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Abstract 
 
The future of product reviews in marketing and sales will 
require brands to leverage customer feedback to drive value, 
engagement, and growth. Key takeaways from this chapter are 
that product reviews affect consumer purchase decisions and 
trust, that they provide valuable information about customer 
needs and preferences, that they can be used to improve review 
strategies for different touchpoints, that they can be used to 
create and distribute content, that they can actively manage and 
engage with customer feedback, and that they can be trusted.  
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The Future of Product Reviews in Marketing and Sales 
 
Product reviews have become an important part of the consumer 
decision-making process. They serve as social proof, influencing 
potential customers to trust a brand and make a purchase. But 
the role of product reviews in marketing and sales is constantly 
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incentives, the increasing importance of visual attention, the 
popularity of video reviews and user-generated content, and the 
need for quality control and moderation. Brands and businesses 
need to be prepared for these trends by being transparent and 
ethical in how they use incentives, how they use review 
platforms, how they use video reviews and social media 
influencers, and how they set up quality control systems. 
However, there are also challenges businesses may face in the 
future, such as managing complexity, ensuring the quality of 
reviews, adapting to changing consumer preferences, balancing 
innovation and optimization, and measuring the impact of 
reviews. Businesses should be aware of these challenges and 
prepare themselves to overcome them with appropriate tools, 
methods, and practices. If businesses continue to provide value 
to their customers, they will be able to remain relevant in the 
ever-changing landscape of product reviews. 
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