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Despite the increasing number of individuals adopting digital channels to buy goods, it seems there are still some

issues that harm these transactions. High return and exchange rates have developed into a problem.
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| 1. Introduction

Despite the increasing number of individuals adopting digital channels to buy goods, it seems there are still some
issues that harm these transactions. High return and exchange rates have developed into a problem. The lack of
direct contact with products forces consumers to gather all the necessary information to make buying decisions
from pictures and textual descriptions. When these are not complete this process can become more difficult,
leading to mistaken acquisitions. Consumers adopt tactics to increase the chances of buying an item that will meet
their expectations; they buy more than one size/colour of the same item and return those that were not according
to their liking. In fact, consumers who engage in too frequent returns are called “serial returners” (2. This practice,
like any return or exchange, has negative impacts on important aspects of e-commerce such as the user

experience (UX), the logistics chain, not to mention the environment.

| 2. Online Shopping

E-commerce is an ever-booming market, 19% of all global purchases in 2020 were made digitally. Surpassing the
expected 17.5% by 2021 B, In fact, the Adobe digital economy index report ! predicted that global e-commerce
would reach 4.2 trillion by the end of 2021, having reached $876 billion in Q1. This growth has been accelerated by

the restrictions imposed on physical stores by the COVID-19 pandemic 2.

In the UK, e-commerce attracted the largest number of new consumers online 15% of consumers who reported
having shopped in 2021 had never purchased anything online before March 2020. In the US, 9% of online

shoppers are new to this activity.

| 3. Returns

In addition, the clothing industry does not follow a single measurement system resulting in size inconsistencies

between brands. Fit and size are the top reasons people return clothes accounting for 46% of all returns to non-
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Amazon retailers and 34% of returns to Amazon €. These factors confuse the buyer causing them to return

products that do not meet their expectations.

Issues related to the sustainability of the fashion industry are usually related to the impact of textile production and
waste Bl |mpacts caused by the transport of goods have been overlooked. E-commerce logistics chains are a
major source of damage to the environment, producing massive amounts of greenhouse effect gases. Returns
cause an immense carbon footprint, it is estimated that they generate five billion pounds of waste each year in the
US alone (the equivalent to three times the amount of trash produced in Seattle every year), whilst dumping 15
million metric tons of carbon dioxide into the atmosphere, the equivalent of 3 million cars driving for one year [23].
Up to 10% of what is purchased in physical stores is returned; in online stores that number is as high as 40%, and
over 25% end up in landfills accounting for about €5.5 billion annually . Renwick 29 argues that online returns

can be up to 50% (one of the interviewees mentioned 70%).

Transportation, whether by air, sea, or land, has a significant impact on the environment before the product even
reaches a retailer’s distribution centre 11, Recently, some fashion retail giants have signed the Cargo Owners for
Zero-Emission Vessels (coZEV) coalition, they pledged to achieve zero-carbon shipping by 2040 12, However, this
only covers part of the chain. Mckinnon 13 estimates that the global greenhouse gas emissions from logistics as
being in the region of 2500 Mt CO,e (Metric tons of carbon dioxide equivalent or MT CO,e). Road is the largest
source (about 1600 Mt CO,e), followed by shipping (500 Mt CO,e), air freight (300 Mt CO,e), and rail (100 Mt

CO,e). Warehousing is also a contributing factor 141,

Easy-return policies contribute to intensifying the impact caused by transportation as it doubles (sometimes triples
or quadruples) the number of journeys required to fulfil orders. According to 23], any goods returned will inevitably
incur environmental costs in the process and, in general terms, environmental sustainability will be greater the
fewer the number of products is returned. Regarding the environmental effects of reverse logistics, there are four
major sources of problems; namely the long-haul element of any trip, the short-haul (distribution) element, the last
mile trip to/from the customer, and the logistics storage and handling facilities in terms of warehouses/distribution

centres 13,

At a moment when global authorities are focusing on reducing CO, emissions, especially in Europe 18 it is
paramount to identify the main culprits. Also, consumers are increasingly more willing to make sustainable buying

decisions, and should be aware of how their buying habits are damaging the environment 17118],

