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     ABSTRACT 
 

Global e-commerce sales passed $1 trillion in 2012 with 
the strong growth in North America and Asia-Pacific 
region. The growth of e-commerce is recently fueled by 
the retailers that sell only online, and with no bricks-
and-mortar  stores. Despite  the emergence and growth 
of the online-only retailers, little is known about how 
this business model works in relation to components of 
the online-only retailers’ websites offered to 
consumers. Therefore, this study will examine the 
elements of online-only retailers’ websites by analyzing 
all identifiable components of the selected online-only 
retailers’ websites. This study will also explore the 
consumers’ experiences and value creation in the 
online-only retailers’ websites. This study will focus on 
the online-only retailers that sell fashion products 
noticing that the fashion segment is growing the fastest 
in e-commerce driving the US retail e-commerce sales 
growth. To achieve the research objectives , a content 
analysis of sample online-only fashion retailers (OOFR) 
websites and a consumer survey and interviews will be 
conducted. This study will assist OOFR in meeting the 
needs of consumers by providing a comprehensive list 
of website information components that might be 
comparable to online-only retailers’ websites for other 
product categories or general fashion multi-channel 
retailers’ websites. This study will also be used to 
minimize a knowledge gap between shoppers and 
retailers concerning consumers’ needs and 
expectations for information and services in shopping 
experiences with OOFR.  

METHODS 
Phase 1: Content Analysis  
A content analysis of OOFR websites will be conducted to assess the availability of information components from 
the websites. Sample OOFR websites have been chosen using a market ranking list based on the quality of the 
service provided by the website (U.S. retailers) and the sales generated by the website (Korean retailers). The 
sample retailers are listed in the table below. Each website will be then coded based on the coding guide. The 
information will be coded on a two-point scale: information not available (0), and information available (1). The 
content analysis has been already started, and the Phase 1 of this research is expected to be completed. 
 
 
 
 
 
 
 
 
 
 
Phase 2: Empirical Investigation of Consumer Experience 
A consumer survey and in-depth personal interviews will be conducted to gain further insights into the consumers’ 
shopping experiences and value creation in the OOFR websites. Undergraduate students will be recruited for the 
survey. Undergraduate student sample deemed appropriate because the age range of the undergraduate students 
fall within the age range of major customers for many OOFRs. Korean participants (i.e., shoppers from Korean 
OOFR) will be contacted via online. An online self-administered survey will be utilized to collect data from Korean 
participants. To obtain a deeper understanding of consumers’ experiences with the websites, in-depth interviews 
will be also conducted. The interviews will be recorded digitally, and transcribed verbatim will provide data for 
analysis. 

OBJECTIVES 
Since online stores cannot offer the physical, tangible customer experience of examining the 
products, many online-only retailers focus on providing an interactive aspect to consumers’ 
shopping experiences by leveraging the web and social media. Especially for online-only fashion 
retailers (OOFR) where consumers want to touch and feel the product, it is critical to have a 
competitive edge to provide consumers with high quality shopping experiences. Specific website 
features identified in this study will help retailers shape the e-tailing efforts strategically. The 
objectives of this study are three-fold: (1) To examine the information components of OOFR websites 
to describe the state of business of current OOFR. (2)To explore whether differences in information 
components exist among the U.S. and Korean OOFR websites. (3) To understand the consumers’ 
experiences and value creation in the OOFR websites. This study will assist OOFR in meeting the 
needs of consumers by providing a comprehensive list of website information components that might 
be comparable to online-only retailers’ websites for other product categories or general fashion 
multi-channel retailers’ websites. Findings of this study will be used to minimize a knowledge gap 
between shoppers and retailers concerning consumers’ needs and expectations for information and 
services in online shopping experiences with OOFR. 
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Korean OOFRs 
http://www.shoedazzle.com/ 

http://www.shopbop.com/ 

http://www.modcloth.com/ 

http://www.nastygal.com/ 

http://www.lulus.com/ 

http://www.urbanoutfitters.com/ 

http://www.asos.com/ 

http://www.shoptiques.com/ 
http://www.mrporter.com/ 

American OOFRs 
http://www.miamasvin.co.kr/ 

http://www.ogage.co.kr/ 

http://www.tomnrabbit.co.kr/ 

http://www.11am.co.kr/ 

http://ww.darkvictory.co.kr/ 

http://www.partysu.co.kr/ 

http://www.dahong.co.kr/ 

http://www.liphop.co.kr/ 
http://www.bagzimuri.com/ 
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