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Introduction 
Shoppers today expect access to product reviews to guide their purchasing 
decisions, and with so much word-of-mouth content available, they are more 
empowered than ever. In fact, nearly half of shoppers say they are less likely 
to buy from a brand or retailer if they don’t have reviews on their sites, and 
70% of shoppers use reviews to evaluate similar products before buying1.

As a brand or retailer, this means you need to step up to the plate. And to hit 
a home run, your user-generated content (UGC) program needs to be of all-
star caliber.

Shoppers wanting social validation isn’t new. But how they seek it out is. 
You’re focused on putting your best foot forward, which means you need a 
UGC provider that is keeping their finger on the pulse to help you do that.

A UGC strategy done right can increase the discoverability and awareness 
of your products, boost sales, help your business talk in the language 
of your customers, and provide you with a new touchpoint to create a 
dialogue. It can also inform site and page optimizations, provide insights 
for product improvements or innovation, reduce return rates, and ensure 
your shoppers have a positive shopping experience. We can keep going 
on about the benefits but we’ll cut to the chase: You need the right UGC 
provider to be successful. 

Nearly half of shoppers 
are less likely to buy from a 

brand or retailer who doesn’t 
have reviews on their site.1

More than two-thirds of 
shoppers use reviews to 

evaluate similar products 
before buying.1

You’ve got your plate full with the mechanics of building and sustaining a 
successful retail brand. Onboarding the right UGC provider can make your life 
significantly easier. Pick the wrong one and... well, let’s not talk about that.

This guide will take you through important areas of considerations for a new 
UGC provider and the questions you should be asking.

46% 70%
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How UGC drives measurable results

UGC in the
shopper journey

63%  of brands and retailers say that 
ratings and reviews impact SEO2

31%  of shoppers discover  brands 
through word-of-mouth   
recommendations3

1⁄3 expect a brand to respond 
publicly to their review, regardless  
if their review is positive or negative5

  #1  When shoppers leave negative 
feedback for a business, the number 
one thing they want as a result is their 
feedback implemented5

36% say reviews from other customers 
most motivate them to buy a 
product online3

47% of shoppers consider online 
customer reviews to be 
an influential source of 
information, second only to 
recommendations from family  
or friends4

CO N S I D E R ATI O ND ISCOVE RY

  39%          of shoppers say reviews are the  
 most important part on a  

 product page5

 136% lift in conversion when shoppers 
engaged with reviews on  
best-in-class sites5

D EC IS I O NR E PUTATI O N
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Evaluation checklist
Before you start in-depth discussions with UGC providers, you first want to consider and detail some  
of your requirements by following these steps:

D E F I N E 
Define what success 
looks like for your 
business today and in  
the future.

E VALUATE 
Evaluate what has been 
successful about your 
current UGC strategy 
and what hasn’t.

I D E NTI F Y 

Identify key stakeholders, 
understand their potential 
involvement and how 
they might be impacted, 
and prioritize their 
differing departmental 
goals.

D EC I D E 

Decide where you want 
to display and showcase 
your UGC (your website, 
retailer websites, social 
media, etc.).

PR I O R ITI Z E 

Outline your mandatory 
and desirable 
functionalities.

C R E ATE 

Create list of questions 
to evaluate providers 
and document and 
compare answers. 
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Define success for your business  
Leading brands and retailers invest time upfront to lay out their high-level goals and how UGC can support them.  
This sets them up for success in ultimately maximizing the business value of their program. Here are some common 
goals to inspire your goal-setting thought process.

The most common pain points a UGC program can solve: 

FO R  B R AN DS

Shoppers not 
feeling confident 
in their purchase 
decisions

Struggling to 
launch 
new products

Difficulty 
developing and 
maintaining 
brand loyalty

Struggling to 
identify why 
certain products 
perform the way 
they do

Standing out 
at retail and/or 
supporting 
your retail partners

Connecting with 
shoppers buying 
outside of your 
brand site

Needing to 
discover new, 
qualified 
consumers  
through search 

FO R  R E TAI LE R S

Unable to 
maximize the 
impact of digital 
and/or offline 
shopping 
channels

Difficulty creating 
an omnichannel 
experience

Needing to 
improve customer 
engagement 
on PDPs

Struggling to 
identify why 
certain products 
perform the way 
they do

Product pages 
are going stale, 
and conversion 
rate is too low

Missing review 
content across 
the entire 
product catalog, 
particularly those 
with a wide range 
of categories and 
SKUs

Needing to give 
consumers access 
to information  
they need to 
confidently buy 
without returning 
to Google

High return rates
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If you are reading this guide, you will likely own or contribute to your company’s 
UGC efforts. While a successful program needs a clear owner, the impact of 
your investment is maximized when multiple teams and stakeholders across your 
company are involved. Like most things in life, it takes a village. 

