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Welcome to the modern state  
of online consumer behavior.
The opinions of peers have always held sway over our purchasing decisions. In previous generations, we 
would gather in marketplaces, congregating around busy stalls to exchange opinions or experiences we had 
about local merchants. We listened to neighbors at the community store to hear why they preferred  
one product over the other. 

This was our social media.

Today, we live in a much different world of mobile devices, connected homes, and the Internet of Things — 
all acting as outside influences on our purchase decisions. 

We can place our faith in the opinions of our peers based on the content they are producing online. This is our 
digital proxy for the 1-to-1 relationships of the past. However, in the new world that is increasingly dominated 
by e-commerce, consumer-generated content (CGC) provides more than just the digital proxy for the in-store 
shopping experience — it is the primary influence over our discovery, evaluation, purchase,  
and ongoing engagement.   

4

THE CONVERSATION INDEX VOLUME 9



#BVINDEX9

5

With shoppers using this content to make decisions prior to shopping offline as well as bring  
the opinions of millions into the shopping aisle, bank, or dealership, this influence now extends  
well beyond the online experience.  

In this edition of Conversation Index, we examine who is generating and using CGC, where they  
are using it, and how it is impacting offline behavior.

Read on to explore our findings and recommendations on how to apply these insights to your  
own marketing endeavors.

  
Sara Spivey  
Chief Marketing Officer, Bazaarvoice
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What we’ve found
• Seasonal spikes in CGC usage are providing brands opportunities to capture new 

market share: Food and Beverage volume grows during winter holiday season 
whereas Automotive increases in the summer shopping season.

• 71% of respondents worldwide said that CGC influenced their decision to purchase a 
car. But, CGC influenced Australia the most with 88% responding that CGC had some 
influence and 46% of global respondents said that CGC had significant influence on 
their automobile purchases.

• Customer service (CS) issues, when noted in CGC, are guiding consumers in their 
financial and service-industry choices, whereas 9% of banking reviews note customer 
service as a key component. 

• The growth of mobile device usage extends consumers’ access to CGC, increasing 
pageviews 30-35% in the food and beverage industry with 63% of respondents aged 
25-34 saying social content influenced a recent purchase.

• Young and affluent individuals increasingly create and use consumer-generated 
content (CGC), with 54% of those aged 25-34 and as much as 87% of the respondents 
worldwide who earn $150,000 or more indicating CGC has influenced one of their 
offline purchases.   

• Expanded mobile device usage has rejuvenated email-open and click-through rates 
especially when retailers solicit CGC such as “write a review” after purchasing.  
The Asia-Pacific region leads in email-open rates, with 53% of emails opened  
on a mobile device.
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Shopping has  
changed forever 
 
The world has evolved. 

Consumer behavior has changed. With new channels to 
engage shoppers and the proliferation of mobile devices that 
deliver access to content on demand, the conversation has 
clearly shifted from the brand and retailer to the consumer. 

Smart devices have gone from “geek gadgets” to critical 
lifelines. They’re now the connection to the rest of the 
world, with information, entertainment, and communication 
all flowing through a single source. Shopping online has 
emerged from a fun, new way to buy a few things into a 
fundamental lifestyle change. More and more consumers are 
saving time, expense, and hassles by having the shopping 
experience come to them.

 

Social media has become so pervasive in consumers’ lives 
and culture that, for many, the very nature of how they 
perceive themselves, how they see others, and how they 
experience the world around them is almost entirely through 
that lens. One result is that shopping has changed forever.

Consumer-generated content (CGC) refers to all forms of 
digital content that people create about a product or service 
they have experienced, used, purchased, or considered. 

From traditional word of mouth to photos and videos shared 
in real-time with friends, family, and businesses and on social 
media, CGC is ever present and influences every moment of 
every day. It’s the true voice of the marketplace. 