Another problem is that returns can be difficult for retailers to handle as many lack the technology or do not know
how to deal with returned goods 2. Usually, if the returned items are not sent to landfills, they are sold to
discounters, wholesalers, or liquidators. However, not all companies engage in remarketing their products,
Burberry, for example, admitted to burning clothing and accessories that were not sold and H&M said it burned

fifteen tons of clothes considered unfit to recycle 29,
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Returns are also expensive. Fashion retailers especially suffer this problem since some customers buy garments in
different sizes, then use their homes as dressing rooms. Size and fit are some of the top reasons buyers return
clothing items [21. According to an article by Vogue Business, an online retailer reported $499 million in sales in
2018, but in the same year, it spent $531 million on returns [22] - sill, according to the fashion outlet, experts
estimate that retailers are losing a third of their revenue because of returns. Reverse logistics costs are difficult to

track because they are usually not documented by companies 23,

NRF and Appriss Retail 24 surveyed retailers to better understand the current returns landscape. The report
includes a look at the overall impact of consumer returns, how the holiday season and the COVID-19 pandemic
impact returns, and benchmarking data on return fraud. Some key findings reveal that the total returns account for
over $400 billion in lost sales for U.S. retailers. Also, online returns have more than doubled and are a major driver
of the growth of returns. On average, retailers expected 13.3% of the merchandise sold during the 2020 holiday

season to be returned. The estimated cost of these holiday returns is $101 billion.

High rates of exchanges and returns possibly occur because clothing has more non-digital attributes that are better

evaluated by direct contact 23], such as the texture of the fabric.

Another source of confusion is vanity sizing, which consists of the manipulation of size labels. As [23126]
researchers believe that better product presentations that include good quality photos, online videos, and so on,

may lead to fewer returns.

| 4. Mental Imagery

As it is not possible to inspect a product directly in the online environment, the concept of mental imagery stands
out. It is related to consumers’ ability to process information and recall previous experiences. When a product is
absent, individuals evaluate it using their imagination (27128 Studies examine the impacts of product presentations
on the formation of mental imagery [22I[B0IB1IS2[33|34135]127]  v/griables such as sharpness [22[3228] gng
concreteness 231351271 gre considered. Clear information has the potential to bring the consumer closer to a direct
experience 22 and decrease uncertainty as it compensates for the lack of tactile information 28], while concrete
words can evoke sensory experiences 33, Presentations impact perceived quality 28, they can be considered as
a signal that affects consumers’ perceptions of a product. A signal “is an action that the seller can take to convey

information credibly about unobservable product quality to the buyer” 7,

Despite their valuable contribution, the mentioned studies focus on conversion. Whereas researchers believe that
designing complete product presentation pages can contribute to the formation of quality mental imagery enabling
consumers to make more informed buying (or not buying) decisions, prioritizing well-being. This approach is
beneficial to the humans involved, but it is also beneficial to the industry if researchers consider the lifetime value
of a consumer 28], |f the consumer is well informed, trusts the information presented on digital interfaces, and does
not buy products that do not meet their expectations, they can become more valuable in the long term and more

satisfied. It is about aligning the interests of both sides: that of the brand and consumers.
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Elaborating product presentations is a key contribution for the online consumer’s decision-making. The product
presentation page is a fundamental source of information for consumers to evaluate whether that item meets their
needs. This information impacts the entire process that begins then, with effects on the after-sales, as
misinformation may lead to returns and/or exchanges. Consequently, themes such as conscious consumption and

corporate social responsibility come into the discussion. This concept is represented in Figure 1.

MENTAL IMAGERY 1+[ UX

Figure 1. More information leads to fewer returns. Source: the authors.

Effective presentations must be organized in a way that transforms data into information [29] Owing to the
complexity of size systems, it is essential to focus efforts to aid their understanding [20] contributing to the notion of
Corporate Social Responsibility, in which businesses and society are intertwined rather than constituting separate
entities 2. In addition, more conscious and informed choices will result in fewer returns, consequently, the volume

of discards will decrease, giving rise to Sustainable Development.

| 5. Human-Centred Design

Researchers consider that the terms human-centred and user-centred cannot be used interchangeably. Human-
centred relates to a broader context and covers issues such as educating consumers to be more aware of their
choices and not just leading them to buy. Norman [42] argues that human-centred approaches should be more
comprehensive and consider problems as an interconnected system of processes, and therefore, mapping the
online shopping journey can bring to light some issues related to product presentations in digital interfaces and

enable the identification of possible solutions to optimize communication with the consumer.

Human-centred approaches focus on all human beings involved in a process and all aspects of that relationship.
They are not limited to the user in the equation, but go beyond, including the social environment and contexts of
use 4243l Better informing a consumer is not only beneficial from a sustainability perspective but also from a
social bias and in addition to contributing to Sustainable Development goals. Sustainable design, to be valuable at
all, requires sustainable consumption. There is little merit in aspiring to create a sustainable product if its user does

not recognize and act on its potential to support sustainable behaviour [44]

References

https://encyclopedia.pub/entry/22935 4/7



Fashion E-Tail and the Impact of Returns | Encyclopedia.pub

10.

