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When doing business online, it’s often a challenge 
to differentiate yourself from competitors, particu-
larly if you are smaller business. Online buyers will 
more readily go to the sites of the most well-known 
national brands; so the more niche brands need to 
do more than just try to compete on price to com-
mand an increase in visitor numbers to their site. 

Your customer service is fi rst 
class – how can you 
demonstrate it?
The online market for sports equipment in the 
United Kingdom, which is extremely competitive in 
relation to pricing, is a great example. Barrington 
Sports - which has a large portfolio of hockey, 
cricket, rugby, running and netball equipment – 
has faced up to this challenge. They differentiate 
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themselves from competitors by not only focusing 
on carefully selecting the top brand names at com-
petitive prices, but also  by ensuring a heavy focus 
towards the customer experience.  

A solution that demonstrates 
existing customer support

To Barrington Sports, quality of service is a major 
selling point that helps them stand out from their 
direct competitors. Their performance relative to 
their competitors in terms of next day delivery, effi -
cient returns and customer service knowledge puts 
them in the top tier amongst their immediate piers. 
In order to demonstrate this level of service and 
how their customer service is perceived by existing 
buyers, they use Trustpilot to collect and distribute 
online reviews. Tom Dolby, Managing Director at 
Barrington Sports talks about how they got started: 

“After running a trial back in July 2011, we reviewed 
the case for investing in Trustpilot over the longer-
term. At fi rst sight the solution looked like a luxury, 
but after seeing the trial in action, we saw the po-
tential for using online reviews as a key marketing 
tool both on our own site and via Google search. 
We also recognised that interacting with customers 
in a transparent way via Trustpilot demonstrated 
both the quality of our customer service and the 
willingness to listen to what the public are asking of 
us”.
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A measurement of great 
customer service
The transition to actively using Trustpilot’s online 
review solution within the business has been fast. 
According to Tom it was implemented within 2 to 3 
weeks of signing the contract.

Today Barrington Sports automatically sends out 
emails to all customers after their packages have 
been delivered. The feedback from customers has 
been great: Of the 250+ monthly reviews, just 1% 
are complaints, which gives them a shining Trust-
Score of 9.5 (February 2012). Their score is proud-
ly displayed in central position on the front page of 
barringtonsports.com, enabling potential customers 
to judge previous performance

Massive awareness of customer 
service
At the same time, the implementation of the online 
review solution has given Barrington Sports an 
increased level of internal awareness around the 
quality of their customer service.

“The TrustScore now works as our predominant 
KPI for quality of customer service. We estimate 
that at least 50% of our staff check the score and 
the individual reviews on a daily basis. Our staff 
take great pride in dealing with a bad review suc-
cessfully, but also rewarding good reviews as well. 
In that sense Trustpilot not only works as an online 
review solution but is brilliant as an internal man-
agement tool as well,” explains Tom.

About Barrington Sports:

Founded in 1982 Barrington Sports 
is one of the UK’s leading hockey, 
cricket and rugby specialists with 
a huge range of top quality equip-
ment. 

Their online store plays a cen-
tral role in sales and accounts 
for the majority of their revenue. 
Barrington Sports is located just 
outside of Manchester and employs 
30 people. 
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