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1.1 Introduction & Updates

• Version 1: April 2020

• Version 2: July 2021

• Version 3: May 2022

• Version 4: March 2023

• Version 5: January 2024

• Version 6: May 2024

• Version 7: May 2025
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The purpose of this document is to inform brands of Home Hardware 
content requirements and best practices. This document is intended 
to establish standards related to Home Hardware’s online voice, 
content optimization, format and product specifications. 

Questions related to this document may be directed to Home 
Hardware’s Merchandise Services department.

• Section 2: New features to Product Detail Page Anatomy

• Section 4.4: New product listing format

• Section 4.5: New Support Documents functionality

• Section 4.6: New content applications

• Section 6: Image & video specs updates

• Sections 8 & 9: Created Backlinks and Brand Pages

Versions:

Version 2 Updates:

Important!: Please adhere to all aspects of this Product Content Guide. 
You are responsible for ensuring the accuracy and proper validation of 
any product or performance claim included in a product description or 
feature. Changes will be made to this document periodically as needed. 

Version 3 Updates:
• Section 3: LBM Product Detail Page Content

• Section 6.4: Added LBM Main Product Images 

Version 4 Updates:
• Section 2: Updated Hardlines Product Detail Anatomy

Version 5 Updates:
• Section 4.5: Added file size specs to Support Documents 

Version 6 Updates:
• Section 10: Changed to Section 1.2

• Section 4.4: Added product variant updates note 

Version 7 Updates:
• Section 6: Added horizontal images note

• Section 7: Added PDP Enhanced Content section

• Section 11: Added Ratings & Reviews section



If you don't have the time or resources to create your product content geekspeak Commerce can help. 

geekspeak Commerce is Home Hardware’s trusted content partner. 

• You can place your content order here: geekspeakcommerce.com/homehardware or

• Contact a geekspeak content specialist at:

HH@geekspeakcommerce.com

416.619.5349 ext. 326

1. Product Descriptions

2. French Translation

3. Product Photography

4. Infographics

5. Lifestyle Product Placement

6. Product Videos

7. Enhanced Item Content
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Quickly and easily place an order for the following components:

1.2 Need Help Creating Product Content?

https://geekspeakcommerce.com/homehardware/
mailto:HH@geekspeakcommerce.com


1.3 Importance of Content Optimization

Now more than ever, consumers are shopping online, so your 
Product Detail Page should provide more than just the basics. It 
should provide:

• Product Specifications
• Features and Benefits
• Visual interactions that clearly reflect your product and 

consumer uses at work, home or play. 

Optimized product shots, lifestyle images, 360 images and videos 
help to answer questions that shoppers may have about your 
product. Fulsome product information allows shoppers to have 
confidence in their purchase, which in turn drives conversions.

Consumers naturally gravitate to the quickest way 

to gather information, so they’re more inclined to 

swipe through an image gallery than read a lengthy 

product description. 

90% of the information transmitted 
to our brain is visual*

*http://visualteachingalliance.com
05



1.4 Importance of Keywords

Help customers to find your products by including relevant keywords with high search volumes within product 

titles, overviews and details. Be sure to use product synonyms, related words and long-tail keywords (3 to 4-word 

phrases specific to your product) within your product overviews where appropriate. Write product descriptions 

that will appeal to shoppers by highlighting product features and benefits - avoid forcing keyword inclusion.

Submit Keyword List (Mandatory) 

Over 40% of sales on homehardware.ca begin with on-site search. The keyword list required in the 

New Item Profile (Pg.33) goes a long way in driving organic traffic to your listings. Be sure to include 

brand name, product title, common product synonyms, and all primary features and attributes. 
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2. Hardlines Product Detail Page Anatomy
2.1 Fully Optimized Product Listing
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Hardlines Product Detail Pages have been updated to 

optimize the consumer experience. This example shows a 

fully optimized product listing.  



