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Executive Summary

Trustpilot ratings and reviews have a positive and cumulative impact when
deployed in advertising, on websites and throughout the online purchase
journey.

Trustpilot commissioned London Research to survey almost 5,000

EU consumers across France, Germany, Italy and the Netherlands to
understand the effect of showcasing Trustpilot signals on both display
ads and website content.

The researchers created a fictitious green energy provider called ‘Lumen
Energy’, and measured the impact of Trustpilot on consumer trust, brand
affinity and propensity to purchase. Trustpilot trust signals - including

star ratings, TrustScore and customer reviews - were found to improve
performance across all these metrics. The research shows that consumers
are also willing to pay more when they can see this social proof with
Trustpilot verification.

The research also explores the cost to consumers when they make the wrong
decisions about products or services. More than half (59%) of EU consumers
say they have lost money after paying for products or services that turned
out to be sub-standard, losing on average €654 in the last 12 months alone.

Almost three-quarters (74%) of those surveyed say they are influenced by
customer reviews, and 72% say the same for consumer star ratings. The
overwhelming majority of EU consumers (84%) say they have avoided buying
or signing up to something because of poor reviews or poor ratings.

More than two-thirds (69%) of consumers agree that a good Trustpilot score
makes them more likely to trust a brand, and a similar percentage (68%)
agree that a good Trustpilot score makes them more likely to buy from a
brand. Almost three-quarters of EU consumers (73%) also agree that verified
reviews are more trustworthy than unverified reviews.

* Trustpilot

Individual reports are also available for France, Germany, Italy and
the Netherlands.

Methodology

London Research was commissioned by Trustpilot to carry out

a survey of 4,800 EU consumers in June 2025, covering France,
Germany, Italy and the Netherlands (with 1,200 nationally
representative respondents in each market). The survey included
questions about ratings and reviews generally, and also questions
specifically about the impact of Trustpilot.

A research technique called conjoint analysis was used to quantify
consumer preferences when respondents were shown different
combinations from a series of 16 advertisements for a fictitious
green energy provider called Lumen Energy. The ads included star
ratings and customer reviews featuring Trustpilot and other brands
associated with ratings and reviews, including Google and Trusted
Shops. Survey respondents were also shown different variations
of a mobile website page for Lumen Energy, including a version
without any Trustpilot trust signals.

The methodology is explained further in the Appendix.
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According to the research:

Trustpilot signals improve ad performance

o EU consumers are 3.6 times more likely to click on an ad with the Trustpilot
logo and stars than an ad with no Trustpilot trust signals.

« Consumers are eight times more likely to click on a display advertisement
showcasing Trustpilot signals including a five-star customer rating, 3,000+
reviews, and a customer testimonial than an ad without Trustpilot.

Trustpilot social proof outperforms

o EU consumers are 2.3 times more likely to click an ad with a five-star
Trustpilot rating, 3,000+ reviews, and a customer testimonial than an
ad with the Trusted Shops logo and stars showing exactly the same
information.

« French consumers are 19% more likely to click an ad with Trustpilot signals
including a five-star customer rating, 3,000+ reviews, and a customer
testimonial than the same ad featuring Avis Vérifiés.

« German consumers are 41% more likely to click the Trustpilot ad than the
equivalent ad with the Google logo and stars showing exactly the same
information.

Italian consumers are 2.5 times more likely to click on the ad with
Trustpilot trust signals than the same ad featuring Feedaty.

o Consumers in the Netherlands are 3.9 times more likely to click on the
Trustpilot ad than the equivalent Kiyoh ad.

* Trustpilot

The Trustpilot logo and stars also improve website performance

« The Trustpilot content also has a positive impact on trust (+3.1%) and
brand affinity (+2.5%) when deployed on websites as a TrustBox.

o The uplift from the Trustpilot trust signals is more pronounced (+3%)
when consumers have previously seen a digital ad featuring Trustpilot,
demonstrating the cumulative impact of Trustpilot through the customer
decision-making funnel.

Consumers are willing to pay more when there is Trustpilot social proof

o Adisplay advertisement showcasing Trustpilot signals including a five-star
customer rating, 3,000+ reviews, and a customer testimonial performs 4.9
times better in terms of its clickthrough rate (CTR) than the equivalent ad
with no Trustpilot components, even when the discount is decreased by
20% on the Trustpilot ad, the equivalent of a price increase.
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Impact of Trustpilot through the Customer Journey:

The Trustpilot effect in display advertising

Consumers are eight times more likely to click on a display
ad with Trustpilot signals including a five-star customer
rating, 3,000+ reviews, and a customer testimonial than an
ad with no Trustpilot references.

