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ABSTRACT

This chapter aims to open a dialogue on the importance and influence of sizing technology and fashion 
metadata on fashion e-commerce, especially the use of body metadata and garment metadata. It de-
scribes the e-Size project, its objectives, its contribution to specific innovation areas, the methodological 
approach adopted, as well as presenting the results of an exploratory survey administered to a conve-
nience sample of customers in the attempt to assess the potential validity of the use of sizing software 
applications amongst fashion retailers. The chapter consists of six sections. The first section outlines the 
opportunities and challenges for online fashion retailers, the second and third sections analyze fashion 
metadata (What & How) and Size Technologies for Online Fashion Retail, the fourth section describes 
the methodology adopted. While the fifth section highlights the preliminary findings of the research, the 
final section illustrates the conclusion, their limitations and directions for further research.

INTRODUCTION

Drawing on our existing research, the e-Size project assessed the implementation and the deployment of 
novel, yet existing, software applications aimed at capturing accurate body measurements, and providing 
garment size recommendations in order to increase fashion garments’ online sales. The key objectives of 
the research being: to further develop existing software applications aimed at producing accurate body 
measurements in close collaboration with a fashion retail partner; to enhance the retailers customers’ 
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satisfaction by improving the quality of their online shopping experience; to focus on user experience 
testing to contribute to the development of the user experience; to critically evaluate the opportunities 
and the challenges that are associated with the deployment and implementation of such novel software 
application for the retailer and for the broader fashion industry; to contribute to the reduction of the 
economic and environmental impact associated with garments’ returns due to their poor fit.

By virtue of these novel software applications, customers are more likely to better match their shape 
and body measurements to garments that fit correctly, therefore increasing their satisfaction with the 
online shopping experience and by thus reducing returns. More specifically, this project focuses on user 
experience testing, specifically by integrating feedback from customers into garment sizing information 
and guidance on improving their online shopping experience. The keys to this are the quality and accuracy 
of the measurements, overall user satisfaction with the online experience and effectively matching body 
and garment measurements so the consumer can find the best fitting clothing size.

OPPORTUNITIES AND CHALLENGES FOR ONLINE FASHION RETAILERS

Online retail is the fastest growing retail market worldwide. The top 10 countries, ranked by online retail 
sales (in billions of US dollars) worldwide 2015, are China ($562.66), US ($349.06), UK ($93.89), Japan 
($79.33), Germany ($73.46), France ($42.62), South Korea ($36.76), Canada ($28.77), Russia ($20.30) 
and Brazil ($18.80) (eMarketer 2015). Furthermore, recent statistics by Forrester Research Inc, eMaeketer, 
and The Centre for Retail Research predict that online retail revenue accounted for 5.9% of the total retail 
market worldwide in 2014, or $1.316 trillion. By 2018, that share will increase significantly to 8.8%.

As the online shopping market continues to expand, due to its convenience for shoppers, numerous 
retailers are entering the online market in order to stay competitive (Kau, Tang & Ghose, 2003) and 
thus have spent a considerable amount of resources in a quest to retain and expand their customer base 
by improving customers’ online shopping experience and building a seamless multichannel customer 
experience (Kaptein & Parvinen, 2014).

China and the US are by far the world’s leading ecommerce markets, together worth more than 55% 
of global online retail sales in 2014. China’s predicted growth over the next five years will widen the 
gap between the two countries, and China is expected to exceed $1 trillion in retail ecommerce sales by 
2018, accounting for more than 40% of the worldwide total. The US is expected to maintain its position 
as the second-largest retail ecommerce market in 2018, totaling nearly $500 billion in sales, while it is 
predicted that the UK will account for about one-quarter of that figure, landing in a distant third place 
(eMarketer, 2015).

According to Retail Week Reports, the UK Fashion Retail Sector was valued at over £46 billion in 
2014. The direct value of the UK fashion industry to the UK economy was £26 billion in 2014; up from 
£21 billion in 2009, showing an increase of 22% in nominal terms (British Fashion Council, 2014; Ox-
ford Economics, 2014). UK online fashion sales in 2014 were estimated over £7.5 billion (Retail Week 
Report, 2015). The market for online fashion continues to see robust growth for the following reasons: 
consumers becoming more accustomed to shopping online; increased participation in shopping via 
smartphones and tablets, which has helped to bolster sales for apparel shopping anytime and anywhere; 
and a combination of different channels available to consumers to shop for clothes. Retailers have to 
ensure that shopping is truly seamless and that they give customers a consistent shopping experience 
whatever channel they choose to use. (Mintel, 2015; CIO, 2015)



 

 

17 more pages are available in the full version of this document, which may

be purchased using the "Add to Cart" button on the publisher's webpage:

www.igi-global.com/chapter/how-to-use-sizing-technology-and-fashion-

metadata-to-improve-the-user-experience-for-online-fashion-retail/151738

Related Content

Renegotiation of TMEC (USMC) on the Agricultural Exports of Sinaloa
José G. Vargas-Hernándezand Omar Cristian Vargas-González (2021). Handbook of Research on Recent

Perspectives on Management, International Trade, and Logistics (pp. 39-54).

www.irma-international.org/chapter/renegotiation-of-tmec-usmc-on-the-agricultural-exports-of-sinaloa/268998

Evolution of the Employment Gender Inequality
Marina Faošand Mária Bohdalová (2019). Handbook of Research on Women in Management and the

Global Labor Market (pp. 21-45).

www.irma-international.org/chapter/evolution-of-the-employment-gender-inequality/230162

Collaborative Management of Conflict Resolution in Urban Residents Fights: Palmeriam and

Berland
Soni Akhmad Nulhaqim (2021). International Journal of Applied Management Theory and Research (pp.

14-31).

www.irma-international.org/article/collaborative-management-of-conflict-resolution-in-urban-residents-fights/268897

Healthcare System Transformation of Southern African Countries
Nkholedzeni Sidney Netshakhuma (2023). Handbook of Research on Complexities, Management, and

Governance in Healthcare (pp. 1-15).

www.irma-international.org/chapter/healthcare-system-transformation-of-southern-african-countries/314533

Consumer Perceptions of 100% Pure Olive Oil: Implications for Marketing
John L. Stantonand Ekaterina Salnikova (2016). International Journal of Food and Beverage Manufacturing

and Business Models (pp. 40-47).

www.irma-international.org/article/consumer-perceptions-of-100-pure-olive-oil/145324

http://www.igi-global.com/chapter/how-to-use-sizing-technology-and-fashion-metadata-to-improve-the-user-experience-for-online-fashion-retail/151738
http://www.igi-global.com/chapter/how-to-use-sizing-technology-and-fashion-metadata-to-improve-the-user-experience-for-online-fashion-retail/151738
http://www.irma-international.org/chapter/renegotiation-of-tmec-usmc-on-the-agricultural-exports-of-sinaloa/268998
http://www.irma-international.org/chapter/evolution-of-the-employment-gender-inequality/230162
http://www.irma-international.org/article/collaborative-management-of-conflict-resolution-in-urban-residents-fights/268897
http://www.irma-international.org/chapter/healthcare-system-transformation-of-southern-african-countries/314533
http://www.irma-international.org/article/consumer-perceptions-of-100-pure-olive-oil/145324

