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			​Introduction

			You published your book and waited for reviews to appear. Days passed, then weeks. Nothing changed. The silence felt heavier than any one-star rating. Your book deserved attention, yet no one was talking about it, and you could not figure out why.

			Lots of authors reach that moment of doubt. You tell yourself readers probably enjoyed the book and forgot to leave feedback. Maybe the algorithm or timing is to blame. Those explanations are perfectly reasonable, and they are only part of what influences whether reviews appear.

			We’ve all been that customer at some point, scrolling reviews and hesitating before deciding whether to move forward.

			Everyone checks reviews. We like to think decisions come from instinct, yet most of us look for proof before we commit. One person’s opinion can change how we eat, travel, shop, or live. The words of strangers shape our choices. Authors want the same thing, not just validation but proof that builds trust with new readers. Without that proof, even great books struggle to sell. I learned both sides of that lesson through two experiences that taught me how much reviews shape what we choose.

			I’ve seen the power of reviews countless times, but one example always comes to mind.

			I discovered Condado Tacos while living in downtown Columbus. The reviews painted a clear picture. Some mentioned slow service or crowded tables, but most said the food was worth it. I scrolled through page after page, not looking for perfection but honest experiences. What I read felt genuine, so I gave the restaurant a try.

			Downtown Columbus has no shortage of restaurants, but Condado stood out the moment I walked in. The energy in the room felt different. Music played low under the buzz of conversation, and people seemed genuinely happy to be there. The staff worked fast, the food arrived fresh, and every detail matched what I had read online. The reviews had been right.

			That first visit became many: birthdays, date nights, business meetings, and more. I brought friends who later ended up bringing theirs. Each visit reinforced the feeling that I had found a place worth sharing. Reviews had pointed me there, but experience made me stay. When I finally left my own review, I offered the same candor that had helped me.

			Not every story ends that way. Trust can protect as much as it rewards.

			My wife and I were looking for a new apartment when one listing caught our attention. The photos showed a pleasant neighborhood, an open floor plan, and a reasonable monthly rent. The ad claimed the unit was almost ready for leasing, so we took a look.

			The landlord greeted us with enthusiasm and charm. He guided us through each room, pointing out details as if the place only needed a few finishing touches. However, the truth told a different story. The walls were unfinished, the subflooring was bare, and the appliances were scattered everywhere. The apartment looked like weeks of work still lay ahead.

			The landlord smiled as he talked about his decades of experience, assuring us the apartment would be ready in just a few days. Then, without any prompting, he began talking about reviews. He claimed some people had left unfair comments online but insisted they had nothing to do with his business.

			That explanation set off an alarm. We hadn’t mentioned reviews, much less thought about them, yet he wouldn’t stop bringing them up. When people rush to defend their reputation, they often reveal that they’re hiding something.

			Later that day, I checked the reviews in question. The feedback told a very different story from the one he had shared. Dozens of reviews described the same pattern of unfinished repairs, ignored calls, and lost deposits. Each complaint traced back to the same company we had just toured with.

			This discovery changed everything. His confident smile felt rehearsed, and the spotless pitch meant nothing. We had nearly signed a lease with a landlord who had made deception his business model. Those reviews spared us months of regret and thousands of dollars in losses.

			Both experiences taught the same truth. One built trust, the other prevented loss. Feedback changes what happens next. Whether readers speak up or stay quiet, their response decides what lasts.

			Authors live by that same principle. Every review carries the power to validate or to warn. Readers rely on the words of others to decide which books deserve their time. The pattern never changes. Trust begins with proof, and that proof comes through reviews.

			Social proof isn’t just nice to have but a necessity for being seen and remembered. To cut through the noise and stand out from the pack, we need third-party credibility that proves our work is worth the reader’s time.

			Self-publishing takes dedication and persistence, but it also brings a unique freedom to build your success on your terms. Gaining traction starts when readers notice your work and share their experiences with others. A single review can spark momentum, but steady feedback keeps that momentum alive.

			Relevance comes from consistency. A review from years ago once carried weight, but today readers look for proof that your book still connects. New voices and recent opinions show that your work continues to matter.

			Every author wants more feedback, but few have a plan for earning it. Building a foundation starts before a book launch and continues long after. I’m going to load you up with insights and practical steps for getting those reviews, including:

			
					How to attract honest feedback without crossing ethical lines

					Ways to prepare early readers for success before launch day

					Techniques for maintaining steady momentum between launches

					Strategies to use reviews as part of your long-term marketing system

			

			Successful authors turn feedback into opportunity. They intentionally make reviews the most persuasive marketing asset in their business. Highlighting what matters, handling low reviews with composure, and amplifying the right ones determine how far their work travels.

			You can do the same. What you do with a review can change everything, and once you understand how it works, it becomes second nature.

			Your reach shouldn’t end with one platform, like Amazon. Reviews play a role across every marketplace, from Goodreads and Kobo to Apple Books and Barnes & Noble. Adapting your approach for each one builds a stronger foundation and a broader reach. When those efforts work together, they create a unified system that strengthens your reputation everywhere readers discover books. The goal isn’t just more reviews, but a consistent presence that grows with your catalog and your career.