This shift is more that just a mere set of tools or simply 
flipping a single switch. It’s about actively creating and 
managing a CGC ecosystem that continuously fuels 
consumers’ confidence to ultimately win their business  
and their trust. 
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CGC influence, by ageCGC influence, by income

OFFLINE REVIEW USAGE BREAKDOWN 

55–64 40%

45–54 45%

25–34 54%

$0–$24,999

$25,000–$49,999

$50,000–$74,999

$75,000–$99,999

$100,000–$149,999

$150,000+

48%

43%

46%

67%

73%

87%

35–44 48%

CGC influences the young and the wealthy, and the reasons vary. Teenagers and young adults believe in the power of peers,
while those in the highest income bracket interpret reviews as repeat business and votes of confidence.
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The growth of CGC 
informs offline 
purchases 
This real-time access to information has changed how 
consumers are informing themselves to make purchasing 
decisions, leveraging CGC throughout their journey before, 
during, and after their purchase. 

With the proliferation of CGC, consumers are no longer 
using it just to research products during the “consideration” 
phase; they are now using them at any time in any place,  
as they have easy access to CGC on their mobile devices.

As the number of consumers who research online and 
buy offline (ROBO shoppers) continues to rise, the ROBO 
shopper — once viewed as problematic for retailers — is now 
viewed as a new marketing opportunity. 

Savvy retailers reframe what the consumer experience looks 
like in store and online by gathering data on who are their 

consumers. They understand that as consumers spend more 
time on digital channels, they can gather a breadcrumb 
trail of analytics that becomes an essential component to 
predicting the consumer purchase path.

Brands now have insight into the types of consumers that 
are looking for them, and retailers have access to people 
and traffic patterns in the store. But, brands cannot have a 
real-time conversation with consumers at the moment when 
it is most relevant. Meanwhile, retailers have no idea who is 
shopping with them while in the store. ROBO shoppers are 
the bridge that connects these two realms. 

In fact, the trend of using CGC to influence the ROBO 
shopper is growing in key demographics. ROBO is more 
common among the higher income brackets, with much as 
87% who earn $150,000 or more responding that CGC 
has an influence on their purchasing decision. 

Among the younger millennial shoppers who are more 
accustomed to speaking their minds publicly and online and 
do so often, CGC is an increasing factor in their decision-
making process. They expect brands to listen and thus form 
relationships with the brands that do respond.  
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ROBO shoppers have been growing in the ranks of these  
25-34 year-olds, with 54% citing CGC influencing  

in-store purchase. Meanwhile, the percentage decreases  
as age increases, with CGC impacting 40% of boomers  

aged 55-64.  

But as 64% of US consumers research online before 
purchase, brands and retailers alike are beginning to see a 
new opportunity to engage this ROBO shopper behavior by 
providing them with easily accessible and trusted content.  
In fact, as much as 32% of US and 23% of European online 

shoppers trust the CGC they find on a brand’s website.

Consumers are researching  
and trusting CGC more

•  64% of US online consumers 
conducted online research before 
making a purchase in the past  
three months 

• 54% have done so on a mobile phone

•  32% of US online consumers and 23% 
of European online consumers trust 
information on a brand’s website. 

2 “User-Generated Content’s Impact On Brand Building:” 
A Forrester Consulting Thought Leadership Paper 
Commissioned By Bazaarvoice, December 2014.
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CGC INFLUENCES FOOD AND BEVERAGE PURCHASES

Did online consumer reviews or other social content (photos, videos, etc.) 
influence at least one of your food or beverage purchases in the past 6 months?    

By age   

18–24

63%
57%

47%

39%
36%

25–34 35–44 45–54 55–64

  0%

10%

20%

30%

40%

50%

60%

70%

80%

$0–

$24K

Australia Germany U.K. U.S.$25K–

$49K

$50K–

$74K

$75K–

$99K

$100K–

$149K

$150K

  0%

20%

40%

60%

80%

100%

  0%

20%

40%

60%

80%

100%

74% 32% 45% 44%

21%

5% 9% 12%

68%

46% 44%

Yes No No review or 
social content

81%

58%

46%

55%

74% 74%

By income By country

Food and beverage consumers are continuing to increase their use of CGC. Most notably, the younger millennials, 
higher-income brackets, and APAC consumers cited CGC as having an influence on purchasing decisions.
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The traditional notions 
of consumer behavior 
have changed
CGC is creating a shift across multiple industries and 
categories as consumer expectations go beyond what a 
product description statement or nutritional label panel can 
provide, and they’re finding the answers online. 