11.

12.

13.

14.

15.

16.

17.

. I've Discovered the Secret to Worry-Free Online Clothes Shopping . The Verge. Retrieved 2022-

5-13

. Recurring Refunds: How Retailers Can Deal with Serial Returners . Shopify. Retrieved 2022-5-13
. The Nielsen Company. Connected Commerce; The Nielsen Company: New York, NY, USA, 2018.

. Adobe. Adobe Digital Economy Index: Adobe Analytics|Q1 2021; Adobe: San José, CA, USA,

2021.

. COVID-19 Accelerated E-Commerce Growth ‘4 To 6 Years' . Forbes. Retrieved 2022-5-13

. Most Common Reason to Return an Online Order in the World in 2019, by Merchant Type .

Statista. Retrieved 2022-5-13

. The Impact of Textile Production and Waste on the Environment (Infographic). . European

Parliament. Retrieved 2022-5-13

. Excellence in Sustainability Gives Turkey Clothing Sector Cutting Edge in Global Markets . Just

Style. Retrieved 2022-5-13

. That Sweater You Don’t Like is a Trillion-Dollar Problem for Retailers . Happy Returns. Retrieved

2022-5-13

The Hidden Environmental Cost of Your Free Holiday Returns . The Guardian. Retrieved 2022-5-
13

RetailX. GLOBAL 2020 Ecommerce Report; RetailX: Chicago, IL, USA, 2020.

Inditex, Amazon and Patagonia Pledge Zero Carbon Shipping by 2040 . Fashion United.
Retrieved 2022-5-13

Mckinnon, A. . The role of government in promoting green logistics. In Green Logistics: Improving
the Environmental Sustainability of Logistics; McKinnon, A., Cullinane, S., Browne, M., Whiteing,
A., Eds.; Kogan Page: London, 2012; pp. pp. 341-360.

Welles, P. . Zero-Carbon Logistics. In Contemporary Operations and Logistics: Achieving
Excellence in Turbulent Times; Welles, P, Eds.; Springer Nature: Cham, Vietnam, 2019; pp. pp.
81-96..

Sharon Cullinane; Michael Browne; Elisabeth Karlsson; Yingli Wang; Retail Clothing Returns: A
Review of Key Issues. Contemporary Operations and Logistics 2019, -, 301-322, 10.1007/978-3-0
30-14493-7_16.

A European Green Deal: Striving to be the First Carbon-Neutral Continent. Climate Action .
European Commission. Retrieved 2022-5-13

First Insight. The State of Consumer Spending: Gen Z Shoppers Demand Sustainable Retail.
Warrendale, 2020. Available online: https://www.firstinsight.com/white-papers-posts/gen-z-

https://encyclopedia.pub/entry/22935 5/7



Fashion E-Tail and the Impact of Returns | Encyclopedia.pub

18.

19.
20.

21.

22.

23.

24,

25.

26.

27.

28.

29.

30.

31.

32.

shoppers-demand-sustainability (accessed on 15 November 2021).

Chatzopoulou, E.; de Kiewiet, A. Millennials’ evaluation of corporate social responsibility: The
wants and needs of the largest and most ethical generation. J. Consum. Behav. 2021, 20, 521—
534. https://doi.org/10.1002/cb.1882.

The Trouble with Online Shopping Returns . Smith School of Business. Retrieved 2022-5-13
Fast Fashion: Inside the Fight to End the Silence on Waste . BBC. Retrieved 2022-5-13

Abdulla, G.M.; Borar, S. Size Recommendation System for Fashion E-commerce. KDD Work.
Mach. Learn. Meets Fash. 2017, 2017, 1-7.

The Unsustainable Cost of Free Returns . Vogue Business. Retrieved 2022-5-13

Jacobus D. Nel; Amanda Badenhorst; A conceptual framework for reverse logistics challenges in
e-commerce. International Journal of Business Performance Management 2020, 21, 114, 10.150
4/ijbpm.2020.106119.

Customer Returns in the Retail Industry . National Retail Federation. Retrieved 2022-5-13

Rajiv Lal; Miklos Sarvary; When and How Is the Internet Likely to Decrease Price Competition?.
Marketing Science 1999, 18, 485-503, 10.1287/mksc.18.4.485.

A. Seewald; T. Wernbacher; A. Pfeiffer; N. Denk; M. Platzer; M. Berger; T. Winter; Towards
Minimizing e-Commerce Returns for Clothing. Proceedings of the 11th International Conference
on Agents and Atrtificial Intelligence 2019, -, 801-808, 10.5220/0007568508010808.