Product Title – Pg. 14

Main Product Image – Pg. 27

360 Image – Pg. 33

Infographics – Pg. 30

Additional Product Images – Pg. 29

1

2

3

4

5

Lifestyle Images – Pg. 316

Product Videos – Pg. 367

2 3 4 5 6 7
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2. Hardlines Product Detail Page Anatomy
2.2 Product Title & Image Gallery

1



Product Overview – Pg. 16

Support Documents – Pg. 19
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2. Hardlines Product Detail Page Anatomy
2.3 Product Overview & Support Documents
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2. Hardlines Product Detail Page Anatomy
2.4 Product Specifications

Product Specifications – Pg. 2010



3. LBM Product Detail Page Anatomy
3.1 Fully Optimized Product Listing
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LBM Product Detail Pages have been updated to reflect 

the unique attributes of the LBM category and to 

optimize the consumer experience. This example shows a 

fully optimized product listing.  



Product Title – Pg. 14

Main Product Image – Pg. 27

360 Image – Pg. 33

Infographics – Pg. 30

Additional Product Images – Pg. 29

1

2

3

4

5

Lifestyle Images – Pg. 316

Product Videos – Pg. 367

1

2 3 4 5 6 7
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3. LBM Product Detail Page Anatomy
3.2 Product Title & Image Gallery
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3. LBM Product Detail Page Anatomy
3.3 Product Overview & Support Documents

9

8

Product Overview – Pg. 16

Support Documents – Pg. 19

8

9
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10

3. LBM Product Detail Page Anatomy
3.4 Product Specifications

Product Specifications – Pg. 2010



4. Product Detail Page Copy Guidelines
4.1 Home Hardware Brand Voice

Even though you are writing content about your own products, it’s 

important to address Home Hardware customers in a way they’re familiar. 

Rather than speaking like an expert, talk like a friendly neighbour who is 

eager to help and wants nothing in return. Your tone should be helpful, 

smart and knowledgeable. The style should be enthusiastic but 

conversational. Home improvement can be intimidating, but your brand 

and product shouldn't be.

15



The copy should be upbeat, friendly and informative.

Use descriptive, engaging language and always speak directly 

to the reader: “you, your” vs. “his, her”. The copy should be 

compelling: the reader should feel like they’ve found the 

product at just the right time. Emphasize certain features or 

user advantages that make the product a good purchase or 

investment right now – be sure to highlight innovations. Keep 

the copy content-rich and free from hard-sell or marketing 

speak. Key product benefits should flow naturally out of the 

features that deliver them.
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Best Practices:

• Use shorter sentences as web readers tend not to 
retain sentences that exceed 12-17 words

• Keep it simple i.e., if it isn’t necessary, don’t include it

• Include relevant keywords but avoid keyword-stuffing

• Use shorter, more commonly understood synonyms 
where possible

• Avoid superlatives (best, biggest, greatest…) and 
exaggerated product claims 

• Avoid gender-specific statements unless you are 
calling out gender-specific features/benefits

• Avoid abbreviations unless space is an issue

4. Product Detail Page Copy Guidelines
4.2 Tone, Style & Language



Your Consumer Item Description is the most important element of your product listing. The content should be 

unique and the language descriptive but written simply so the title is easy to read. Include only the product’s key 

features and attributes. Use “&” vs. “and” in all instances. Do not include the brand as this will be added dynamically. 
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Note: Your product title must be unique to Home Hardware (Suggested length 35 to 65 characters including spaces)

4. Product Detail Page Copy Guidelines
4.3 Consumer Item Descriptions (Product Titles)



Hardlines Format
Model + Collection + Series (if applicable) + Primary Keyword + Key Features

Hardlines Example
Signet 390 Propane BBQ - 3 Burners + Side & Rotisserie Burners
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4. Product Detail Page Copy Guidelines
4.3 Consumer Item Descriptions (Product Titles Examples)

LBM Lumber & Panels Format
Dimensions + Key Features + Colour/Finish + Material Type & Grade 

LBM Lumber & Panels Example
2 x 12 x 14’ Sanded Four Sides Kiln Dried Premium Spruce 

All Other Building Materials
Use accepted industry presentation for your product category  



4. Product Detail Page Copy Guidelines
4.4 Product Overview (Paragraph) 

Your Product Overview should be a marketing-style 

description that helps sell your product by making it 

stand out on homehardware.ca. Unique, well-written 

product descriptions create excitement about your 

product and give the consumer confidence in their 

purchase decision. Build detailed descriptions that read 

naturally, using simple language and relevant keywords. 