To stay top-of-mind, brands are responding and adapting 
to an ever-changing context of how and where consumers 
are finding out about their products. Traditional media still 
works, but with their audience fragmented across multiple 
sources, the message becomes massively diluted. They are 
figuring out how to speak to consumers at the right time 
with the right content. As a result, they are changing from 
outwardly broadcasting 1-way messages to creating a 2-way 
channel to dialogue with consumers, helping them more 
successfully engage with the right consumers.

For retailers to win over the connected consumer, they are 
beginning to provide a high standard of advice earlier in the 
purchasing process that makes it easier for consumers to find 
the retailer and make a decision to purchase from that very 
same retailer. 

In the Food and Beverage industry — one of the verticals with 
an increasing potential and growth for CGC — consumer 
comments go beyond saying how delicious something is. 
CGC is delivering real, usable content where consumers 
can find out, for example, what is the healthiest non-GMO 
chocolate chip cookie an 8-year-old will actually eat.

Grocery stores are demonstrating one of the highest usage 
levels of in-store online mobile access of all industries, with  
30-35% of food and beverage product pageviews 
being accessed from a mobile device. In fact, nearly 
53% of smartphone owners and 64% of tablet owners 
planned to use their devices to research products or 

look up store information. 

Additionally, as consumers tend to increase grocery store 
visits and food and beverage purchases seasonally, retailers 
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are experiencing a significant surge in the use of CGC  
during the holiday season, with nearly a 200% spike  

in CGC volume from November to January.

What does all this mean for food and beverage retailers? 
With a 73% lift in conversion rate for those visitors who 
used CGC as opposed to those who did not — almost  
1 out of every 2 visits (45%) to a food and beverage 
brand product page are choosing to interact with CGC — 
this growing demographic of consumers who are aware 
of the benefits of online food shopping represents an 
increasing opportunity to capture new market share. 

Retailers make CGC readily available  
to shop in-store 

More and more companies are adding CGC via in-store 
displays, product tags, coupons, and kiosks. Savvy retailers 
go so far as providing in-store shopping kiosks that include 
CGC or pushing content directly to mobile devices via 
beacon technology. In fact, the latest trends for both 
retailers and manufacturers is to produce smart products 

that can communicate with apps or can be scanned with 
consumer smartphones. 

They’re embracing the growing CGC trends to make 
shopping easier for consumers. Instead of hiding or avoiding 
what shoppers are saying about their products, these 
retailers are putting CGC front and center to pivot from a 
conversation based on company branding to one informed 
by consumer experience, increasing the confidence and 
trust not only in the product but also in the consumer’s 
shopping experience. 

Consumers use CGC to choose a retailer

Consumers often go to a brand or manufacturer’s site to 
research a product, but then they need to find a retail outlet 
that sells the product. Now, armed with these product 
specifications, consumers leverage CGC to help them 
determine the best retailers for services such as in-store 
pickup and on-time deliveries, as well as to gauge how 
helpful and courteous the staff is. 
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THE DEMOGRAPHICS OF CGC IN THE AUTOMOTIVE INDUSTRY
Consumers across the globe are noting the impact of CGC on high-dollar purchases, such as motor vehicles. 
Globally, CGC usage continues to rise across the EMEA region, while younger millennials and consumers in 
higher income brackets seek out CGC to help select their motor vehicles.

How significantly did online consumer reviews, or other social content (photos, videos, etc.), 
influence your decision to purchase a motor vehicle?

