this-week/
https://econsultancy.com/blog/66680-top-10-digital-marketing-stats-from-this-week/
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WHY DOES A 

business  + customers =

abandonment?

soLving 
the conversion 
conundrum 

you are the googLe star

These stars - which show the overall review rating of a product - are formed from 
review data sent by third-party review sites, such as Trustpilot. 

Star ratings make business stand out, letting the customer know right away that 
you’re to be trusted, likely boosting clicks and conversions on your site.

Google’s ‘gold star’ reward system isn’t just for show. 
The Google stars rich snippets are an effective barometer of trust. 

Statistics show that 
61% of customers read 
reviews before making 
a purchase. Have no 
reviews, and you’re 

leaving an element of 
doubt on the table.

Reviews provide 
assurance, honesty, 

and transparency. And 
Trustpilot statistics 

show that reviews can 
provide a 40% revenue 

boost year-on-year.

61% 40%

it could be because 
trust is not evident
- trust which comes from online reviews.

Whatever	you	think	of	the	sports	brand	Nike,	they	
successfully created the most successful tagline 
of the 20th century: ‘Just do it’.

Yet oftentimes, people don’t ‘Just do it’. We 
fear the unknown. We all need reassurance and 
comfort, so we know we’re doing the right thing.

Want to know 

how to maximize 

Google seller 

ratings  

(Gsr) with 

reviews? 

http://business.trustpilot.com
https://developers.google.com/structured-data/rich-snippets/reviews
https://econsultancy.com/blog/9366-ecommerce-consumer-reviews-why-you-need-them-and-how-to-use-them/
https://econsultancy.com/blog/9366-ecommerce-consumer-reviews-why-you-need-them-and-how-to-use-them/
http://www.smarta.com/blog/2015/2/trustpilot-the-importance-of-online-reviews/
http://www.smarta.com/blog/2015/2/trustpilot-the-importance-of-online-reviews/
http://www.independent.co.uk/life-style/fashion/news/nikes-just-do-it-slogan-was-inspired-by-a-convicted-killers-last-words-10117596.html
http://www.independent.co.uk/life-style/fashion/news/nikes-just-do-it-slogan-was-inspired-by-a-convicted-killers-last-words-10117596.html
http://blog.trustpilot.com/blog/2015/7/6/how-to-land-great-reviews-and-boost-your-google-seller-ratings
http://blog.trustpilot.com/blog/2015/7/6/how-to-land-great-reviews-and-boost-your-google-seller-ratings
http://blog.trustpilot.com/blog/2015/7/6/how-to-land-great-reviews-and-boost-your-google-seller-ratings
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be a smooth operator

and so we’ve come 
fuLL circLe

You search for a 
product or find it 

through marketing

You perhaps 
browse a bit more

You sign in (where 
possible) or simply 

add in your shipping 
and payment details

You go to the 
website of that 

product

You then finalize 
your basket

You click confirm 
(or something 

similar)

You find the product 
and add it to your 

basket

You click to pay You click away 
from the resulting 
confirmation page

Let’s go through a streamlined online buying process:

Read on to see what challenges the service sector face, 
and get top tips on how to win.

1 4

7

2 5

8

3

6 9

That’s a streamlined purchase decision, not including possible clicks to rectify mistakes, search for 
competitors, or shopping cart abandonment because something’s not quite right.

There could be hundreds of clicks in the customer journey, so it’s important your website couples:

Or, are you worried about negative reviews on an open platform? 

Displaying reviews, or any reviews, on your site, shows you’re trusted, 
giving fewer reasons to customers to back out of a purchase.

ease of use with guidance to buy

CLICk	aNd	jUmP	to	oUr	
oPeN	Vs.	CLosed	debate!

http://business.trustpilot.com
http://www.usertesting.com/blog/2015/04/02/customer-journey-mapping/
http://blog.trustpilot.com/blog/2015/6/11/are-you-sitting-on-a-customer-research-goldmine
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From employing 64% of the US workforce in 1970, to employing over 84% of the 
workforce today, the service sector continues to grow.

Servicing 
your service 
with trust

PART 4

In the UK, the change is even more profound - only 

33% of workers were employed in services just 

before the 1900s. Today, it is a staggering 81%. 

Today, more people need more services, and 

service they can trust at that.

Companies in the service sector often have it 

tougher. Service is not about a one time click-and-

buy process. The focus is firmly on loyalty.

Challenges include:

	 •	 Improving	churn	rate	/	increasing	 

  retention

	 •	building	advocates	of	your	brand

	 •	 Improving	customer	service	to	keep	 

  customers loyal

Increase customer retention rates with customer feedback

Showing customer reviews is one of the most 
efficient ways to increase retention rates.

