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Any idea whose website this is? 
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Online fashion market conversion 

The fashion market is the third largest online market in 

the Netherlands. It is growing rapidly, having 25% growth 

in 2011. Whereas, the traditional bricks and mortar 

fashion market recorded major breakdown in 2008. 

Since then growth has been very slow or even negative. 
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Introduction 
Research setup 
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Purpose of the research 

Find a explanation for the difference in the online conversion 

between online fashion retailers and quantify the drivers that 

influence this conversion  
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Online retailers used in the analysis 
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Conceptual framework: how to increase online conversion. 

Conversion 

 

-Gender 

-Age 

-Income 

-Region 

Socio demo’s  

Website characteristics 

 

-Shipping costs 

-Delivery time 

-Returns 

-Way of payment 

-Number of filters  

-Loading time 

-Photography with 

fashion models 

-Real time stock 

avialability 

Brand awareness and metrics  

 

 

-Awareness (3) 

-Shop image (12)  

-Brand image (15) 

-Organization image (5) 

 () number of statements 
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Photos with models 

Loading time 

Delivery costs 

• Free of charge 

• Less than  €1 

• Between €1 and less than €5 

• €5 and more 

Delivery time 

• Up to 3 days 

• 3-5 days 

• More than 5 days 

Return costs 

• free of charge 

• requires fee 

Return time 

• less than 14 days 

• more than 14 days 

Ways of payment 

• PayPal 

• CC 

• Acceptgiro 

Photos with models 

Stock availability 

• Stock overall 

• Color 

Filters availability 

• Color 

• Size 

• Material 

Website characteristics used in the analyses  



Introduction 
Reach and conversion 
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14 
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Most duplication between asos.nl, zappos.com, 

brandos.nl ,esprit.nl  and Vimodos.  

15 

0.0% 10.0% 20.0% 30.0% 40.0% 

wehkamp.nl 

msmode.nl 

c-and-a.com 

mexx.nl 

otto.nl 

wefashion.nl 

scapino.nl 

zalando.nl 

missetam.nl 

hm.com 

hunkemoller.nl 

esprit.nl 

brandos.nl 

vimodos.nl 

asos.com 

zappos.com 

% that visits Fashionchick.nl 

fashionchick.nl 

Source: GFK Media efficiency Panel Q4 2012 
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Online conversion 

 
 
 

Definition 
The percentage of visitors who 

take a desired action. 

Information 
A high conversion rate depends on several factors, all of which 

must be satisfactory to yield the desired results — the interest 

level of the visitor, the attractiveness of the offer, and the ease 

of the process. 
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On average 13 retailers have a conversion of 10%.* 
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Average Conversion 

* Online conversion rate in this research is based on visitors  in Q2 2012 and cannot be compared with the 

general online conversion rate that is calculated based on visits 
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Females between 20-49 convert more. Income and 

region seem less relevant for conversion. 
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Conversion rates* 

* Online conversion rate in this research is based on visitors  in Q2 2012 and cannot be compared with the 

general online conversion rate that is calculated based on visits 
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What are the retailers with the highest conversion? 



Introduction 
Awareness and image 
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5% 
1% 

21% 

5% 

62% 

89% 

Average  Mexx 

Awareness 

Top of Mind 

Spontaneous Awareness 

Aided Awareness 

On average of 13 fashion retailers, only 5% of the 

population has one Top of Mind. 

Top of Mind 

awareness is 

5% on 

average!  

Aided Awareness 

on average 89%!  
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While Wehkamp has the best service (with flexible 

returns, in time delivery, easy canceling) Miss Etam has 

the best website usability (nice design and well 

structured) 
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The website design of MissEtam scores well on both 

design and well structured!  
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The website design of Esprit has the highest score on 

design!  
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On Price and Promotions H&M and Scapino have the 

highest scores.  
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Introduction What made the difference in online 

conversion? 
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Ways of payment 

• Security payable is mentioned in 28% of 

the cases as a hurdle to shop online. 

Reliability is mentioned in 28% of the 

cases;  

 

• Websites that allow Acceptgiro have a 

significantly higher conversion rate than 

retailers that don’t allow Acceptgiro;.  

 

•For retailers that accept Paypal or Credit 

Card no significant differences in 

conversion rate are measured;   

 

•If  a website allows Acceptgiro as a way of 

payment online conversion could be 

increased with 4%.  
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Delivery costs 

•Based on the stated behavior, 64% 

(Thuiswinkel markt monitor 2011) of the 

online shopper think that delivery cost is 

the biggest hurdle for online shopping; 

 

•There are large differences between 

retailers concerning delivery costs. Mexx 

charges €3.95 while Zalando and Esprit 

deliver free of charge. Wehkamp and Otto 

charge more than € 5 for a delivery; 

 

• Based on the model developed for 13 

online retailers, there is no indication that 

lowering the delivery cost for Mexx.nl 

would increase the online conversion rate. 
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Delivery time  

*Source Thuiswinkel markt monitor 2011  

• Based on stated behavior, 18% of the 

online shopper population thinks delivery 

time is a hurdle for online shopping; 

 

•There are large differences between 

delivery time and retailers. Most fashion 

retailers have a delivery time up to 3 days. 

Only Zalando, C&A and Otto need more 

than 5 days to deliver the order; 

 

• Webshops with a delivery time less than  

than 5 days have a 0,5% higher 

conversion rate.  
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Awareness 

•Differences on Awareness between the 13 
fashion retailers are large. While Scapino, 
Hunkemoller and Vimodos have scores 
below 1% on top of mind, Zalando scores 
15% and Wehkamp even 30% on Top of 
Mind.  

 

•Awareness is one of the biggest drivers 

for online conversion. If you are not in the 

evoked set of the consumer you will not de 

considered by the consumer to purchase 

online;    

 

If a fashion retailer improves their Top of 

Mind awareness conversion rate goes 

significantly up! For each % growth in Top 

of Mind awareness conversion rate 

growths with 0,5% 
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Online service image 

•Service in the form of easy returns, 

flexible service and fast/in time delivery is 

an important driver for online conversion. 

 

• While Miss Etam and Mexx have scores 

above average on service. Mexx, Vimodos  

and Otto score below average on in-time 

delivery, flexibility of changing & returning 

service.  

 

•An improvement of online service to the 

average score, the conversion rate would 

go up by one percent.  
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Price & Promotions 

•Prices are commonly mentioned as a big 

hurdle for online conversion.  

 

• 37% of the online population see high 

prices as a hurdle for online shopping*.  

 

• Retailer like H&M, Scapino and C&A 

score above average on price and 

promotion, While Mexx and Otto under 

perform on price and promotion. 

 

Retailer that score above average on price 

and promotion have a significant higher 

conversion rate than retailers that 

underperform at the price and promotion 

policy.  
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Product Quality 

Product Quality is not often mentioned as a 

driver of online sales. But without the look 

and feel of a “real” store, quality becomes 

more important when products are 

purchased via the internet. 

 

• Esperit, MissEtam and Maxx scores 

above average on product quality. H&M, 

Scapino and Zalando underperform on 

product quality 

 

•An underperformance on product quality 

has a negative effect on the online 

conversion.  
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Laurent de Groof 
managing consultant media 

Tel: +31-(0)162-384 366  
E-mail: laurent.de.groof@gfk.com 

All results per retailers can be obtained  
when you leave your business card!! 