Australia

Netherlands

United Kingdom

United States

Overall

17%

19%

20%

19%

19%

25%

25%

24%

20%

23%

46%

33%

18%

19%

29%

88%

78%

61%

58%

71%

72%

57%

72%

81%

86%

88%

16%

16%

22%

19%

22%

14%

13%

19%

23%

24%

26%

26%

43%

23%

28%

38%

38%

48%

$0–$24,999

$25,000–$49,999

$50,000–$74,999

$75,000–$99,999

$100,000–$149,999

$150,000+

20%

17%

23%

18%

19%

15%

88%

80%

75%

66%

59%

50%

33%

27%

20%

24%

21%

18%

35%

36%

32%

24%

19%

17%

18–24

25–34

35–44

45–54

55–64

65+

Small Moderate Significant

By age   By income By country
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Leverage CGC for high-dollar purchases 

This content can also impact purchasing decisions of high- 
consideration products like automobiles. 

For consumers who had purchased cars in the past year, 71% 
of respondents across the globe said that CGC influenced 
their decision to purchase the car. In Australia, CGC had 
the most influence, with 88% responding that CGC had 

some influence and 46% responding that CGC had 

significant influence. 

Again, the influence of CGC is becoming more prevalent 
among the younger age demographics. Across the globe, 
88% of 18-24 year-old respondents said  

CGC influenced their car purchasing decision.  
For consumers within the 25-34 age group, CGC had 
significant influence for 36% of respondents.  

In Australia and the United States, consumers with higher 
incomes are also using CGC to shop for new cars — for those 

making more than $150,000, CGC had significant 
influence for 48% of respondents. Interestingly enough, 
43% of those who make $0-$24,999 also report that CGC 
had significant influence on their car purchase. 

As a result, automotive retailers are seeing as much as an 
86% lift in conversion for visitors using CGC as opposed 
to those visitors who didn’t use CGC while shopping offline. 
For automotive brands, they are enjoying a 97% lift in 

conversion for visitors who used CGC versus those visitors 
who didn’t use CGC while shopping offline.   
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Growth findings by region:

EMEA

The holiday shopping season (November to January) 
tends to have a surge in the review-volume growth across 
European clients, with an average review-volume spike of 
40% during the holiday season. 

Nordics

December and January is the peak time across five years that 
shows a direct relationship between review growth driven by 
Christmas and Boxing Day sales, with a 111% jump in average 
review volume per client during the holiday season.  

APAC

APAC has a flat review-volume growth with a few spikes  
in between; this might be due to a few outliers such as  
non-western holidays and specific marketing campaigns.

Growth findings by vertical:

Automotive

Summer is a peak time for car and car-part sales, with 
end-of-summer deals and discounts given by car dealers. 
Dealerships usually start to clear out their old car models 
around this period. There is a positive correlation between 
the summer car deals and the increase in review volume 
around this period, as visible in the spikes on the graph. 

Food and Beverage

The Food and Beverage industry sees a surge in review 
volume around the holiday season. Increased consumer 
spending around this period, spurred by large media  
and marketing campaigns, drives this increase in  
review-volume growth.

Notable Average Review per Client Volume
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Industry comparison
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REVIEWS PER CLIENT VOLUME GROWTH
The volume of CGC grows year over year, with seasonal spikes for Automotive in Jan.–Mar. and June–Aug., and Food and Beverage 
increases during the end of the year. On a global scale, CGC plays a critical role in review growth, particularly in Europe, the Middle East, 
Asia, and the Nordic countries. 
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CGC with customer service increasingly 
influences decisions  

Most noticeably, consumers are beginning to weigh their 
choice of retailers based on the kinds of CS complaints. 

In industries where service is an essential component of the 
product, consumers are using reviews to comment on the  
customer service these industries are providing. For example, 
when a bank or a store branch wants to improve its image, 
gain insights as to the efficacy of its CS departments,  
or gather information on its customers’ on-site experience,  
it looks to CGC to gain these insights for making changes 
and improvements.

Overall, financial service organizations such as banks, credit 
unions, and insurance companies experience one of the 
highest proportions of CGC mentioning CS in the content. As 
much as 9% of banking reviews cite CS as a key component, 
with 7% for credit unions and as much as 14% for insurers. 

It is this very same banking industry that enjoys one of  
the highest satisfaction ratings when CS is mentioned, with 
an average rating of 3.7 stars. The rest of the financial services 
industry begins to fall off, with insurance companies scoring a 
lower 2.72 average star rating when a CS issue is discussed. 

