
Why We Need a New Kind of Review 

Over the last 20 years, online reviews 
have become woven inextricably  
into the consumer decision-making 
process. 
The growth of online reviews has also accompanied 
the rise of consumer distrust toward brands, offering 
consumers easy access to third-party input on the 
products they want to buy. According to 2020 Trustpilot 
research, 89% of global consumers now habitually check 
online reviews — some named, most anonymous — prior 
to making a purchase, and they report doing it now more 
than ever.1 

However, despite near-ubiquitous consumer dependence 
on online reviews, today’s reviews fall far short in meeting 
consumers’ needs. It’s time we rethought and upgraded 
online reviews to deliver the information, dependability, 
and credibility that today’s consumers so badly need. 

Declining faith in reviews
In late 2019, BrightLocal reported a noticeable drop in 
the number of consumers who trust online reviews as 
much as personal recommendations, especially among 

18-34-year-olds, where numbers fell from 89% to 81% 
just between 2018 and 2019.2 

Without a doubt, the tangled mess of illegitimate — and 
often anonymous and unverifiable — online reviews that 
inundate Amazon and other ecommerce sites are also  
to blame. Nameless reviews have long been assumed 
to be more honest and open — and therefore, better 
for the consumer. A closer look, however, reveals that 
anonymous reviews often provide very little useful 
information and little context regarding the reviewer’s 
level of relevant usage, expertise, or experience. Sadly, 
the Internet is loaded with millions of anonymous reviews 
that don’t actually help consumers make smarter, more 
confident purchasing decisions.

Especially given our current situation, this staggering lack 
of credible reviews puts consumers in a poor position to 
face the challenges ahead.

Trust in online reviews fell from

89% to 81%
between 2018 and 2019
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The need for better reviews
COVID-19 has blown a massive hole in consumers’ 
appetite for risk. In its recent eye-opening report, 
McKinsey & Company discovered that homebound 
Americans are migrating more of their purchases to 
online — 30-49% more for groceries, alcohol, footwear, 
household supplies, and personal care products, and 15-
29% more for apparel, footwear, skincare and makeup, 
and fitness and wellness. U.S. consumers also plan to 
spend less in nearly every category — 15-29% less on 
apparel, footwear, and skin care and makeup. Growing 
numbers of global consumers say they are becoming 
more mindful about their purchases — 40% more in the 
U.S., and 44% in the U.K., for instance. Not surprisingly, 
swelling numbers of global consumers are performing 
more brand and product research — almost certainly 
involving reviews — before buying, in search of brands 
that will provide the most value for their money.3

Clearly, in the new COVID-19 world, online reviews are 
a more essential tool for consumers than ever before 
— but where will they turn for reliable, credible brand 
and product information? Surely not to the ocean of 
unverifiable, anonymous reviews that occupy every 
search engine and ecommerce site. 

Brands must take the lead 
in providing consumers 
with a new level of  
unbiased, informed,  
verifiable expert reviews. 
The time is now.

A robust verification process
Ultimately, the quality of reviews hinges on the 
verifiability of the reviewers. Here at ExpertVoice, 
we invest over 560 man hours per month reviewing 
applications to join our community of experts. This 
rigorous process involves matching up applications 
with lists we receive from our client brands, 
manually inspecting documents applicants submit 
to verify their identity and other certifications, and 
insisting that reviewers renew their applications 
with us regularly. Yes, we are fanatical about our 
verification process — because we know that 
trustworthy reviews start with knowing we can trust 
our expert reviewers.

Visible and transparent profiles
Replacing faceless, anonymous reviewers with real 
people with real backgrounds is powerful. It tells 
consumers that someone has not just flippantly 
thrown out this review into the Internet, but feels 
strongly and confidently enough to attach their 
name to it. This is why ExpertVoice puts experts’ 

names, faces, and background information front 
and center with every review they post.