100% 9
Renewable lumen energy

Ener
gy “We're sleeping a bit better at
night knowing we've done the

25% right thing, and making
/- savings at the same time.”
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TrustScore 4.8 | 3000+ reviews

 Signup now

Terms and conditions apply
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¥ Customer review

EU consumers are 3.4% more
likely to click through on an
ad featuring Trustpilot when it
contains a customer review.

¥* Trustpilotlogo and stars

Consumers are 3.6 times more
likely to click on an ad featuring
the Trustpilot logo and five stars
than an ad with no Trustpilot
references.

% TrustScore

EU consumers are 29% more likely
to click through on a like-for-like
ad leveraging Trustpilot when

it specifies the high TrustScore
behind the five-star rating.

% Number of reviews

The ad with 3,000+ reviews
performs 55% better in terms
of CTR than the ad without the
number of reviews showing only
the TrustScore.

* Trustpilot vs. Trusted Shops

EU consumers are 2.3 times

as likely to click on an ad with
Trustpilot references including

a five-star customer rating,
3,000+ reviews, and a customer
testimonial than exactly the
same ad with a Trusted Shops
logo and stars.

* Impact on price

The ad showcasing Trustpilot
signals including a five-star
customer rating, 3,000+ reviews,
and a customer testimonial
performs 4.9 times as well for
CTR as the equivalent ad with

no Trustpilot components, even
when the discount for the first
year is decreased by 20% on the
Trustpilot ad, the equivalent of a
price increase.



6 Thelmpact of Trustpilot through the Customer Journey

The Trustpilot effect on websites

The research shows that Trustpilot content also has a positive
impact on trust (+3.1%) and brand affinity (+2.5%) when deployed
on websites.

There is a cumulative impact of Trustpilot through the customer
journey. Survey respondents who have previously seen an ad with
Trustpilot signals in addition to the Trustpilot references on the
website scored the brand 3% higher for trust.

* Trustpilot
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Introduction - Importance of Verified Ratings
and Reviews in the Buyer Journey

Authentic customer reviews play a vital role in the customer journey for
consumers looking for social proof and reassurance before making a
purchase decision, and to mitigate the risk of losing money through bad @
choices or even financial scams.

Have you lost money after paying for products or services which
EU citizens are estimated to lose billions of euros annually due to scams. turned out to be sub-standard?
A survey by the European Commission' found that adults in the EU lost
€24 billion from scams and fraud over a two-year period.

Yes, frequently

Our own survey has found that 59% of EU consumers have lost money after
paying for products or services that turned out to be sub-standard (Figure 1),
losing an average of €654 in the last 12 months on purchases that haven’t

X i Yes, occasionally
met their expectations.

No

59% of EU consumers have lost
money on bad products or services,

losing on average €654 in the last
year alone.

1 https://commission.europa.eu/system/files/2020-01/factsheet_fraud_survey.final_.pdf

< Trustpilot


https://www.ftc.gov/news-events/news/press-releases/2025/03/new-ftc-data-show-big-jump-reported-losses-fraud-125-billion-2024
https://commission.europa.eu/system/files/2020-01/factsheet_fraud_survey.final_.pdf
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Ratings and reviews play an important role in helping consumers make
better buying decisions across a wide range of categories, from electronics
to travel, property to health & beauty, and home utilities and internet to real
estate (Figure 2).

For every sector, at least 67% of consumers agree that consumer ratings
and reviews are to some degree ‘useful’ for influencing their decision to buy
products or services, with the highest percentages for electronics (84%),
travel (82%), and home internet (80%).

EU legislation on verified reviews

EU legislation? prohibits the practice of submitting, commissioning or
publishing fake or misleading consumer reviews. It also obligates businesses
to take reasonable steps to prevent the publication of fake reviews and to
remove them.

But despite this legislation, it is clear that consumers are sceptical about the
provenance of many reviews they see online, with 73% of survey respondents
agreeing that verified reviews are more trustworthy than unverified reviews

(Figure 3).

Verified reviews are only published by ratings and reviews companies when
they are known to be based on real customer purchases and experiences.