Other industries are also seeing similar trends. For example, 
the telecom sector is seeing 9% of their reviews 

associated with CS complaints end up with an average 

2.4 star rating.   

The end result: CS reviews can be a deal breaker in these 
industries, leading to low average ratings that ultimately 
influence the consumer’s final decision and choice of a 
service provider.
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SERVICE IS A MAJOR THEME IN FINANCIAL SERVICES 

Mass Merchants

What’s causing these customer service issues?Customer service complaints in 
reviews, by region

NAEMEAAPAC

1.7% 2.09% 1.4%

Customer service average rating, 
by region

NAEMEAAPAC

2.712.64 2.93

Consumer Electronics

REFUND

QUALITY

STAFF

TECH SUPPORT

CUSTOMER SERVICE
CALLED

RESPONSE

WARRANTY

PROBLEM

REPAIR

FIX
REPLACE

WAITING

EMAIL

REPLACEMENT

WAITINGSTAFF

STORE RETURN
REFUND

DELIVERY

WRONGSTOCK

SHIPPING
NEVER RECEIVED

DAMAGEDDISAPPOINTED

CALL EMAIL

PROBLEM

EXCHANGE

Financial service organizations are experiencing one of the highest instances of service-related CGC. 
This represents a shi� toward ROBO behavior, where consumers use CGC to influence their purchasing decisions.
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1Source: http://www.bazaarvoice.com/research-and-insight/social-commerce-statistics/

Marketing must adapt 
as CGC changes  
the landscape 

 
Brands are learning how to create a community to work with 
shoppers within this new landscape. The new shopper trusts 
fellow consumers far more than they trust brands. Over half 
of millennials (consumers aged 18-34) say the opinions of 
strangers online have a greater impact on purchase decisions  
than those of friends and family.1

To get their attention, brands must put consumer opinions 
front and center to build their trust in the brand and, most 
importantly, win their business.

Make CGC mobile-friendly as mobile 
email open-rates climb

The mobile trend continues as 54% of all emails in our 

network and the broader market are opened on mobile 

compared to 46% opened on the desktop.

In fact, the number of consumers who open emails on PCs 
and click through to the recommended site is decreasing 
at an average rate of 2% year over year. However, the 
click-through rate for mobile users who open emails is 

increasing at an average rate of 1% year over year. 

Across worldwide regions, Asia-Pacific (APAC) has always 
led in mobile usage, even in checking their emails, with 
53% of emails opened on a mobile device compared 

to 47% on a desktop. In the past few months, EMEA has 
rivaled APAC and actually surpassed APAC with a higher 
percentage of emails opened on mobile than desktop. 

The Nordics and North America continue to open the 
majority of emails on desktop, but with an upward trend 
toward more mobile usage, North America email open rates 
via mobile recently surpassed the desktop.

Increasingly, consumers are ignoring marketing emails, with 
a large majority of brand-generated content automatically 
sent to spam folders. Brands looking to increase existing 
customer open rates must consider packaging marketing 
messages into other delivery mechanisms to increase open 
and response rate. 
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MOBILE AND PIE IMPACTS ON EMAIL OPEN RATES
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On mobile

Mobile’s click-thru rate from email open 
is increasing an average of 1% YOY.

As CGC increases, consumers are opening emails on their mobile devices and becoming more responsive to post-interaction emails 
(PIE)—showing open and click-thru rates as 2x higher compared to other marketing communication.
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Capture CGC after the purchase

As consumers continue to create more and more CGC, 
they are increasingly becoming more responsive to post-
interaction emails, sharing their opinions via social media, 
images, photographs, and videos. In fact, these “write 
a review” post-interaction emails have high open 

and click-through rates — as much as 2x higher  — 
compared to other marketing emails. Since 2011, there has 
been a 0.7% (raw percentage point) increase in median 
response rate from post-interaction email.

Footwear, Travel (Online Travel Agencies and Hotels), 

Leisure, and Hardware/Home Appliances, for example, 
have a 2.7% response rate and have the most engaged 
consumers that are willing to write a review about their products. 