Understanding and communicating the multitude of UGC value drivers is your key 
to getting investment from other individuals or departments across different areas 
of your company. Having a UGC program is no longer optional. It’s not just about 
online shopping. It’s the foundation of your entire customer experience.

This covers just a few of the teams that directly benefit from UGC and should be 
involved in the program. When researching providers, plan to spread the love. 
Understand the needs of your stakeholders. Win them over with how UGC can 
meet their needs too – not just your own.

Customer 
service

Marketing

Brand

E-commerce

SEO

Social

C-suite

Product

Reap the rewards of UGC 
across your organization
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TE A M  &  O B J EC TIVE I NTE R AC TI O N B E N E F IT

Marketing
Increase brand awareness and 
consideration

• Collect UGC
• Report on complete program performance
• Leverage reviews and visual content in social media,  

email, and other marketing content and campaigns

• Improvement in awareness
• Increase in email and social engagement
• Improved marketing messaging, targeting, and positioning
• More compelling campaigns

E-commerce
Increase online sales

• Collect and display UGC
• Report on site conversion metrics 

• Improved quality of product pages, including bounce rates, time on page,  
and site engagement

• Increase in conversion rate, revenue per visitor, and average order value

Customer service
Interact with shoppers and ensure 
they have the information and 
answers they need

• Respond to reviews and answer questions on 
brand or retailer sites

• Report on engagement metrics

• Address shoppers’ questions and concerns faster and at scale
• Reduction in call center volume
• Increase in conversion
• Insight into frequently asked customer questions or common complaints
• Decrease in returns

Product
Develop new products and 
improve existing ones

• Report on product performance and product insights
• View and understand performance versus the competition

• More data and visibility into consumer preferences, sentiments, and 
usage patterns

• Implement product adjustments based on unfiltered customer feedback

SEO
Acquire more qualified customers 
organically through search engines

• Ensure proper implementation and mark-up • Increase in search rankings and site traffic
• Gather an influx of fresh, unique, keyword-rich content

C-suite 
Set the strategic direction of  
your company 

• Reporting on the revenue impact • An increase in ROI

Brand
Build brand loyalty with old and 
new shoppers alike

• Understand market share based on UGC and sentiment
• Analyze competitor and customer insights to better position 

products

• Understand position in market
• Better connect with consumers
• Reduce customer acquisition costs by creating more returning customers

Social
Execute brand via social and 
engage with shoppers

• Collect UGC through social campaigns
• Reshare UGC via social channels
• Distribute visual and social content to broader marketing channels

• Social and visual content increases conversion
• Engaged shoppers will buy more

Teams that benefit from UGC
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Prioritize your must-haves 
and nice-to-haves
When outlining what you’re looking for in a provider, consider the following topics:

What business objectives are you 
trying to accomplish?

What types of UGC do you need to 
collect? How quickly?

Is review syndication across multiple 
retail sites a priority?

Is review syndication across multiple 
retail sites a priority?

What level of insights and reporting is 
needed?

On which e-commerce sites do you 
want UGC displayed?

What technical resources are at your 
disposal?

Which e-commerce sites do you want to respond to 
customer reviews and questions on?

Do you have security or privacy 
requirements for software providers?

What existing systems does this software 
needs to integrate with?

Do you need to display and respond in different 
geographic locations? Review translation?



What questions 
should you ask to 
evaluate a partner?
You know what they say about asking questions. The better the 
question, the better the answer.

This section will help you ask the right ones in these six areas.

S I X  FO CUS  AR E A S

Content types and volume

Strategic guidance and expertise

Network of brands, retailers, 
and shoppers

Product and customer insights

Platform innovation

Content integrity and security

Finding your ideal UGC provider   |   10 
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1 Content types 
and volume

UGC is like pizza. It comes in many shapes, sizes, styles, and there’s 
something for everyone. Ratings, reviews, photos, social media 
posts, and videos are just the beginning. You need a provider who 
understands the value of each type of UGC. And how to get more 
of what your brand needs. Afterall, volume of content is one of the 
most critical parts of a successful program. Having just one review can 
boost conversion rates by 10%, and having 50 reviews can result in a 
30% increase in conversions6. And that’s just the beginning.

C H EC K LIS T

What UGC do my consumers need to confidently make a 
purchase?

What features do you offer that ensure high UGC submission rates?

How can you help me to continuously drive more review volume? 

What kind of collection tactic best matches my current needs?  
How will you help me execute?

What is the UGC submission rate for your sampling campaigns?

How is your solution going to optimize our content for SEO? 

What are best practices around responding to customer reviews 
and questions? How will you help me prioritize which I respond to?