In the case of Trustpilot, reviews are marked as verified when companies
use automated invitation tools to send review requests after a purchase or
service experience. If a review is flagged as suspicious, the reviewer may be
asked to provide documentation to prove their buying or service experience
with the business.

2 https://ec.europa.eu/commission/presscorner/detail/en/ip_22_394

*Trustpilot

Proportion of respondents describing consumer ratings and
reviews as ‘useful’ for influencing their decision to buy products

or services.

Electronics

Holidays / travel

Home internet / Wi-Fi

Phone / phone network provider
Home and garden

Health and beauty

Utilities (Gas, electricity, water)
Insurance

Education and training
Financial services

Fashion

Auto rental

Real estate

84%
82%
80%

N

77%
77%
76%
s
72%
71

69%
68%

67

%

o]
X

To what extent do you agree that verified reviews are more

trustworthy than unverified reviews?

Strongly agree

Somewhat agree

Neither agree nor disagree
Somewhat disagree
Strongly disagree

B 3%
2%


https://help.trustpilot.com/s/article/Why-are-some-reviews-marked-Verified?language=en_US
https://ec.europa.eu/commission/presscorner/detail/de/ip_22_394
https://ec.europa.eu/commission/presscorner/detail/en/ip_22_394
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Section2

Benefits of Trustpilot Through the Funnel

As part of this research we asked EU consumers about the extent to
which a good Trustpilot score made them more likely to buy from a brand
and to trust a brand. More than two-thirds (68%) of consumers agree

a good Trustpilot score makes them more likely to buy from a brand,
including 26% who ‘strongly agree’ (Figure 4).

The propensity to buy something from a company is very closely linked to
the level of trust in that brand. An even higher percentage of consumers
(69%) agree that a good Trustpilot score makes them more likely to trust
a brand (Figure 5).

68% of EU consumers agree a good

Trustpilot score makes them
from a brand.

* Trustpilot

To what extent do you agree
that a good Trustpilot score
makes you more likely to
buy from a brand?

@ Strongly agree

® Somewhat agree
Neither agree nor disagree
Somewhat disagree
Strongly disagree

To what extent do you agree
that a good Trustpilot score
makes you more likely to
trust abrand?

@ Strongly agree

® Somewhat agree
Neither agree nor disagree
Somewhat disagree
Strongly disagree
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Impact of Trustpilot on trust

In order to understand the impact of Trustpilot more extensively, London
Research created a fictitious green energy brand called Lumen Energy to
test and quantify the notion that Trustpilot has a positive impact on trust and — o

. - o
brand affinity. Renewable lumen energy Renewable lumen energy

Ener Ener
.y Go Green! Go ay “Were sleeping o bit better at

night knowing we've done the

renewab{e energ_y! right thing, and making

Save maoney while sovings at tha same tima"
helping to save

In our first experiment we split the survey sample into two groups and
showed those in each group a different ad, with and without Trustpilot trust

Pator T, Lurnan Enegy custamar,

signals as shown here. the planet. it
EU consumers who saw the Trustpilot signals scored the brand 7% higher 0 | EllE D 0o\ ElEiE tnstscos 43 008 v
for trust on average than those who saw the ad without Trustpilot. In Italy, = E|iii3 SEHE = (G

consumers who had seen the Trustpilot ad scored Lumen Energy 8.5%
higher for trust.

Consumers shown the Trustpilot references scored the brand 7% higher
for trust on average than those who saw the ad without Trustpilot.

Consumers were shown different
versions of the same display

advertisement, with and without
Trustpilot content.

* Trustpilot
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Case study
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https://fr.business.trustpilot.com/customer-stories/training-education/comment-trustpilot-a-permis-a-merci-e-commerce-de-rassurer-ses-clients-dans-un-secteur-tres-concurrentiel
https://help.trustpilot.com/s/?language=fr
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Case study

Ostrom

“Trust is very important especially in the green energy and
climate space as there has been aboom of new providers
on top of many of the large incumbents and unscrupulous
discounter energy providers. When everyone seems to make
the same claims, trust markers like the TrustScore that shows
authentic customer interactions are crucial to differentiate
oneself.”

“5 ostrom
Karl Villanueva
Co-Founder & CMO/CPO
Ostrom e
Griiner Strom,

Fairer Preis.

¥ Sparn bls 2 cder 500 € doings
hnung
3

mstrom

¢ Uberall in Deutschiand

Barsit loszulegen? Berechne jelxt deinen
Tarif!

