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Peer to Peer Review Sites: 
What You Need to Know and Do

Vinay Bhagat
CEO

@vinaybhagat #TruthSells
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The Role of AR is to
Influence the Influencers

@vinaybhagat #TruthSells
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0% 10% 20% 30% 40% 50% 60% 70%

Vendor blog

Solution consultant/agency recommendation

Vendor-provided customer references

Vendor-produced case studies

Communities/forums

Referral from a friend, colleague, peer

Third-party publications and independent media

Vendor marketing collateral

Your own prioe experience with the product

Analyst rankings & reports

Vendor representative

Free trial/account

Vendor/product website

User reviews

Product demos

The New Influencers Are Your Customers

Source: TrustRadius Buyer-Vendor Survey 2018

Most Frequently Used Information Sources by B2B Buyers

@vinaybhagat #TruthSells
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The Macro Environment

Edelman Trust Barometer, 2018

7 out of 10 people 
worry about #fakenews

59% say “I am not 
sure what is true and 

what is not”

42% “not sure which 
companies and brands to 

trust”

Trust in business 

declined 20%
@vinaybhagat #TruthSells
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What Do They Trust?

Source: TrustRadius B2B Disconnect Survey, 2018
@vinaybhagat #TruthSells

Most Trusted Sources by B2B Buyers
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Meaningless 
Jargon, 23%

Lots of "fluff", 
51%

Fairly 
straightforward, …

Very useful, 6%

74% Don’t Find Your Content Useful

Language software vendors use to 
describe their product? @vinaybhagat #TruthSells

“They overuse words that have no basis in 
any factual information, ‘industry standard,’ 
‘best in class,’ ‘award winning’

“It’s word salad with no clear benefit or 
value proposition.”

“It’s like their marketing team got drunk 
with a buzzword dictionary and had a baby”
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Intent May be Good, but Missing the Mark

Vendors who aim to be forthcoming
about product limitations

Buyers who found their vendor
forthcoming about product limitations

Source: TrustRadius B2B Disconnect Survey, 2018

85% 37%

@vinaybhagat #TruthSells
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This is Our Moment of Truth

In a world made cynical by #fakenews…#TruthSells
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Chris Salles
Director, Learning
Audible, Inc. Retail, 10,001+ employees

Don’t Fear The Truth

“I don’t want hyperbole. I don’t want marketing or sales speak. I want 
the good, the bad, and most importantly the ugly. The most valuable 
reviews for me and the ones that include a healthy dose of cons to 
balance the pros. 
I can read about the pros for days on the vendor’s website. I need to 
understand if the cons are large enough to dismiss the solution from 
consideration, not relevant to my use case, or small enough to not be a 
problem.”

@vinaybhagat #TruthSells

https://www.trustradius.com/users/534f11c672209d0200000466
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Your Story, Their Words
Details buyers want with an 

average of 400 words/review

Custom Questions tell 
your unique narrative

Stacy Nawrocki
Director of Product Marketing, 
IBM Cloud Video at IBM

“We end up with a huge breadth of highly 
valuable content.” 

“I love how the questions provide some 
guidance, but also allow customers the 
freedom to choose their own words to 
describe their experience."

“Our TrustRadius reviews have actually 
served as a catalyst for getting our 
product/offering management, customer 
success and marketing teams working 
closer together.” 
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Comparing Sites - Reviews of same product

• Long form content 400+ words
• Shape narrative with custom questions
• 70%+ identifiable (non-anonymous)
• Robust services and platform

• Short form content ~80 words
• Stock questions
• Ads / chatbots

• Stock questions
• 100% anonymous
• Do it Yourself
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Infuse Across the Buyer’s Journey
Web Sales

Social Content Assets

Search

"TrustQuotes have helped to provide a 
39% lift in conversion rate on our paid 
search lead generation landing pages”

Rick Salmon
PPC Manager
ConnectWise
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Untapped Advocacy Potential

Source: TrustRadius Buyer-Vendor Survey 2018 @vinaybhagat #TruthSells
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Review Acquisition At Scale

Drip campaign

Write reviewConfirm rating
Verify reviewer Motivate review

“The program allowed us to quickly and easily 
aggregate reviews from our customer base. I 
believe the largest problem these offerings 
solved was bandwidth...being able to offload 
these campaigns and programs was very helpful 
and our team was able to continue working on 
corporate initiatives."

Michelle Corralles
Marketing Manager
Zix Corporation



15

Measuring Influence & Intent
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Deal / Customer Level Insights

Page Visited Visits to Page
datadog-vs-hp-openview-vs-sciencelogic 1

datadog-vs-icinga-vs-sciencelogic 1

datadog-vs-nagios-vs-sciencelogic 1

datadog-vs-opsview-monitor-vs-sciencelogic 1
datadog-vs-sciencelogic 5
datadog-vs-sciencelogic-vs-solarwinds-server-application-monitor 1

nagios-vs-sciencelogic 1

sciencelogic-vs-splunk-enterprise 1

Page Visited Visits to Page

dynatrace-application-monitoring-vs-sciencelogic 1

nagios-vs-sciencelogic 1

oracle-enterprise-manager-vs-sciencelogic 2

sciencelogic-vs-site24x7 2

sciencelogic/reviews 7
sciencelogic-2017-02-17-14-50-31 1

Page Visited Visits to Page
nagios-vs-sciencelogic 1
netflow-analyzer-vs-sciencelogic 1
sciencelogic-vs-solarwinds-server-application-monitor 1
sciencelogic-vs-splunk-enterprise 2
sciencelogic-vs-system-center-operations-manager 1
sciencelogic/competitors 2
sciencelogic-2017-02-17-14-50-31 3
sciencelogic-2018-08-01-09-58-01 1

Page Visited Visits to Page

sciencelogic-vs-solarwinds-server-application-monitor 2

sciencelogic-vs-splunk-enterprise 1

sciencelogic/competitors 1

sciencelogic/reviews 1

Comparisons are a leading indicator of which vendor is “winning” the sale
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Customer Reviews Maturity Curve

Passive Reactive Proactive Customer Powered
Customer and prospects talk, 
but I’m not aware of or engaged 
in the conversation.

I defensively manage my 
reputation and tactically 
engage in demand gen.

I use Customer Voice and 
Insights as a strategic 
advantage across the business.

I strategically use Customer 
Voice at every decision point 
throughout the buyer journey.

@vinaybhagat #TruthSells
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Review ARInsights

http://go.trustradius.com/forum2018

http://go.trustradius.com/forum2018
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