Reviews show your reputation time and time again. 
New	customers	see	what	you’re	doing	right,	and	
existing customers are encouraged to shop with 
you again. 

And, if there are negative reviews, your maturity in 
responding to them shows you’re always working 
on giving the right impression.

The probability of selling to an existing customer 

is around 70%. A prospect? Just 20% - max. And 
with new customer acquisition costs around six 
to seven times more than simply selling to current 
customers, opening up to online reviews helps:

	 •	 Reduce customer acquisition cost

	 •	 Increase sales (if done right)

	 •	 Build brand loyalty

	 •	 Build trust

So get feedback and you’re likely to influence 
those who have already seen you online, not just 
the newbies.

trust is important in all of 

these challenges.

http://business.trustpilot.com
https://www.surveymonkey.com/blog/2014/04/11/asking-customer-feedback-improves-customer-retention/
http://blog.clientheartbeat.com/customer-churn-rate/
https://www.linkedin.com/pulse/20130604134550-284615-15-statistics-that-should-change-the-business-world-but-haven-t
https://www.linkedin.com/pulse/20130604134550-284615-15-statistics-that-should-change-the-business-world-but-haven-t
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But don’t just stop at collecting customer feedback... 

Is less more?  
Not	in	customer	service

Know your weaknesses, 
build your strengths

When you do get customer engagement, act on it. Responding to 
feedback, whether it’s good or bad, shows you’re relatable, open 
and trustworthy.

If you segment particular themes of the feedback, you can target 
your future communications to address the pains or praise of your 
customers. That helps your customers feel like it’s not just an 
automated process.

increasing customer retention by 5% can lead to a 25% 
- 95% increase in company profits. Keep the costs to a 
minimum, and be smart with the trust that’s filtering through your 
customer reviews, and your numbers will never have looked 
better.

Bad customer service - you’d think it would be 
impossible with the plethora of tips online to fight it.

Yet it still exists, along with other things we’d 
thought would die out by now, like the fax machine, 
or people saying ‘expresso’ instead of espresso. 

Customers are four times more likely to shop with 
a competitor if they encounter poor customer 
service, rather than poor product quality. 

But don’t just be reactive and put on a good 
face when customer service issues arise - talk to 
your customers, send out customer satisfaction 
surveys, ask for reviews, and get that trust built. 

As much as it scares businesses, gathering 
feedback helps you see your limitations. And if 
customer service is your limitation, there is only one 
person who will tell you - the customer.

Understanding where you’re lacking helps you 
regain the trust of existing customers. After all, 
around 80% of your revenue will come from 20% 
of your existing customers, so keep them happy 
and show that you’re the trusted business you say 
you are.

http://business.trustpilot.com
http://www.evergage.com/blog/7-strategies-to-reduce-saas-churn/
http://blog.hubspot.com/marketing/customer-retention-tools-long-term-ecommerce-success
https://youtu.be/8Gv0H-vPoDc
https://www.linkedin.com/pulse/20130604134550-284615-15-statistics-that-should-change-the-business-world-but-haven-t
https://www.linkedin.com/pulse/20130604134550-284615-15-statistics-that-should-change-the-business-world-but-haven-t
https://blog.kissmetrics.com/improve-churn-rate/
https://blog.kissmetrics.com/improve-churn-rate/
https://blog.kissmetrics.com/improve-churn-rate/
http://www.slideshare.net/apptegic/ten-staggering-statistics
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Still not convinced feedback is beneficial?

Have fun!

In asking for feedback, you can even drop in some 
of your new services too. 

So if you get customer feedback saying customer 
service was slow, you could even respond asking 

if they were aware of all the contact routes you 
have available.

That’s a possible complaint averted, and a new 
feature promoted. Problem solved.

Don’t be afraid to refer to the fundamental principles of building 
trust: the use of humor, sympathy, emotion and genuine care.

One of our Trustpilot colleagues recently had this great customer 
service experience	to	share.	Now	he’s	probably	only	going	to	ever	
buy his underwear from one place (you’ll see what we mean).

Now	let’s	see	why	open	review	websites	are	the	best	option.	

every. single. time.

http://business.trustpilot.com
https://www.surveymonkey.com/blog/2014/04/11/asking-customer-feedback-improves-customer-retention/
http://www.ashleyscrace.com/index.php/now-great-customer-service/
http://www.ashleyscrace.com/index.php/now-great-customer-service/
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Simply saying, “I’m being honest” doesn’t elicit trust in the person you’re speaking 
to, but showing and proving you’re being honest does. 

If you owned and operated a snorkeling business, it would be in your best interest 
to operate the business in transparent waters. 