*Trustpilot



https://help.trustpilot.com/s/article/TrustScore-and-star-rating-explained
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Section3

Impact of Trustpilot on Display Advertising

As well as our 50:50 display advertising experiment outlined in the previous
section, London Research also used conjoint analysis to quantify the impact
of Trustpilot at a more granular level.

Survey respondents were shown a series of 16 advertisements for Lumen
Energy, including the two ads used in the previous experiment. As part of this
methodology all consumer respondents taking the survey were shown 10
different screens featuring three of the 16 ads, and asked to indicate in each
instance which ad would most make them want to click through to sign up.

100% W 100% W
Renewable lumen energy Renewable lumen energy
Energy Energy

Go Greenl Go Go Green| Go renewable
energy! Save money
while helping to save

renewable energy!
Save money while

25% 25%

Tormst helping to save Tormst the planet.
s the planet. Yo s
_ Sianuprow

EU consumers are 3.6 times more likely to click on the ad with the
Trustpilot logo and stars than the ad with no Trustpilot content.

* Trustpilot

The research shows that EU consumers are 3.6 times more likely to click
on the ad featuring the Trustpilot logo and five stars than the ad with no
Trustpilot references.

The same consumers are eight times more likely to click on the ad with
a Trustpilot five-star customer rating, 3,000+ reviews, and a customer
testimonial than the ad without Trustpilot.

100% W 100% W
Renewable lumen energy Renewable lumen energy

Energy Go Green! Go Energy “We're sleeping o bit better at
night knowing weve done the
right thing, and making
saivings ol the same tims"

renewable energy!
Save money while
helping to save

25%
discount
for first

Pator T., Lurnan Enagy custamar.

year
the planet. i
. Signupnow TrustScons 4.8 | 3000+ reviews.

EU consumers are eight times more likely to click on the ad with a
Trustpilot five-star customer rating, 3,000+ reviews, and a customer
testimonial than the ad without Trustpilot.



14 The Impact of Trustpilot through the Customer Journey

Customer Review

The use of customer testimonials in marketing can have a very positive
effect on commercial outcomes, as experienced by Trustpilot partners

(see Section 4).

The research shows that EU consumers are 3.4% more likely to click

through on an ad when it contains a customer review in addition to the

Trustpilot stars and logo.

The difference is even more emphatic when comparing the performance of
the ad featuring the Trustpilot customer review with the basic ad without
Trustpilot. Consumers are 3.7 times more likely to click on the ad with the

testimonial than one without any Trustpilot markers.

100%
Renewable
Energy
Go Greenl Go renewable
energy! Save money
while helping to save
the planet.

# Trustpilot

ESEIEIEIEI

[ Sianupnow

o
lumen energy

100%
Renewable

Energy “We're sizeping o bit better at
night knowing we've done the
right thing, and making
scivings at the same tima"
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# Trustpilot
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Consumers are 3.4% more likely to click through on an ad when it

contains a customer review in addition to the Trustpilot stars and logo.

* Trustpilot
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EU consumers are 3.7 times more likely to click on an ad with a
testimonial than one without any Trustpilot references.
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TrustScore

The Trustpilot TrustScore is calculated on a scale of 1to 5, based on time
span, frequency and a weighted average. Including the TrustScore as well as

stars in advertising creative also has an incremental impact, according to the
research.

EU consumers are 29% more likely to click through on a like-for-like ad
when it specifies the high TrustScore behind the five-star rating. The ad

with a 4.8 score performs 79% better for CTR than the ad with a 4.2 score,
the research also found.

100% LTS 100% W 100% W 100% .
Renewable lumen energy Renewable lumen energy Renewable lumen energy Renewable lumen energy
Energy Energy Energy Energy
Go Greenl Go renewable Go Greenl Go renewable Go Greenl Go renewable Go Greenl Go renewable
energy! Save money energy! Save money

energy! Save money
while helping to save
the planet.

while helping to save
the planet.

energy! Save money

while helping to save while helping to save

the planet.

the planet.
= S e Trustpilot = S e Trustpilot = S e Trustpilot —— S K Tustpiot
5 [ | |
TrustScore 4.3

TrustEcore 4.3 | TrusiBoom 4.2

Consumers are 29% more likely to click through on
alike-for-like ad when it shows the TrustScore.

