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“ E v e n  a  0 . 0 0 1 %  i n c re a s e 
t o  t h e  c o n v e r s i o n 
r a t e  c a n  m a k e  a  b i g 
d i f f e re n c e  i n  t e r m s  o f 
re v e n u e  i m p a c t , ”

S T E V E N  M E L L O W S  E C O M M E R C E  M A N A G E R

F. H i n d s  J e w e l l e r s  g a r n e r s  i m p r e s s i v e  r e s u l t s 
w i t h  a  n e w  i n t e r a c t i v e  d i g i t a l  e x p e r i e n c e .   

Since i ts  company founding in 1856, F.Hinds has grown into one of the largest jewelry retai lers in 

the United Kingdom. Start ing as a smal l  business,  run by two brothers,  the company has evolved 

into a chain with 116 stores.  F.Hinds has maintained a smal l -business experience across i ts  many 

storefronts.  When the company launched i ts  f i rst  website in 1997, around the same t ime that 

Amazon made i ts  debut to the world,  the intent ion was not to bui ld an onl ine experience—rather, 

the goal  was to generate foot traff ic  into stores.

   
Users Browsing Products

S lowly,  that v is ion evolved. Shoppers have become more comfortable making high-considerat ion 

purchases,  including valuables l ike jewelry,  onl ine.  But F.Hinds wants shoppers to be conf ident, 

not comfortable,  with their  purchases.  The company has spent the last  several  years invest ing 

in infrastructure to make i ts  web experience more customer-fr iendly,  with the vision of giving 

every shopper a true-to- l i fe product experience.

S U M M A RY

+ 31% 

   
Conversion Rate

+ 20% 

https://tangiblee.com/


For this test  campaign, which ran in 2016,  F.Hinds deployed the Tangiblee platform across 2,000 

SKUs of the company’s top-sel l ing products.  Tangiblee enabled funct ional i ty for shoppers to browse 

i tems in more detai l  and gain true-to- l i fe s iz ing perspect ives.  Customers can gain more precise 

perspect ives of  every product,  inst i l l ing conf idence in their  purchases.  This conf idence translates 

into an increase in product interest and purchase rates,  as wel l  as a reduct ion in returns.

“

 c a s e  s t u d y

“Tangiblee wi l l  [cont inue] 
to play an important role 
in communicat ing the 
value of our products to 
our customers.  [Tangiblee] 
has made us change our 
approach to market ing. 
Overal l ,  average sales 
have gone up, returns have 
gone down.”

+ Personal ized UX

+ Revenue Per Vis i tor 

-  Return Rates

“Tangiblee entered our mix 
at  the r ight t ime,” says Steve 
Mel lows, who leads digital 
market ing for F.  Hinds.  “We 
have done a lot of  work to 
improve organic performance 
for SEO. We have run a few 
pay per c l ick (PPC) campaigns. 
We were at a stage where i t 
made sense to invest in third-
party software.”

“Even a 0.001% increase 
to conversion rate can make 
a di fference for us in terms 
of revenue impact,” says 
Mel lows. “We wanted to take a 
caut ious approach and started 
with a test  campaign.”

https://tangiblee.com/


“Histor ical ly,  customers had offered up the suggest ion to show pictures of  products on people,” 

says Mel lows. “But this  feature would s low down photography product ion massively and add the 

expense of featur ing hand or neck models.  From our perspectives, the customer experience 
benefits would not have outweigh the costs and drawbacks.”

Following the test   deployment in 2016, Tangiblee drove a 31% increase to the number of users 
browsing products.  This l i f t  t ranslated into higher interest f rom shoppers.  “Tangiblee plays an 
important role in our growth,” says Mel lows. In tandem with a new responsive website,  Tangiblee 
yielded a 20% increase to overal l  conversion rates.

TA N G I B L E E ’ S  VA L U E 
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