			You’ve already done the hard part by writing a book worth sharing. Now grab some tacos, settle in, and let’s get readers talking about your work right away.
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			​Why Reviews Matter and How They Influence Your Success

			Reviews play a critical part in the development and exposure of your book and brand. They are validation that a reader has interacted with your book in some capacity. Can you still sell books without reviews? Absolutely, but you start at a greater disadvantage than other books like yours with reviews.

			For instance, a customer searches for a book in their favorite genre, werebear shapeshifter romance. Amazon serves the first sixteen options on the first-page query results. In this example, one book has no reviews, while the other book has seventy-two reviews. Both covers look great. The titles seem interesting. Heck, even the book description is compelling, but the differentiating factor is that the customer has one book with reviews while the other has none. Does the customer take a chance and buy a book with no social proof, or do they go with the crowd and buy the book with seventy-two reviews?

			Nothing attracts a crowd like a crowd.

			Readers rarely leave reviews, even when they enjoy a book. Most readers finish a story and immediately move on with their day. Life gets in the way. Some readers feel unsure about what to say, a few worry their review will not sound smart enough, and others think their opinion won’t matter. These issues stop most people from taking that last step.

			Readers leave reviews because something moves them, whether positive or negative. A strong payoff, a surprise, or an incredible moment in the story can push them to speak up. The same is true when something breaks immersion, like typos, grammatical errors, or a book that promises one thing and delivers another. Emotion, good or bad, is what drives readers to leave feedback.

			You increase the likelihood of getting a review when you keep it simple. Clear placement, easy language, and a friendly reminder at the right time give readers permission to participate. When the request feels natural instead of intimidating, more readers step up.

			People love to share the same experience with other people, especially if it’s great. There’s a sense of community built around an experience, whether it’s a great restaurant or a good book. When people enjoy something, they want to pass that experience to other people. Conversely, when the experience is unpleasant, they’re quick to urge people away from it. Each instance tells a different story and plays an integral role in other people wanting to take part.

			For instance, I’m always rubbernecking in the low end of the reviews pool. Why? I get an honest look at what went wrong in the experience. When the experience is unsatisfactory, I’m curious why. Will my opinion vary from the reviewer, or will I agree with them?

			Ultimately, reviews on Amazon play a vital role in helping customers make informed purchases. While some shoppers already know what they want and skip them entirely, most will skim feedback to decide whether a book is a good fit. Where some authors get it wrong is with low ratings. As much as the criticism stings, those reviews reveal a bigger picture. In some cases, a negative take can attract a different kind of reader who sees the book as exactly what they want.

			When a customer visits your product page, they either leave or they buy. There’s no middle of the road. They have two choices and one decision to make. If a browsing customer buys, then you increase your conversion rate. 

			What you are converting is simple: browsing customers into buyers. The more customers you convert, the more Amazon rewards your product page with additional traffic. When the conversion rate is lower, Amazon sends fewer customers. 

			Ultimately, Amazon wants to make money. If you’re in it to do the same thing, then Amazon will be in your court. However, suppose you’re not in it to make money or convert more customers into buyers. In that case, Amazon will move onto other authors who align with their goal. Higher conversion rates increase your rankings in the search results, leading to more discoverability. The more discoverable your book is on Amazon, the more chances you will convert customers into buyers.

			Reviews play a direct role in converting browsers into buyers. A product with five reviews is 270% more likely to sell than a product with no reviews.i Is that all it takes? Five reviews? Yes, even a few early reviews can put you ahead of a competitor with nothing. We’ll address where those reviews should come from, and where they should not, later in this book.

			Other areas to consider in the efficacy of having reviews are through advertising campaigns. Whether you’re driving traffic natively through Amazon Advertising or delivering traffic through Facebook Ads, having your book equipped with some reviews is better than no reviews at all. There’s a good reason Amazon loads up every product page with similar books and other products customers might enjoy. If your book doesn’t convert to a sale, Amazon still has a little more skin in the game. If you don’t profit or capitalize on the traffic, then Amazon will.

			Do you want to have a better return on your investment in paid advertising campaigns? Then, load your book up with reviews before you launch your next campaign. Once the traffic arrives at your book’s product page, they at least have some proof other customers have read or bought your book before.

			Retailers do not treat every review the same. They look at several signals when evaluating reader feedback:

			
					Volume: A higher number of reviews suggests more readers felt something worth sharing.

					Recency: Ongoing activity shows the book still attracts attention.

					Verified purchase: Amazon displays a proof of purchase stamp for customers who bought the product on its platform.

			

			These signals help retailers judge how relevant a title is to current shoppers. Older reviews can still support sales, but steady, recent activity sends a clearer signal readers care about the book right now.

			The Amazon algorithm places value on your product based on its ability to sell to customers at any given moment—also known as relevance. The more

			
			
			
			
			
			
			
			
			
			
			
			
					Direct review swaps: They seem harmless but generate signals that retailers flag quickly.

					Compensation of any kind: Payments, gifts, or incentives crosses the line.

					Fake or manipulated feedback: These damage trust and can lead to account termination.

					Suspicious activity: Sudden surges, timing patterns, or coordinated behavior can lead to review removal.

			

			
			
			
			
			
			
			
			
			
					Begging for reviews

					Spamming your audience

					Manipulative wording or requests

					Too many reminders

					Desperation
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