The ad with a 4.8 TrustScore performs 79% better
for CTR than the ad with a 4.2 score.

*Trustpilot


https://help.trustpilot.com/s/article/TrustScore-and-star-rating-explained?language=en_US
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Number of Reviews

The research also tested the hypothesis that consumers want to know about
the number of reviews a company has, in order to gain reassurance through
social proof that positive experiences are very widespread and not based on
a small sample. A Trustpilot five-star advert with a 4.8 score showing 500+
reviews is 5.4 times more compelling than an ad with no Trustpilot trust
signals, according to the research.

The consumer research also shows that a Trustpilot five-star advert with
500+ reviews performs 15% better for CTR than an almost identical ad
including the Trustpilot logo, stars and TrustScore, but without the number
of reviews. The same ad with 3,000+ reviews performs 55% better than the
same ad without the number of reviews.

100%

W 100% W 100% ;s 100% W
Renewable lumen energy Renewable lumen energy Renewable lumen energy Renewable lumen energy
Energy Energy Energy Energy
Go Green! Go Go Greenl Go renewable Go Greenl Go renewable Go Greenl Go renewable
renewable energy! energy! Save money

energy! Save money energy! Save money
while helping to save

Save money while while helping to save

while helping to save
helpl’ng to save the planet. the planet. the planet.
the planet. # Trustpilot et o Trustpilot v 7 Trustpilot
— . E3EIE3E3ES i3 E3EE3E3ES i3
Wunm Y r | | _. i : TrustEoons 4.8 | B0+ raviews r | \ _. i = TrustEcons 4.8 r | E i TrustBoore 4.8 | 3000 mviaws.

A Trustpilot five-star advert showing 500+ reviews along
with the TrustScore is 5.4 times as compelling as an ad with
no Trustpilot trust signals.

EU consumers are 55% more likely to click through on
the ad with 3,000+ reviews than the same ad without
the number of reviews.

* Trustpilot
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Impact on Price

The impact of Trustpilot is so significant that it can offset a lower discount
on offer to sign up for the green energy provider, the equivalent to a higher
price point.

This research found that the advert with a five-star Trustpilot score, 3,000+
reviews and a customer testimonial performs 4.9 times as well for CTR as
the same ad with no Trustpilot trust signals, even when the discount for the
first year is decreased by 20% (from 25% to 20%).

100% W 100% W
Renewable lumen energy Renewable lumen energy
Energy Energy o _

Go Green! Go We're sleeping o bit better at

night knowing weve done the
right thing, and making
scivings at the same tima"

Pator T., Lurnan Enagy custamar.

renewable energy!
Save money while
helping to save

20%

discount
for firs

25%

for first

year
the planet. s
. Signupnow TrustScons 4.8 | 3000+ reviews

The Trustpilot advertisement performs 4.9 times as well for CTR as the
same ad with no Trustpilot trust signals, even when the discount for the
first yearis decreased by 20% (from 25% to 20%).

* Trustpilot
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Performance vs. others

As part of this research London Research tested the performance of
Trustpilot against other brands associated with ratings and reviews,
including Trusted Shops across all markets, Avis Vérifiés in France, Google
in Germany, Feedaty in Italy, and Kiyoh in the Netherlands.

EU consumers are 2.3 times more likely to click an ad with a five-star
Trustpilot rating, 3,000+ reviews, and a customer testimonial than an
ad with the Trusted Shops logo and stars showing exactly the same
information.

French consumers are 19% more likely to click an ad with Trustpilot signals
including a five-star customer rating, 3,000+ reviews, and a customer
testimonial than the same ad featuring Avis Vérifiés.

100% \'H 100% LTS Energie 100 %
Renewable lumen energy Renewable lumen energy renouvelable
Energy Energy

“We're sizeping o bit better at
night knowing we've done the
right thing, and making
scivings at the same tima"

Pator T., Lurnan Enagy custamar.

# Trustpilot
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TrustScons 48 | 3000+ v

“We're sizeping o bit better at
night knowing we've done the
right thing, and making
scivings at the same tima"

Pator T., Lurnan Enagy custamar.

4B/E 0D e

EU consumers are 2.3 times more likely to click an ad with a five-
star Trustpilot rating, 3,000+ reviews, and a customer testimonial
than an ad with the Trusted Shops logo and stars showing exactly
the same information.

