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“ O u r  b i g g e s t 
p o i n t  o f  f r i c t i o n 
i s  t h a t  p e o p l e 
a re  h e s i t a n t  t o 
s h o p  o n l i n e . ”
S H O B H I T  D AT TA  

C o - F o u n d e r,  M a r k e t i n g  D i re c t o r 

H o w  a n  o n l i n e - o n l y  f u r n i t u r e  c o m p a n y  b u i l d s 
t r u s t  w i t h  o n l i n e  s h o p p e r s .

Furniture retai lers are facing a unique chal lenge 

in eCommerce -  a lack of customer conf idence. 

No matter how many detai led images or 

measurements are provided in a descr ipt ion, 

shoppers st i l l  do not know the answer to:  how 

wi l l  this  i tem work in my environment? There is 

a major gap between a customer’s v is ion and 

the product displayed on their  laptop or mobi le 

screen, and, because shoppers do not trust 

product images alone, they s imply won’t  r isk the 

purchase .

HipVan, a furniture e-commerce company, has 

committed to tackl ing the consumer trust  chal lenge 

head-on. HipVan has tai lored i ts  ent i re onl ine 

business model to creat ing an affordable,  seamless 

furniture-buying experience.

“Our goal  s ince we launched our company in 2013 

has been to make nice looking, beauti ful  homes more 

accessible to everyone,” says Shobhit  Datta,  co-

founder and market ing director at  HipVan. 

S U M M A RY

“Our founding team comes from the industry,  and we real ized that by designing our own 
products,  sourcing direct ly,  and sel l ing onl ine,  we can sel l  better-designed products at  a more 
affordable pr ice.  This goal  is  chal lenging to execute.  Furniture is  a big purchase, not l ike 
buying a $20 t-shirt .  Our biggest point of  f r ict ion is  that people are hesitant to shop onl ine.”

 Revenue per Visitor

+ 9.1% 

Conversion Rate

+ 7.9% 

Return Rate

- 15% 

http://tangiblee.com


“Tangiblee found us,” says Datta. 

“We knew that f rom a customer point of 

v iew, Tangiblee would help us solve an 

important pain point.”

H ipVan deployed Tangiblee as an 

experiment and short  pi lot before s igning a 

longer term contract to see how customers 

would respond. A certain percentage of 

customers saw the Tangiblee button, whi le 

others did not.

 c a s e  s t u d y

“ P e o p l e  w h o 
s a w  T a n g i b l e e 
n o t  o n l y  b o u g h t 
m o r e ,  b u t  w e r e 
m o r e  e n g a g e d 
a n d  l o o k e d  a t 
m o r e  p r o d u c t s . ”

The reasons holding back shoppers 

f rom purchasing furniture onl ine are 

clear:  i t ’s  expensive and dif f icult  to 

exchange or return.  With so many 

quest ions left  unanswered, furniture 

is  too r isky for onl ine shoppers to feel 

conf ident enough to cl ick to purchase.

“But we know that we have a good 

value proposit ion,” says Datta.  “We 

have a good select ion, a good pric ing 

model,  great qual i ty,  and a good return 

pol icy.” Even st i l l ,  the comfort  level  for 

people to buy was just  not there.

“We saw that people who saw Tangiblee not only bought more, but were more engaged 

and looked at more products,” says Datta.  “After that A/B test ,  we real ized that Tangiblee 

was more than a ‘cool thing’—that i t  had the potential  to become a core part  of  our business. 

With Tangiblee, customers are giv ing more considerat ion to working with us than shopping in 

tradit ional  br ick and mortar storefronts.”

Thanks to Tangiblee, Datta and his team have also seen a 15% decl ine in returns,  suggest ing 

that customers are more sat isf ied and conf ident with their  purchases.

E N T E R  TA N G I B L E E
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“The  ROI  o f  Tang ib lee  was  30x  what  we  pay,”  says  Dat ta .  “So  i t ’s  been  a  no  bra iner  to  work 
w i th  them.  But  the  inves tment  goes  fa r  beyond what  we ’ve  quant i f ied  in i t i a l l y.  When you ’ re 
jus t  s ta r t ing  o f f  i n  tech ,  i t ’s  impor tant  to  work  w i th  par tner  compan ies  tha t  can  evo lve  w i th 
you .”

Furniture isn’t  something that shoppers buy on a consistent basis.  When we purchase a couch 

or table,  we’re committ ing to a purchase that wi l l  hold us over for decades.  In the future,  Datta 

plans to work with Tangiblee to better support these high considerat ion sales cycles.

TA N G I B L E E ’ S  VA L U E 

“A bigger c l ient might be looking to 

furnish a whole house or cafe,” says 

Datta.  “With Tangiblee, we’re looking 

into making i t  easier for people to 

decorate their  spaces—to drag and drop 

furniture into a s imulated room—so that 

our inter ior decorat ion team can share 

with customers direct ly.”

Tangiblee f i ts  into Datta’s overarching 

customer experience goals.  Ult imately, 

the HipVan team hopes to give customers 

as real ist ic  a picture of what furniture wi l l 

look l ike in their  home or business space.

“We are conf ident that we can save 

buyers unnecessary tr ips to br ick and 

mortar stores,” says Datta.  “By buying 

with us,  shoppers also save money.”

https://tangiblee.com/get-demo
https://tangiblee.com/get-demo/