Yoo, J.; Kim, M. The effects of online product presentation on consumer responses: A mental
imagery perspective. J. Bus. Res. 2014, 67, 2464-2472.
https://doi.org/10.1016/j.jbusres.2014.03.006.

Joann Peck; Terry L. Childers; Individual Differences in Haptic Information Processing: The “Need
for Touch” Scale. Journal of Consumer Research 2003, 30, 430-442, 10.1086/378619.

Flavian, C.; Gurrea, R.; Orus, C. The influence of online product presentation videos on
persuasion and purchase channel preference: The role of imagery fluency and need for touch.
Telemat. Inform. 2017, 34, 1544-1556. https://doi.org/10.1016/j.tele.2017.07.002.

Lutz, K.A.; Lutz, R.J. Imagery-Eliciting Strategies: Review and Implications of Research. Adv.
Consum. Res. 1978, 5, 611-620.

Maclnnis, D.J.; Price, L.L. The Role of Imagery in Information Processing: Review and
Extensions. J. Consum. Res. 1987, 13, 473. https://doi.org/10.1086/209082.

Nowlis, S.M.; Mandel, N.; McCabe, D.B. The Effect of a Delay between Choice and Consumption
on Consumption Enjoyment. J. Consum. Res. 2004, 31, 502-510. https://doi.org/10.1086/425085.

https://encyclopedia.pub/entry/22935 6/7



Fashion E-Tail and the Impact of Returns | Encyclopedia.pub

33.

34.

35.

36.

37.

38.
39.

40.

41.

42.

43.

44,

Schwanenflugel, P.J.; Harnishfeger, K.K.; Stowe, R.W. Context availability and lexical decisions
for abstract and concrete words J. Mem. Lang. 1988, 27, 499-520. https://doi.org/10.1016/0749-
596X(88)90022-8.

Schwarz, N. Feelings as information: Informational and motivational functions of affective states.
In Handbook of Motivation and Cognition; Higgins, E.T., Sorrentino, R.M., Eds.; The Guilford
Press: New York, NY, USA, 1990; pp. 527-561.

Walters, G.; Sparks, B.; Herington, C. The effectiveness of print advertising stimuli in evoking
elaborate consumption visions for potential travelers. J. Travel Res. 2007, 46, 24-34.
https://doi.org/10.1177/0047287507302376.

Wang, Q.; Dai, Y. The influence of online product presentation and seller reputation on the
consumers’ purchase intention across different involvement products. In Proceedings of the
Pacific Asia Conference on Information Systems, PACIS 2013, Jeju Island, Korea, 18—-22 June
2013.

Akshay R. Rao; Lu Qu; Robert W. Ruekert; Signaling Unobservable Product Quality through a
Brand Ally. Journal of Marketing Research 1999, 36, 258, 10.2307/3152097.

Armstrong, G.; Kotler, P. . Marketing: An Introduction, ; -, Eds.; Pearson: Essex, 2015; pp. -.

Zwaga, H.J.G.; Boersema, T.; Hoonhout, H.C.M. . By way of introduction: Guidelines and design
specifications in information design. In Visual Information for Everyday Use: DESIGN and
Research Perspectives; Zwaga, H.J.G., Boersema, T., Hoonhout, H.C.M., Eds.; Taylor & Francis :
Philadelphia, 2004; pp. 328.

Anne Mastamet Mason; Helena M. De Klerk; Jaqui Sommervile; Susan P. Ashdown; Consumers'
knowledge on sizing and fit issues: a solution to successful apparel selection in developing
countries. International Journal of Consumer Studies 2008, 32, 276-284, 10.1111/j.1470-6431.20
08.00679.x.

Donna J. Wood; Corporate Social Performance Revisited. Academy of Management Review
1991, 16, 691-718, 10.5465/amr.1991.4279616.

Norman, D.A. Principles of Human-Centered Design. NN/g Nielsen Norman Group, 2018.
Available online: https://www.youtube.com/watch?v=rmMOKkRf8Dbk (accessed on 3 January
2020).

Gasson, S. Human-Centered vs. User-Centered Approaches To Information System Design. J.
Inf. Technol. Theory Appl. 2003, 5, 5.

Micklethwaite, P. . Design Against Consumerism. In A Companion to Contemporary Design since
1945; Massey, A., Arnold, D., Eds.; John Wiley & Sons: Hoboken, 2019; pp. -.

Retrieved from https://encyclopedia.pub/entry/history/show/55332

https://encyclopedia.pub/entry/22935 717