How do I get customers to share more visual content?

How can you help increase social engagement?

Will you have the right types of UGC and 
enough of it to turn shoppers into buyers?
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Will you be a true partner and invested in helping us 
achieve our goals, from implementation to growth?

2 Strategic guidance 
and expertise

C H EC K LIS T

Tell me about your global client success organization.

How will our primary contact develop and execute 
a UGC plan with us?

How often will we talk to our client success director, 
including on-site and via business reviews?

What does the overall engagement model look like 
between our teams?

What types of publications and events do you 
participate in that demonstrate thought leadership?

What kind of resources do you offer clients?

Do you have benchmark data and other ways to see 
how the value of our UGC compares to others in my 
particular industry?

How can you help me address some of the e-commerce 
and retail challenges impacting my specific industry and 
help me understand where I need to focus my efforts?

How does your organization stay ahead of retail trends?

The right provider should understand your pain points, recommend the 
most suitable solutions, monitor your program’s health, resolve issues, 
show you how to measure success, teach you how to use the tools, and 
share expertise on UGC, industry, and retail trends. If that seemed like a 
mouthful to read, that’s okay. Your provider should have you covered.
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How can we get more eyes on our ratings, reviews, 
and visual content at critical decision-making 
moments and in the places our customers love  
to shop?

A successful brand-retailer relationship is critical to survival. UGC is a powerful way 
for brands and retailers to work together to better serve shoppers. While brands 
may collect UGC on their own, when they share this content to different retail 
channels, its value multiplies. Syndication of ratings, reviews, and visual content 
to retail sites helps brands be everywhere their shoppers are. Retailers benefit 
too. Shoppers want to buy from brands and retailers that are validated by other 
shoppers like them. Ultimately, this improves sales for both parties and strengthens 
the relationship between brand and retailer. 

Your UGC provider should help you give shoppers the information they need to 
make a confident decision — no matter where they choose to buy.

3 Network of brands, 
retailers, and shoppers

G E N E R AL  C H EC K LIS T

How many shoppers do you reach through 
your network?

How many brand and retailer sites are in  
your network?

Checklists for brands and 
retailers on next page.
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B R AN DS

As a brand selling through a retailer, how do 
we respond to reviews?

What retailers can I syndicate to?

What’s the most effective way for us to 
generate content for our retailers?

What’s the process for getting our content  
to our retailers?

Will we see the reach of our content on retailer 
sites through reporting and have a way to 
gather any consumer or product insights?

How are you using network data to help us 
find new shoppers?

How do you ensure my content is properly 
tagged on a retailer’s site?

What types of content can my brand 
syndicate to your network?

R E TAI LE R S

As a retailer selling multiple brands, who is 
responsible for responding to reviews?

Can you help us recruit brands to contribute 
content to our retail site?

How easy is it for brands to collect and send 
content to retailers? Explain the software behind 
this content generation. How quickly do you 
syndicate content? 

What’s the process for getting content from brands 
selling on our site?

What reporting will we receive on the sources of 
our content?

How do I ensure that all content syndicated to 
my site is badged appropriately, per industry/
regulatory body guidance?

What types of content can I expect to receive from 
your syndication network?

Brand and retailer network questions
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4 Product and 
customer insights

If you are just leveraging a UGC program to collect and display 
content, you are only scratching the surface of the platform’s full 
potential. Best-in-class companies take the often untapped gold 
mine of UGC and use it solve some of their most pressing issues. 
Like uncovering product flaws, identifying unmet customer needs, 
repositioning their product versus competition, and gauging 
customer sentiment. This requires a platform that makes it easy 
to understand what shoppers are saying about your products, 
gives you immediate access to data and insight at-scale, and lets 
you quickly interpret a large amount of data and glean insights for 
business improvement. 

C H EC K LIS T

What tools do you offer to help us unlock actionable insights 
and report on the key findings?

How can you help us compare our performance against 
benchmarks and other companies in our industry?

How do you help brands understand their UGC program 
and customer insights across different retailer sites? What 
technology is used to automate the process?

What is the level of effort needed to set up reports, schedule 
delivery, and share data across our company?

What are some examples of companies that have built better 
products or honed marketing tactics based on automatically 
generated insights from your solution?

Do you provide recommended actions for us to take based 
on what our customers are saying?

What kinds of reports do you offer? Can I get a demo of 
your reporting tools?

Do you offer reporting templates and customizations?

Do you have any way to eliminate the manual efforts needed 
to gather insights?

How can you help us make smarter,  
consumer-driven business decisions 
with less effort?
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5 Platform 
innovation

How are your solutions evolving to meet 
new, broader, and more complex needs?

C H EC K LIS T

What are some of your most recent, high-impact product 
innovations, including new capabilities and functionalities?