Avoid repeating keywords, overly complex descriptions, 

unfamiliar industry terms, and “filler” content. 

Note: Must be a minimum of 70 words.
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4.4 Product Overview (Bullets) 

Note: Minimum of 3 is requested but more is recommended.

This section is a point-form listing of all the key details of 

your product. Displayed as a bulleted list, it functions as a 

complement to your product overview. All primary and 

secondary features and benefits should be included. Take 

care that the information you provide here does not 

conflict with the Product Overview or Product 

Specifications. 

Product Overview Paragraphs and Bullets must:
• Be unique to Home Hardware
• Differentiate identical product variant listings 

by colour, size, and pack size 



4. Product Detail Page Copy Guidelines
4.4 Product Overview (continued) 

Best Practices:

• Explain why the consumer should buy your product (this specific model) over other options in the marketplace

• Start with an “active” word such as “Discover, Enjoy” etc.

• Include lifestyle-related comments such as "you want that drink to be cold and refreshing”

• Write in the present tense e.g. say “adds fun” instead of “will add fun”

• Use customer benefit statements like “become a backyard grill master”

• Assume the sale i.e. “this BBQ will…” vs. “if you have this BBQ…”

• Ensure your description is unique to Home Hardware

20
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Trusted by backyard barbecue enthusiasts around the world, 

this Signet™ 390 Propane BBQ will have you grilling up great results 

in no time — every time. Boasting an impressive 635 square inches 

of total cooking space, this powerful unit features reversible, 

heavy-duty cast iron cooking grids, the stainless steel Flav-R-Wave™

cooking system, and three stainless steel Dual-Tube™ burners. You 

can even convection-cook your roasts and poultry without missing 

out on the party via the Therma-Cast™ heat-retaining aluminum 

oven. A porcelain-coated warming rack, premium rotisserie kit, 

drop-down side shelves and enclosed cabinet give you all the prep 

and storage you need to work your magic.

4. Product Detail Page Copy Guidelines
4.4 Product Overview (continued) 

• 40,000 BTU Dual-Tube burner system

• 10,000 BTU stainless steel side burner

• 15,000 BTU rear rotisserie burner

• Premium rotisserie kit included

• 635 sq. in. total cooking surface including warming rack

• 400 sq. in. primary cooking surface

• Porcelain coated cast iron cooking grids

• Stainless steel Flav-R-Wave cooking system

• Linear-Flow valves with 180 degrees Sensi- touch control

• Deluxe Accu-Temp thermometer

• Sure-Lite electronic ignition system

• Therma-Cast aluminum oven with stainless steel wrap

• Heavy-duty cabinet base with stainless steel doors

• 7" wheels and 2.5" locking casters

Example: Signet 390 Propane BBQ - 3 Burners + Side & Rotisserie Burners



Your Product Detail Page will include links to all your product support documents. These allow shoppers to feel confident 

in their purchase and to confirm that your product contains the features they are looking for. Where applicable, your 

Product Detail Page should include: 

• Product spec sheets

• User manuals

• Vendor Warranties & Guarantees

• Testing certifications

• Other relevant documents

4. Product Detail Page Copy Guidelines
4.5 Support Documents
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Submission Requirements:

• PDF of each support document in 

both English and French

• Maximum file size 15MB



4. Product Detail Page Copy Guidelines
4.6 Product Specifications

Your product specifications are a great benefit to consumers who are comparing items online. They’re also essential for 

search engine optimization and filtering. It’s important to provide as many product specifications as possible. The more 

specifications you provide, the greater the chance we can use your product in other content applications, such as product 

finder quizzes and compare features. When listing an item with Home Hardware, the product specifications are found in the 

‘New Item Profile’ Excel document under the ‘General Item Information’ section. There you will find defined attributes 

specific to the Home Hardware department your item falls under. Each attribute cell contains comments that define the 

attribute in detail. All attributes that are relevant to your product are required and must be filled in.

