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BRANDS ARE BEING SQUEEZED FROM ALL SIDES 

Pressure on margins within online retail, an increasing array of private labeled goods, declining in-store sales,  

the growing popularity of native D2C and other upstart companies. 

When brands deliver this experience on the product page, and 

back it up with an actual product to match, consumers keep coming 

back, write reviews, and create a virtuous cycle for the brand itself. 

A survey of more than 1,000 U.S. consumers who shopped online 

at least once in 2017, drives home the idea that eCommerce hasn’t 

killed consumer loyalty or trust in brands, it’s just shifted that trust 

from brand familiarity or visibility, onto more experiential terms. 

Brands have a golden opportunity to drive higher margins and 

more sales by focusing on online product content and delivering an 

overall terrific product experience.

But underlying all these trends is the reality, confirmed by both 

retail site behavior analysis and stated preferences, that today’s 

consumers overwhelmingly value, and attribute brand trust, to a 

good product experience. They are both willing to pay more, and 

are likely to buy more often, from brands that deliver it. 

For brands to build this trust with a great product experience, so 

much relies on content, and this carries over to brands selling on 

online retail sites. 

A Salsify analysis completed in early 2018 demonstrated that if 

you take two listings that appear side-by-side in an Amazon search 

engine results page (SERP), the one with more images will convert 

at a higher rate and outrank the competitor 53% of the time. In 

the same way, a listing with more bullets will convert higher and 

outrank the side-by-side competitor 51% of the time. And finally, 

a listing with more reviews will convert higher and outrank the 

competitor 58% of the time.

https://www.forbes.com/sites/stevendennis/2017/03/17/the-inconvenient-truth-about-e-commerce/#21e6a40b1bb2
https://www.forbes.com/sites/pamdanziger/2017/07/28/growth-in-store-brands-and-private-label-its-not-about-price-but-experience/#39e8b8f4505f
http://internetretailing.net/2017/09/retailers-facing-decline-store-sales-ecommerce-continues-grow/
https://www.forbes.com/sites/shoptalk/2017/01/09/going-straight-to-the-source-todays-thriving-d2c-brands-threaten-monopolistic-industries/#750b41035190


Methodology:  Age: Household Income:

Results highlighted in this report are based 

off of survey responses from more than 1,000 

US-based consumers who shopped online at 

least once in 2017.
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Consumers are open to individualized experiences
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Product content matters
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Personal experience and user reviews matter most often—
more than traditional word of mouth
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Shoppers are sensitive 
to product experience
As online shopping has become more of a fixture in consumers’ lives, consumers have grown more 

discerning before clicking ‘buy’. In 2017, price was the most important factor for consumers across all 

product types surveyed. Now, particularly for considered purchases, consumers care less about price 

when a product has demonstrated trustworthiness - they’ve already had a great experience with it, 

the product content answers their concerns or questions, and there are plenty of positive reviews.



‘Reviews and product information key for electronics category
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…Clothing shoppers are similar, with more price sensitivity
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Price and brand trust are still paramount for household staples
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Better reviews drive higher margins
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Brands need to double down on online retailers
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...and Amazon and Google are what most consumers trust, more 
than brands
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Looking ahead - building trust is 
reachable and worthwile

A consumer’s experience with a product— and the trust and loyalty and 

margins and market share that go with it— are the rewards of a now 

constant battle fought every day on the digital shelf. The data in this 

report and elsewhere further emphasizes that in order to beat out their 

competition, brands have to go to war focused on this front. This includes 

inside their own organizations and with their retail/brand partners to 

aggressively drive towards goals that will provide a great experience. 

The right content. Quicker and more robust brand/retailer collaboration. 

Merging customer intelligence with product intelligence to individualize 

the product experience. Boosting their review count and quality. Reducing 

poor reviews through stellar products and customer service. Brands need 

to employ tactics consistently focused on improving these measures 

of trustworthiness in order to achieve both short- and long-term sales 

growth and ultimately survive in the face of a rapidly shifting marketplace.
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