Transparency - 
an open and closed case

PART 5

Customers are likely a bit skittish about diving 
into murky waters. What lies beneath the surface 
of dismal and obscure waters is a mystery, and 
that mystery allows our imagination to create an 
endless world of peril. 

why?
What lies beneath the surface of glass-like, azure 
waters can be seen by all, with nothing to hide. 
What you see is what you get.

http://business.trustpilot.com
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Company ZCompany Y

Let’s consider three different companies: X, Y and Z.

They all operate in the same commerce niche, with similar goods or products and overall exposure.

Let’s then consider that the underlying differences between the three are as follows:

Company X  
does not want to participate 
in collecting and using 
online reviews at all, fearing 
that they will lose business 
from negative reviews.

Company Y  
collects reviews but uses a 
closed platform, whereby it 
can selectively choose what 
reviews are seen to anyone 
interested in checking them 
out.

Company Z  
collects reviews with an 
open platform like Trustpilot, 
allowing all reviews to be 
displayed.

Survey data from Dimensional Research claims that 90% of customers say buying 
decisions are influenced by online reviews. So with this in mind, let’s hypothesize 

what might happen to companies X, Y and Z.

Company X -  
If a company’s biggest concern is the fear of negative reviews, what does that 
say about how strongly they believe in their products or services? 

If there are negative things to say, isn’t it best to have a conversation about them 
publicly, and show anyone interested in the company that improvements are on 
the way? For further evidence and support, see Jay Baer’s content on “hugging 
your haters”.

Transparency is assurance

Company X

x

http://business.trustpilot.com
http://marketingland.com/survey-customers-more-frustrated-by-how-long-it-takes-to-resolve-a-customer-service-issue-than-the-resolution-38756
http://marketingland.com/survey-customers-more-frustrated-by-how-long-it-takes-to-resolve-a-customer-service-issue-than-the-resolution-38756
http://www.inc.com/jay-baer/how-to-hug-your-haters-3-ways-to-use-complaints-to-strengthen-your-business.html
http://www.inc.com/jay-baer/how-to-hug-your-haters-3-ways-to-use-complaints-to-strengthen-your-business.html
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Company Y -  
Customers prefer a the full picture, not a selection of reviews. 

As technology increasingly becomes a utility for our day-to-day life, 
consumers have become more cynical and don’t want to be misled. 
Customer want the full picture, not a selection of reviews. 

Company Z -  
There’s a nobility to being open and transparent - you’d trust your friend and 
family, so why not be able to place that same level of trust in a company?

Perhaps you may be worried that posting all reviews is a bad idea because it allows for anything at all to 
be said, whether it is false, slander, or unrelated to the company. 

That’s why Trustpilot has automated software to detect fabricated reviews and a 30 person Quality 
and Compliance team in place, checking flagged reviews to ensure that they comply with Trustpilot’s 
guidelines.

the answer is simple: less information means less certainty. 

When a company’s customer’s opinions are misconstrued, thus 
not showing all of what they truly are, customers can’t be certain 
of the risk of spending their money. Whereas when all is laid open 
for all to see, there is nothing lurking below the clouded surface, 
merely a transparent view from top to bottom.

Which option proves to have the 
most value? 

Z

y

Company Z

http://business.trustpilot.com
https://support.trustpilot.com/hc/en-gb/articles/205084368-Who-is-Trustpilot-Compliance-
https://support.trustpilot.com/hc/en-gb/articles/205084368-Who-is-Trustpilot-Compliance-
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so what safeguards exist to ensure your 
trust levels are reliable?

Why transparency equals success

For example, a few years ago Domino’s pizza had a viral ad campaign called “Our Pizza Sucks”, where 
they publicly showed pictures and videos of the alleged poor quality level of their pizza, and customers 
openly complaining about how tasteless the pizza had become. 

They embraced that they were receiving complaints, 
openly showed the world what they were doing wrong, 
and then took steps publicly to revise what they were 
doing wrong. And what did they get in return? The 
chain’s sales grew 14.5 percent to $362 million 
in Q2 2010, and up 16.5 percent for the first 
six months of the year.

Consumers and business owners 
aren’t the only ones benefiting from 
transparency though, employees 
have named transparency with 
their co-workers as the top factor 
to their happiness at work.

Oftentimes, companies see transparency only as a tool to be used when owning up to a mistake or 
righting a wrong, but the most efficient and lasting approach lies in building trust by showing that all 
interactions with your customers are worth a response. 

http://business.trustpilot.com
http://www.cbsnews.com/news/self-flagellation-as-corporate-strategy-dominos-we-suck-campaign-piles-on-the-sales/
http://www.forbes.com/sites/victorlipman/2013/12/11/new-study-shows-transparency-isnt-just-good-ethics-its-good-business/
http://www.forbes.com/sites/victorlipman/2013/12/11/new-study-shows-transparency-isnt-just-good-ethics-its-good-business/
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At first you may think, “Well, so many others have already used them and they seem to like it.” But after 
further investigation, you are skeptical because you wonder how it’s possible that a company can only 
have 4 and 5 star reviews. 

