
THE LENS
CONSUMER TRUST & VALIDATION

CRA Insights Lab · The Lens Cambridge Retail Advisors · 1 / 3

CONSUMER TRUST & VALIDATION

The Rise of Validation Commerce

THE SHORT VERSION

Consumers aren't just looking for products or recommendations. They're looking for believable
proof from people who've actually used them. Real photos, honest reviews and first-hand
experiences can make the difference between considering something and committing to it.

CONSUMER CONFIDENCE: THE NUMBERS

55.5% Verified reviews with photos build purchase confidence

62–67% Friend recommendations lead across generations

42.6% Share brands they love voluntarily

45.2% Missing reviews or customer content raise red flags

34.4% Vague reviews reduce confidence

Source: Cambridge Retail Advisors Consumer Trust & Validation Study.
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The recommendation is only the beginning
People have always asked friends, family and coworkers for reassurance. What has changed is how far they
can reach. A shopper can now watch a cabin walkthrough filmed by a stranger, read unfiltered product
photos or hear from someone who faced the same problem.

They are not just asking, “Is this a good product?” They are asking, “Did it work for someone like me?” That is
a different question, and a product page filled with polished promises rarely answers it on its own.

Make proof useful at the moment of hesitation
Reviews, videos and firsthand accounts already exist. The problem is that they are scattered across product
pages, social platforms, forums and conversations. AI could help retailers connect a recommendation to
relevant, believable evidence—rather than offer another personalized suggestion with nothing behind it.

This matters in physical stores as well. An associate with the right information, a useful display or a
connected experience could bring credible customer proof to the moment someone is deciding what to buy.

WHAT SHOPPERS TOLD CRA

45.2% viewed missing reviews or user-generated content as a major red flag. 34.4% said vague
reviews reduced confidence. A generic five-star rating is not the same thing as a believable
customer story.

People aren’t looking for perfect.
They’re looking for believable.
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Treat validation as part of the journey
The bigger opportunity is not only showing shoppers proof. It is creating experiences they want to share. Our
research found that 42.6% voluntarily share brands they love. That is a starting point for building advocacy,
not just collecting ratings.

Three questions to ask

1

Where does
confidence break?

Find the decisions where people
still have to take the brand’s
word for it.

2

Can shoppers find
proof that fits?

Surface specific, firsthand
experiences from people with
similar needs.

3

What is worth
sharing?

Create real moments customers
want to document and
recommend.

THE TEST

If someone is on the fence about buying from you, can you show them believable proof—or only
another brand promise?

THE BIGGER IDEA

The brands that get this right will not treat reviews and community content as an occasional marketing tactic.
They will treat them as part of the experience: useful evidence that makes every future decision a little easier.

About Cambridge Retail Advisors

CRA is a retail advisory firm of experienced operators focused on strategy, systems selection and implementation. We help retailers
connect technology decisions to real customer and store experiences. Read the full article at cambridgeretailadvisors.com.

Source: Cambridge Retail Advisors, Consumer Trust & Validation Study. Percentages reflect the cited study findings.