* Trustpilot
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French consumers are 19% more likely to click an ad with Trustpilot
signals than the same ad featuring Avis Vérifiés.
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German consumers are 41% more likely to click an ad with a five-star
Trustpilot rating, 3,000+ reviews, and a customer testimonial than an ad
with the Google logo and stars showing exactly the same information.

Italian consumers are 2.5 times more likely to click an ad with Trustpilot

trust signals including a five-star customer rating, 3,000+ reviews, and a

customer testimonial than the same ad featuring Feedaty.

Consumers in the Netherlands are 3.9 times more likely to click on the
Trustpilot ad than the equivalent Kiyoh ad.
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Italian consumers are 2.5 times more likely to click an ad with Trustpilot
trust signals including a five-star customer rating, 3,000+ reviews, and
a customer testimonial than the same ad featuring Feedaty.
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German consumers are 41% more likely to click an ad with a five-
star Trustpilot rating, 3,000+ reviews, and a customer testimonial
than an ad with the Google logo and stars showing exactly the

same information.
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Consumers in the Netherlands are 3.9 times more likely to click on
the Trustpilot ad than the equivalent Kiyoh ad.
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Section 4

Impact of Trustpilot on Websites

A key focus of this research was to understand the impact of Trustpilot

when used on company websites, and not just when deployed in display
advertising. EU survey respondents were shown different variations of a
mobile website page for Lumen Energy, including a version without Trustpilot

. . A . 0l lumen-energy.com o 0l lumen-energy.com T
references and a version showing the Trustpilot TrustBox widget. 9

. o = _ b 1 —
lumen energy = lumen energy -

The research found that the Trustpilot logo and stars have a positive impact

on trust (+3.1%) and brand affinity (+2.5%). Switch to clean energy now Switch to clean energy now
to save money and reduce to save money and reduce
your carbon footprint. your carbon footprint.

# Trustpilot

EIEIEIESEd

TrustScore &8 H00+ et
ST S L o

Bast of both warlds &

The Trustpilot logo and stars have a positive impact on trust (+3.1%)
and brand affinity (+2.5%).

*Trustpilot
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Case study

Eccellente 7¢ Trustpiot [IFIFIESE

ooonn sw-nmn.
|

& rrtahcom

“A service like Trustpilot is first and foremost a point of
reference for users, who do not always have the time or
information to check the reliability of a company. But itis
also afundamental service for companies, because
it allows them to be measured in their promises to
customers against the facts.”

Nicola Coppola
Head of E-commerce
CRLAB

*Trustpilot

Case study

Fairphone

“We see a positive impact
when we incorporate
our TrustScore into our
customer communications.
For example, we get amuch
higher response rate from
our customers whenwe
include the Trustpilotlogo
and stars in our emails.
There’s even an 8.39%
increase in clicks on emails
with Trustpilot elements.”

Max Seabrooke
Customer
Experience Lead
Fairphone



https://it.business.trustpilot.com/customer-stories/health-sport/crlab-increased-conversions-by-5-percent-with-trustpilot
https://uk.business.trustpilot.com/customer-stories/ecommerce/how-fairphone-uses-trustpilot-reviews-nl
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Section5

Cumulative Impact of Trustpilot

The uplift from Trustpilot signals on a website is even more pronounced
when consumers have previously seen a digital ad with Trustpilot trust
signals, demonstrating the cumulative impact of Trustpilot through the
customer decision-making funnel.

EU survey respondents who had previously seen the ad featuring Trustpilot in
addition to the Trustpilot marker on the website scored the brand on average
3% higher for trust than those who had originally seen the digital ad without
any Trustpilot signals.

100% W 100% g
Renewable lumen QHErgy Ol lumen-energy.com s Renewable lumen eﬂergy ol lumen-energy.com
Energy Energy s :
Go Green! Go " ‘We'me sleaping o-bit batter at .
= ight knowing we've done t =
renewable energy! lurmen energy = s et lumen energy =
Save money while . . savings at the same time” ’ .
helping to save Switeh to clean energy now o R Switch to clean energy now
X il s to save meney and reduce to save meoney and reduce
P = your carbon footprint.  Trustpilot your carbon footprint.
Sign up row EIEIEIEIE Sign up row
Signupnuw . TrustScone 4.8 | 3000+ reviews .

* Trustpilot

Trustpilot
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Thaticze 48] 32000 reew
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Consumers score the website
higher for trust when they have
previously seen Trustpilot trust
signalsin the digital ad.