Germans and Australians tend to be the most eager to 
respond frequently to post-interaction emails, as they have 
the greatest median response rate at 3.1% and 2.4%, 

respectively. APAC and EMEA are beginning to see a majority 
of their post-interaction emails opened on mobile devices. 

Capitalize on holiday timing

Holidays represent the highest spike in volume as consumers 
look to ratings to help them make shopping decisions. This 
creates a significant jump not just in review volume but also 
in number of interactions. During October and November, 
the average number of consumers rating reviews as helpful 
increases 17%. In fact, the retail industry stands out with an 

increase of 329% from 2011 to 2015 in helpfulness voting. 
With an average of 27% growth per year, providing 
consumers with CGC they can trust is a great opportunity 
for retailers and manufacturers to provide a more transparent 
conversation with the customer.
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Conclusion
The impact and influence of CGC is so profound that it extends beyond a consumer’s normal online 
activities. From social posts about a product that influences a consumer’s selections before shopping, 
to reading product-focused CGC on their mobile device in the aisle at the store, consumers carry with 
them millions of trusted pieces of CGC influencing their choices at that critical moment of decision-
making. From industries like Financial Services to Food and Beverage products, the impact of CGC 
shows no signs of slowing down. Financial Service customers are choosing CGC to inform their 
financial-product choices. When researching high-consideration products such as automobiles,  
71% of consumers indicate that CGC influenced their decision to purchase a vehicle. 

Even in industries that might be considered “low consideration,” such as Food and Beverage, CGC is 
creating a shift as consumers increasingly turn to the opinions of their peers as sources of information.
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Methodology
The Conversation Index Volume 9 is based on an analysis of a sample dataset pulled from Bazaarvoice’s 
network, including data from over 57 million reviews and more than 35 billion product pageviews.

Data in this Conversation Index has been supplemented by the results of an April 2015 Google Consumer 
Survey regarding how people use consumer-generated content written by Bazaarvoice and conducted 
using Google Consumer Surveys, April 2015. 

Contributors
Column Five Media created the visualizations for The Conversation Index Volume 9.

columnfivemedia.com
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Contact us
Contact us to see how we help brands gain invaluable consumer and product  
insights by putting consumers’ conversations at the heart of their organizations.

NORTH AMERICA

Bazaarvoice US/ 
Corporate HQ:

(866) 522-9227 
bazaarvoice.com

San Francisco: (866) 522-9227

APAC

Australia: +61 2 9362 2200 
bazaarvoice.com/au

Singapore/ 
Asia-Pacific: 

 

+65 6248 4703

EMEA

United Kingdom: +44 (0)208 080 1100 
bazaarvoice.com/uk

France: +33 (0) 1 73 00 05 00 
bazaarvoice.com/fr

Germany: +49 89 4444 707-0 
bazaarvoice.com/de

Netherlands: +31 20 301 2169

Sweden:  +46 70 248 20 98

31

#BVINDEX9

http://www.bazaarvoice.com/
http://bazaarvoice.co.uk
http://bazaarvoice.fr
http://bazaarvoice.de


#BVINDEX9



33

#BVINDEX9

About Bazaarvoice 
Bazaarvoice powers a network that connects brands and retailers to the authentic voices of people where they shop. 
Each month, more than one-half billion people view and share authentic opinions, questions, and experiences about 
tens of millions of products in the Bazaarvoice network. Our technology platform amplifies these voices into the 
places that influence purchase decisions. Network analytics help marketers and advertisers provide more engaging 
experiences that drive brand awareness, consideration, sales, and loyalty.

For more information visit Bazaarvoice.com, read the blog at Bazaarvoice.com/blog, and follow us at 
 twitter.com/Bazaarvoice.

#BVINDEX9
Global: Bazaarvoice.com/conversationindex
UK: Bazaarvoice.com/uk/conversationindex
France: Bazaarvoice.com/fr/conversationindex
Germany: Bazaarvoice.com/de/conversationindex
Australia: Bazaarvoice.com/au/conversationindex
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