What do you have in your product pipeline that will provide 
value and drive long-term success of our program?

How large is your global R&D staff?

How easy to use are the tools?

Is your technology flexible enough to suit our unique needs?

What types of content are collected through a single solution?

What are the tools available for flexible configurations?

What are the display options available for our customization?

Does your solution offer an API?

How is the solution optimized for mobile?

Do you have a Mobile SDK to enable developers to build UGC 
in any iOS or Android application?

Are other partners and platforms integrated with your software?

UGC programs should grow and have enough flexibility to address 
both your individual and market needs. Your provider and the 
technology should always be changing to meet both the technical 
requirements of today and in the future.



Finding your ideal UGC provider   |   17 

6 Content integrity 
and security

How will you help protect my brand  
and my shoppers?

C H EC K LIS T

How do you protect me from fake reviews?

How can we reassure consumers that the content we collect 
is authentic?

Which fraud detection systems does your software have?

What level of moderation will our content go through  
before display?

What is your experience moderating in our industry?

How do you moderate in highly-regulated industries?

How have you innovated with natural language processing 
in order to display safe content instantly?

How are you meeting data privacy compliance and GDPR 
for the EU?

Do you have a fraud system contained in the EU?

What badging do you offer to meet FTC compliance?

Is your platform WCAG 2.0 A or AA accessible?

Authenticity and trust are an invaluable currency for companies and an 
essential part of a UGC program. Those who are unable to establish trust 
with consumers or — worse — who lose established trust simply will not 
just not succeed. They’ll fail. You need a trustworthy partner that has you 
covered, from fraudulent content to data privacy, to help you establish 
and maintain the hard-earned trust of today’s shoppers.



Conclusion
Finding the right UGC provider takes time and careful evaluation. 
It is critical to understand that not all providers are the same. UGC 
programs may look similar at first glance, but when you dive deeply into 
each one, you will see how drastically they can differ below the surface. 

Before you make a final decision, make sure you are clear on the 
advantages and disadvantages of each, ask the right questions, and 
identify where you want to go and which provider can get you there.
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Why Bazaarvoice
Bazaarvoice connects the world’s largest network of brands, retailers, 
and shoppers. We collect and display the most ratings and reviews in the 
industry and reach more shoppers than anyone else. This network allows 
thousands of brands to connect with retailers and distribute their UGC to 
the places customers shop and makes it easy for retailers to provide more 
than a billion monthly shoppers with the content they trust most. 

Leveraging this powerful network gives us a competitive advantage to 
serve our clients in unique ways — from providing you reporting and 
insights, to our practices for moderation and authenticity, to the way our 
client success teams are equipped to partner with clients of all sizes and 
across all industries.

BA Z A ARVO I C E  N E T WO R K

1.3 billion
monthly shoppers



Finding your ideal UGC provider   |   20 

References 
1. Deloitte & Touche, 2019, research commissioned by Bazaarvoice.

2. Bazaarvoice Shopper Experience Index, 2019.  
www.bazaarvoice.com/wp-content/themes/bazaarvoice/_sei-2019/static/downloads/BV19-SEI-Main-NA-Final.pdf

3. GlobalWebIndex, The trends to know in 2019.

4. Murphy Research: Shopper Trends Report: Understanding Shopper Behavior in an Omnichannel World, 2018. 
www.murphyresearch.com/syndicated/2018-shopper-trends

5. Bazaarvoice Shopper Experience Index, 2021. 
www.bazaarvoice.com/sei

6. Bazaarvoice Conversation Index 8, 2014.  
media2.bazaarvoice.com/documents/Bazaarvoice_Conversation_Index_Volume8.pdf

https://www.bazaarvoice.com/wp-content/themes/bazaarvoice/_sei-2019/static/downloads/BV19-SEI-Main-NA-Final.pdf
https://murphyresearch.com/syndicated/2018-shopper-trends
https://www.google.com/url?q=https://www.bazaarvoice.com/shopper-experience-index/&sa=D&ust=1591217235495000&usg=AFQjCNGPScfxgZ8ng0ONUm4s6K-ngxyTEA
http://media2.bazaarvoice.com/documents/Bazaarvoice_Conversation_Index_Volume6.pdf


Finding your ideal UGC provider   |   21 

Thousands of the world’s leading brands and retailers trust Bazaarvoice technology, services, and expertise to drive revenue, 
extend reach, gain actionable insights, and create loyal advocates. Bazaarvoice’s extensive global retail, social, and search 
syndication network, product-passionate community, and enterprise-level technology provide the tools brands and retailers 
need to create smarter shopper experiences across the entire customer journey. 

BAZAARVOICE.COM

Connecting the dots.