23

Note: Be sure to read each attribute definition in the New Item Profile carefully so you clearly understand which specification is required. 



4. Product Detail Page Copy Guidelines
4.6 Product Specifications Best Practices

Hardlines:

Ensure the dimensions relate to the product e.g. for a memory foam mattress 

topper use Length x Width x Thickness vs. Length x Width x Depth

24

LBM Lumber & Panels:

Ensure the dimensions and specifications relate to the product e.g. for 

dimensional lumber use Length, Width, Height, Material, Moisture

All Other Building Materials

Use accepted industry specifications for your product category 



4. Product Detail Page Copy Guidelines
4.7 Spelling, Grammar & Punctuation:

• Use Canadian spellings of words (Canadian Oxford Dictionary)

• Follow the AP Stylebook for grammar and punctuation

• Avoid exclamation marks as they lower vs. enhance content 

• Avoid superfluous capitalization

• Do not use all caps for company names unless the name is an 
acronym e.g. IBM

• Avoid abbreviations unless space is an issue

• Only one space after a period to set apart distinct thoughts in 
a sentence
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4.8 Numbers & Measurements:

• Spell out numbers one through nine (use numerals 
for 10 and above) 

• A zero should appear before decimals less than 1 
e.g. 0.48

• Use decimals instead of fractions unless 
a product’s standards dictate otherwise

• If your product has metric and imperial 
measurements, include both

• For imperial measurements use the symbols vs. 
spelling out e.g. 5’ vs. 5 ft or 5 feet

• Use short form for all measurements 
e.g. 7 cm for centimetre

• Use “to” vs. a dash to describe ranges 
e.g. ”at least 10 to 15 m apart”



All product descriptions must be provided in English and French. All translations must be completed by 

proficient English-to-French translators. Do not use the Google translation or other machine translation 

tools as they do not render accurate/contextual translations. Use Canadian French spelling & grammar, 

not Parisian French. Translate all copywriting that appears on media such as infographics (see Infographics

on page 24 for more information). All product videos must be submitted in English and French (see 

Product Video Language Requirements on page 31 for more information).  
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5. French Translation



6. Product Detail Page Media Gallery
6.1 Overview

Viewing your product images takes the place of the shopper's ability to touch and feel your product 

in a traditional retail store. Customers expect to see your product from all angles with detailed views 

of features in high resolution. Lifestyle images, especially in-use scenarios, help the shopper visualize 

using your product in real-life situations. 

Mandatory Media Types:
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Recommended Media Types:

• Main Product Image – Pg. 27 

• Additional Product Images – Pg. 29 

• Infographics – Pg. 30

• Lifestyle Images – Pg. 31

• 360 Images – Pg. 33

• Product Video – Pg. 36



6. Product Detail Page Media Gallery
6.2 Image Naming Convention & Format

Products New to homehardware.ca: 

When onboarding new items, use the product’s UPC number for all product images. 

Differentiate each image by numbering them in sequence i.e. UPC_01.jpg. 

Products Already on homehardware.ca:

When enriching or editing existing products on homehardware.ca, use your Home Hardware SKU number 

for all product images. Differentiate each image by numbering them in sequence i.e. SKU_01.jpg. 