Trustpilot

%k &k
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Appendix
 experiment 1  Experiment 2

50:50 survey split, display advertising Mobile website testing
Half the respondents across the EU markets surveyed were shown a Survey respondents were shown different variations of a mobile website
Lumen Energy digital advertisement with Trustpilot markers, and half page for Lumen Energy, including a version without any Trustpilot trust signals.

were shown the same ad without any Trustpilot branding.

Respondents were then asked about trust, brand afflnlty and propensity Based on the information Based on the information Based on the information
. shown, to what extentdo shown, how much does this shown, and assuming you
tO pUrChaSe ona 10‘p0|nt Scale- you trust this brand? brand appeal to you? are inthe market foranew

green energy provider,
how likely would you be to

signup?
Based onthe ad shown, to Basedonthead shown; hyouwersconsideringia Experiment 2 Mean score out of 10 Mean score out of 10 Mean score out of 10
what extent do you trust this how much does this brand new green energy provider,
brand? appeal to you? how likely would you be to
actually click on the ad with . o
aview to signing up? Sﬁ:onrot :Il:rxiigislgtelmage 5.89 6.04 5.78
Experiment1 Mean score out of 10 Mean score out of 10 Mean score out of 10
Cohort 2: Website image 6.07 619 5.84
Cohort1(n=600) - No 57 6.0 56 vwvzgr;'l;ustpllot TrustBox
Trustpilot
Cohort 2 (n=600) - With 61 61 57
Trustpilot (fully co- .
branded ad) The table below shows how the website performs better on trust when

consumers have seen the digital ad with Trustpilot in Experiment 1 (i.e. the
cumulative benefit).

Experiment 1 (display ad) Experiment 2 (website) Trust (meanscore)
Cohort1- No Trustpilot Cohort 2: Image with Trustpilot 595
Cohort 2 - With Trustpilot Cohort 2: Image with Trustpilot 613

* Trustpilot
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Conjoint analysis, display advertising

A survey-based research technique called conjoint analysis was used to
quantify consumer preferences when respondents were shown different
combinations from a series of 16 display ad advertisements. Respondents
were also asked if they would actually click through on their preferred ads

to sign up if they were in the market for a new green energy provider.

Percentage

Rank score Logo Price Stars Score
1 Creative 9 12.8 Trustpilot Low 5 4.8
2 Creative7 1.6 Trustpilot Low 5) 4.8
3 Creative 6 8.6 Trustpilot Low 5) 4.8
A Creative16 8.4 Competitor 3 Low 5 4.8
5 Creative10 79 Trustpilot High 5] 4.8
6 Creative 5 75 Trustpilot Low 5] 4.8
7 Creative 3 6.0 Trustpilot Low 5 None
8 Creative &4 5.8 Trustpilot Low 5 None
9 Creative12 5.5 Trusted Shops Low 5! 4.8
10 Creative14 5.5 Competitor 2 Low (5 4.8
1 Creative15 5.3 Competitor 3 Low 5! None
12 Creative 8 4.2 Trustpilot Low 4 4.2
13 Creative13 3.9 Competitor 2 Low 5 None
14 Creative 1 3.9 Trusted Shops Low 5 None
15 Creative1 1.6 None Low None None
16 Creative 2 1.6 None High None None

Methodology note: different ratings and reviews companies were used in different

markets for ad creative variations 13-16 (‘Competitor 2’ and ‘Competitor 3’).

*Trustpilot
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Research

I Trustpilot e

Trustpilot is a leading online review platform - free and open to London Research is focused on producing research-based

all. With more than 300 million reviews of over 980,000 domains, content for B2B audiences. We are based in London, but our

Trustpilot gives people a place to share and discover reviews of approach and outlook are very much international. We work

businesses, and we give every company the tools to turn consumer predominantly with technology companies and agencies seeking

feedback into business results. to tell a compelling story based on robust research and insightful
data points.

Our mission is to bring people and businesses closer together to

create ever-improving experiences for everyone. Trustpilot reviews

are seen more than 9 billion times each month by consumers Learn more
worldwide. Trustpilot is headquartered in Copenhagen, with

operations in London, Edinburgh, New York, Denver, Melbourne,

Berlin, Vilnius, Milan, and Amsterdam. Trustpilot's 900 employees

represent more than 50 different nationalities.

Learn more

* Trustpilot


https://business.trustpilot.com/
http://londonresearch.com