Oftentimes, brands who are turned off by review collection believe that by leaving themselves open 
to public opinion in an open environment, anyone with internet access can ruin their reputation with 
some false statements. The issue begins with what we are accustomed to seeing all over the internet; 
questionable credibility. 

When it comes to the validity of online reviews, there needs to be a process in 
place to ensure that what is being displayed as a source of praise or criticism for 
a brand is birthed from an authentic experience, not deceit. After all, this is your 

brand and reputation we are talking about here.

So a customer has found a new product or service online and it all seems great.

Maintaining trust 
in an untrusting world

PART 6

How many of these reviews are even real?” Are these reviews 
fabricated? Are these reviews made by a hired party to help promote 
a false sense of trust? Are they showing all of their reviews or cherry 
picking? Can I trust this company at all?

Credibility of online information has always been a key factor in our 
understanding of the Web at large. With the recent rise in social 
media and particularly user–generated content, our need for a solid 
understanding of online credibility is becoming ever more important.” 
(Gillmor) 

http://business.trustpilot.com
http://firstmonday.org/ojs/index.php/fm/article/view/3731/3132
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In a free space, one can express thoughts, opinions and more, without the threat of 
prosecution or censorship.

to find out what trustpilot do to ensure quality and 
compliance, click here.

Why compliance is vital

But with freedom comes responsibility. If we’re 
advocating open communication - whether this is 
in the shape of a democratic country or an open 
review community - rules still exist. 

This doesn’t mean that everyone has to agree 
all the time. Freedom of expression, whether 
enshrined in law or not, allows freedom of 
interpretation too, even if that ultimately causes 
freedom to offend.

But what can’t happen is fabrication or bogus 
criticism. That’s not right.

Open review platforms are the nearest thing to 
an open, online democracy. They encourage 
honest communication between consumers and 
businesses, in a transparent, trusting sphere 
guarded by a few key rules.

Compliance, much like rules in society, should be 
enforced with a heavy hand, but with dialogue and 
respect from the community itself. 

And that’s what quality and compliance is all 
about. At Trustpilot, for example, our team is all 
about clearing up misunderstandings to help 
customers and businesses make the most of this 
powerful online social economy of reviews. Anyone, 

businesses and customers, can flag a review and it 
will be looked at in due course.

To allow the customer voice to flourish, there needs 
to be freedom, and safeguards running parallel to 
this to ensure reviews are authentic. Besides, only 
a small percentage of reviews posted are flagged 
as suspicious. To protect our open platform, we 
choose to fight these reviews rather than gating our 
community. 

Fraudulent activity must be combated - it pulls us 
all down, after all. Guidelines, ours included, apply 
to everyone equally, regardless of having a paid 
subscription or not.

So don’t be scared that slander is just around the 
corner in open feedback spaces. For a start, it’s 
not: 84% of reviews are positive. 

And even if you do get a negative review, it will take 
more than a few for a customer to abandon their 
basket.

While no human or machine is perfect, a watchdog 
system of compliance ensures maximum freedom 
is coupled with maximum security. Ultimately, it 
becomes a community that maintains itself. 

http://business.trustpilot.com
https://support.trustpilot.com/hc/en-gb/sections/201027367-Trust-Reviews
https://support.trustpilot.com/hc/en-gb/sections/201027367-Trust-Reviews
https://www.law.cornell.edu/wex/first_amendment
http://www.theguardian.com/commentisfree/2015/feb/16/free-speech-means-nothing-without-right-to-offend-paris-copenhagen
https://youtu.be/pXnJELh78qs
https://support.trustpilot.com/hc/en-us/articles/205084368-Who-is-Trustpilot-Compliance-
http://www.slideshare.net/trustmovement/the-truthabouttrustseriesthemythsofonlinereviews
http://www.slideshare.net/trustmovement/the-truthabouttrustseriesthemythsofonlinereviews
https://support.trustpilot.com/hc/articles/201748526-
https://blog.mocoinsight.com/2014/06/20/3-myths-about-online-consumer-reviews/
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You	should	now	have	the	knowledge	you	need.	Now	it’s	up	
to you to apply skill and resources to make your future trust 
powered.

Word of mouth has come full circle. From grunting cavemen to 
keyboard warriors, trusted human interaction has always been 
the best way to market. It’s just now it’s a little different in an 
online review form.

Word of mouth marketing, framed by trust and transparency, will 
always be here to stay.

We wish you well and would love to join you on your journey.
so what are you waiting for?

get started today!

have you got the power?

http://business.trustpilot.com
https://youtu.be/BQ4yd2W50No
http://goo.gl/A0mpem
https://goo.gl/7niVzJ