28



6. Product Detail Page Media Gallery
6.3 Image Format and Requirements:
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• Minimum Number: 3 images

• Minimum Size: 1500 x 1500 pixels

• Recommended Size: 2500 x 2500 pixels

• Minimum Resolution: 96 dpi

• Colour Mode: RGB or CMYK

• File type: JPG, PNG, GIF

• Always provide the highest quality images possible

• Do not compress images

General:

Main and Additional Images Only:

• Image Frame: Product should fill 85% of the canvas

• Background Colour: Pure white background with a clipped path



The product can be front-facing or angled (pointing 

right and downward), whichever best presents your 

product. It should be on a white background with no 

text and the maximum number of features in view. Add 

a drop shadow if the product blends into the white 

background. 
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Note: A digital rendering (with permission) is acceptable if no product 
photograph is available. 

6. Product Detail Page Media Gallery
6.4 Main Product Image (mandatory)
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6. Product Detail Page Media Gallery
6.4 Main Product Images (Front & Right/Downward Angled Examples)



These images should follow the same guidelines as the 

Main Image, while showing any additional angles 

necessary to highlight all product features.
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6. Product Detail Page Media Gallery
6.5 Additional Product Images 



6. Product Detail Page Media Gallery
6.6 Infographics (recommended)

This asset type allows you to display many features and 

benefits in one easy-to-follow format. Use product close-ups, 

text overlays, illustrative icons, measurement schematics, or 

other elements. Avoid cluttering the image or making copy 

too small to read. 

33

Note: Display both English and French languages in the infographic.



These images should show your product in a lifestyle or in-use environment. If your product is lumber or another type 

of building material, try to show all potential uses of the product. Your product should be the focus of the shot: use 

bright lighting and a warm, inspirational tone. If the image includes other products try to ensure they are products 

carried by Home Hardware. If using stock photography*, choose images with generic products. Avoid portrait shots 

and images that look too staged or unnatural. Aim to show diversity with respect to men/women, age, ethnicity etc. 

*Supplier must adhere to stock photography usage rights
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6. Product Detail Page Media Gallery
6.7 Lifestyle Images (recommended)

Tip: In addition to image gallery assets please include horizontal lifestyle images 

when possible. These may be used on category pages, content pages, and 

throughout homehardware.ca to further promote your products.    



6. Product Detail Page Media Gallery
6.7 Lifestyle Images (continued)
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• Use images that are optimistic

• Use images that capture a genuine, natural moment

• Use images that have a focal point

• Use images that use natural light

• Include narrow horizontal images for use throughout site*  

Do’s: 

Don’ts:

• Don't use images that are posed or unnatural

• Don't use images that are dark 

• Don't use images that look staged

* Contact your Merchandise Team for more details 



360-degree product imagery allows shoppers to view your product 

from all angles. Users are able to spin and zoom in on specific features 

and angles of your product. This helps convert casual browsers into 

purchasers and helps to minimize product returns.
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1. Minimum number of images: 24

2. Minimum size: 1100 x 1100 pixels @96dpi 

3. File type: JPG

Guidelines for 360 Photography:

6. Product Detail Page Media Gallery
6.8 360 Images (Essential for Online Shopping)



6. Product Detail Page Media Gallery
6.8 360 Images (continued)

Naming Convention:

• Use your product’s UPC number or Home Hardware SKU number for each filename (see page 20 for details)

• Append each filename with a sequential number that outlines the order

• Use 01, 02, etc. for numbers less than 10 

• Ensure filename “-01” is the main product shot as it will be the image on the product display page

• Multiple row spin images (left/right & up/down) must reference the row first, then the column

• Appendage would then be -xx(row)-xx(column)

• Ensure filename “-01-01” is the main product shot as it will be the image on the product display page
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6. Product Detail Page Media Gallery
6.8 360 Images (continued)
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• ring-01.jpg

• ring-02.jpg

• ring-03.jpg

• Continuing to “-24”

Example #2: Image spins left to right (horizontally) and up and down (vertically):

• ring-01-01.jpg

• ring-01-02.jpg

• ring-01-03.jpg

• Continuing to “01-08”

• ring-02-01.jpg

• ring-02-02.jpg

• ring-02-03.jpg

• Continuing to “02-08”