No paid reviews
One need only look at the long line of paid review 
scandals on Amazon and other sites to see that 
offering payment in return for reviews only taints 
the credibility of the review. We’ve found that true 
expert reviews are the natural by-product of the 
intense interest and passion real experts feel for 
the products categories they love. They love the 
product, so they can’t help but share it. 

Detailed information and product usage
Perhaps the most frustrating aspect of average 
product reviews is the lack of actual product usage 
and detail — a telltale sign of inexperience and 
lacking expertise. On the other hand, real experts 
don’t just tinker with products for a few days — they 
live them for years and decades. Their reviews 
are unbelievably detailed, informed by countless, 
real-world experiences, trial and error, and lessons 

Introducing expert reviews 
The truth is, many brands struggle to proactively generate credible reviews. For the last 10 years, however, ExpertVoice 
has been intensely focused on eliminating these barriers and building a system that efficiently generates the next 
generation of reviews — informative, trustworthy, and built on abundant expertise. Here are the critical components that 
we’ve determined must be present to produce this kind of review:



learned — and this makes all the difference to 
wary shoppers looking for guidance they can rely 
on. We at ExpertVoice have marvelled at how our 
community of expert reviewers regularly give each 
other kudos for the next-level product detail and 
usage that go into each review.

Easy curation and syndication
When product reviews are often published 
scattered across dozens of sites, the challenge of 
finding, gathering, responding to, and deploying 
good reviews near the point of sale cannot be 
understated. But too often, this task is so time-
consuming that many brands push it to the back 
burner – and many credible reviews are wasted. To 
overcome this challenge, ExpertVoice is proud to 

offer tools that let brands easily curate, syndicate, 
respond to, and deploy expert reviews on not 
only the brand’s own website, but also its partner 
websites, where they can best help consumers 
make informed purchases.

Recognizing true expertise
Like any true fan, product and brand experts love to 
be recognized by the brands they enjoy. As members 
of the ExpertVoice community of experts see their 
reviews used and syndicated by brands, they feel 
that their expertise has been validated. This, in 
turn, starts a virtual cycle in which the expert wants 
to speak more about the brand and its products, 
continues to receive validation, and so on. 

Real profile pictures 
and names help 
establish credibility.

A verified affiliation 
provides background on 
an expert’s qualifications.

Brand certification shows 
that our expert has gone 
through Edu-Games, 
learning about a brand and 
its products. Meanwhile, 
their recommendation is 
also backed by a product 
ownership verification.

Recommendations and reviews 
are thoughtful and detailed.  
They identify product features 
and in-field applications. 



Level up to expert 
reviews, sell more 
product

The ExpertVoice community 
of verified product category 
experts can have a direct 
impact on online sales. With 
the E-commerce Advocacy 
Solution, brands can easily 
curate online reviews with 
a resume and manage, 
syndicate, and deploy 
them in their e-commerce 
channels. Using credible 
recommendations from 
seasoned experts can build 
trust with consumers and help 
them make more confident, 
well-informed purchasing 
decisions. ExpertVoice works 
with over 500 brands in more 
than 30 categories. To start 
tapping into your experts, visit 
expertvoice.com today.

The business impact of investing in 
expert reviews
Ultimately, investing in expert reviews is good for brands, 
consumers, and influencers alike. With 85% of consumers 
looking for expert content to help them make better 
purchasing decisions4, these next-generation reviews have 
a very tangible effect on a brand’s bottom line. Brands that 
use these reviews effectively sell more, see fewer returns, 
and experience higher customer loyalty. Thanks to expert 
guidance, consumers proceed with confidence that they 
have found the right product for their particular needs. 
Brands and influencers build growing partnerships that 
benefit both parties.

With consumers desperate for brands they can trust and 
COVID-19 squeezing their wallets and sanity, investing in 
a new level of expert reviews is one way that brands can 
help consumers find products that will deliver real value. 
This is a strategy that wins customers for a lifetime — and 
that’s an investment that will never fail.

With 85% of consumers 
looking for expert content 
to help them make  
better purchasing  
decisions4, these next- 
generation reviews have  
a very tangible effect on  
a brand’s bottom line. 
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