• ring-03-01.jpg

• ring-03-02.jpg

• ring-03-03.jpg

• Continuing to “03-08”

Example #1: Image spins left to right (horizontally):



6. Product Detail Page Media Gallery
6.9 Product Videos (Essential for Online Shopping)

Product video is an essential tool for consumers. It allows shoppers to visualize themselves using your product in real-life 

scenarios. Videos have the potential to communicate a great amount of information including product scale, assembly 

instructions, safety features, product features, applications, etc. Recent data shows that a consumer who views a product 

video is up to 144% more likely to add that product to cart than a consumer who does not watch a video.*

Technical Requirements:
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Note: If you are creating new product videos, please reach out to CreativeContent@HomeHardware.ca for Brand Creative Video Guidelines.

• Recommended 1080 x 720

• File size should be under 20MB

• MP4 file format

https://www.invespcro.com/blog/e-commerce-product-videos/

• If videos are also available in 1:1 or 
16:9 ratio formats, please submit 
for possible other usage i.e. social 
media or in-store TV



Language Requirements:

• English-only and French-only videos are 
acceptable, but it is highly recommended that 
videos be submitted in both languages

• Videos should have either captions (preferred) or 
voice-overs highlighting product features and 
benefits 

• If your video has an on-camera person speaking 
English, your French video equivalent can have 
either a dubbed French voice or French captions 
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Submission Requirements:

• If one video applies to multiple SKUs, send only 
one copy of the video (with a list of the 
applicable SKUs)

• Do not send videos that include products not 
carried by Home Hardware

• Ensure all music and talent in the video have 
rights for an online/broadcast setting

• Follow the same file naming format as for 
images (use the Home Hardware SKU number, if 
possible, otherwise use the UPC)

• Specify usage end dates (if applicable) 

6. Product Detail Page Media Gallery
6.9 Product Videos (continued)



7. Product Detail Page | Enhanced Content
7.1 Product Overview Teaser Copy 
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• Teaser copy is displayed under the Product

Overview header and does not collapse like the 

Description or Specifications

• 1-3 lines that capture the customer’s attention and makes 

them want to read the full product description below

• Use it to highlight a key feature or benefit that set your 

product apart and creates excitement about the item 

• Use it to cross-sell and link to product colour variants, 

accessories, or other related items



7. Product Detail Page | Enhanced Content
7.2 Tips & Ideas Section 

42

• Engaging headline about tips or ideas encourages customers 

to click and read additional supporting copy for the item

• Header can be flexible, but should be very brief (1-3 words)

• Include 1-3 lines that inspire deeper engagement with the 

product  

• This can be recipe ideas, project suggestions, DIY tips, 

repair pointers, and more    



7. Product Detail Page | Enhanced Content
7.3 Visual Showcase (Images, Infographics, Videos)
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• Showcasing additional visual content allows you to 

highlight videos, images, and infographics* outside 

of the traditional image gallery

• Contact your Merchandise Manager at 

eCommerce.Merchandising@homehardware.ca to 

discuss how to best leverage your visual content

Infographics

Videos & 
Images

Examples:
Radley Gas Chainsaw
Mosaic Induction Cooktop
Benchmark Cordless Combo Kit
Cuisinart Hand Blender

* Assets should be unique i.e. not used in Media Gallery
* Infographics should display both English & French or be    
submitted in English & French versions  

mailto:eCommerce.Merchandising@homehardware.ca
https://www.homehardware.ca/en/2-cycle-gas-chainsaw-52cc-20/p/5240174
https://www.homehardware.ca/en/induction-cooktop-with-temperature-probe-black-1500w/p/3834376
https://www.homehardware.ca/en/20v-max-lithium-ion-cordless-combo-kit-circular-saw-drill-impact-driver-reciprocating-saw-work-light/p/1239104
https://www.homehardware.ca/en/smart-stick-variable-speed-hand-blender-with-cup-chopper-stainless-steel-300w/p/3816202


8. Work with Our Merchandise Team to Submit Your Content
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New Item Profile Forms and Content Change Forms are available from your Merchandise Team. Work with them when 
submitting new items or updating existing items and assets for upload. 

New Item Profile Form

Content Change Form

Attachments (Images, Videos and Support Documents)
Be sure to include all attachments with your email submission. Any files too large to attach should be sent via WeTransfer.

• General Item Information Tab: Enter Keywords, Consumer Item Description and Specifications  

• Item Content Tab: Enter Product Overview, Product Details and file names of all images, infographics and videos

• Item Content Tab: Enter Product Overview, Product Details and file names of all images, infographics and videos

1. Attach all product images (do not compress image files)

2. Attach all product videos

3. Attach all support documents (product manuals, warranties, guarantees, testing certifications etc.)



Creating backlinks on your brand site is a great way to drive consumers 

to all your products on homehardware.ca. This is a dedicated page 

specific to your brand that displays all your product listings. It allows 

consumers to exclusively shop your products, and to purchase them 

immediately instead of searching online. 

To find your brand product page, go to ‘Products > Shop by Brand’

Email marketingoperations@homehardware.ca to receive a 

Home Hardware logo and set up your backlinks. 

9. Drive Sales with Backlinks to a 
Dedicated Brand Product Listing Page
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https://www.homehardware.ca/en/brands


You can also use your backlinks to drive consumers to a Custom Brand Page on 

homehardware.ca. This completely customized page allows you to highlight the features 

and benefits of your brand and product collections. It also serves to enhance your brand 

recognition, educate consumers, create trust, and generate new customers. 

Features Include:

• Customized logo and header to suit your brand specifications and colour

• Important brand information not included on Product Detail Pages

• Categorized product collections for easy searching

• Product-specific videos and how-tos

• Interactive carousel to showcase your product imagery

• Product-specific keywords to enhance SEO and drive traffic to your page

10. Drive Sales with Backlinks to a Custom Brand Page

46Email marketingoperations@homehardware.ca to start building your custom brand page.



11. Ratings & Reviews: Why they Matter 

Why they Matter:

• Builds shopper trust through authentic, peer-driven feedback

• Increases conversion rates by up to 3-4x

• Improves product visibility and engagement on PDPs

• Enhances SEO and on-site search performance

• Supports Home Hardware’s focus on providing shoppers 
with rich, user-generated content (UGC) Key Metrics:

• 74% use reviews to learn about new products

• 70%+ rank ‘recency’ among the top 3 impactful review 
features 

• 90% consider reviews in their purchase decision, which is 
more than search or social!
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11. Need Help with Reviews?
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100% Mobile Experience

NO Shipping Samples

Fast ResuIts

Cost-Effective
$15/Review
+ $500 Campaign Fee 
& Product Rebate Cost 

Collected. Moderated. Syndicated. 
In the palm of your hand!
Caddle is Canada's leading third-party mobile marketplace, connecting 
brands with an active panel of Canadian shoppers. Through our unique 
cashback model, we help brands gain valuable consumer insights by 
incentivizing shoppers to complete Ratings & Reviews.
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For In-Store or Online Products: Whether launching an innovative product, 
seasonal item, niche SKU, or a product that simply needs reviews

Precision Shopper Targeting: Target the right shoppers based on 
demographics

Fast & Efficient Execution: All campaigns are completed in 10 weeks or less

Automated Campaign Reporting: Provide weekly and post-campaign 
reports, including review details and shopper demographics

100% Canadian Social Proof (User Generated Content)

Partnership Approach: Our team guides you on the optimal number of 
reviews, targeting, and rebates needed for each product to maximize impact

Optional Post-Purchase Surveys: Enhance insights with 
post-purchase surveys for deeper consumer feedback

Experience the Caddle Way.
reviews@caddle.ca

Caddle is the #1 third-party provider of Ratings & Reviews for Homehardware.ca

11. Need Help with Reviews?


