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Abstract

The Internet has become an essential part of our daily life, companies realise that Internet can be a shopping channel to reach existing and potential consumers.

In the early ages of Business-to-Consumer e-commerce it was claimed to level the playing for the ‘little guy’ this set out a mad dash of new companies setting up a web only presence that failed to draw in the expected crowds (Ross 2000).

The problems that these website failed was due to many reasons that finally saw some closure of some companies e.g. Boo.com.

Although this was one dent knocking the advantages of online shopping, this did not discourage other companies to have a dab at the market. In some way they have been successful, as PricewaterhouseCoopers reporting sales have doubled, which leads to Forrester Research producing yearly predictions of sales figures in the billions, the companies want to have a share of this market (Beck 2000).

Acknowledgements

I would like first of all thank my supervisor, Dr Malcolm Rutter, for the help he gave during the whole year.

A lot of ideas were given in looking at different websites that really gave the drive on how the prototype looked like. It also, in many ways gave me an in depth knowledge of the Internet clothing business.

I would also like to thank those who answered the evaluation survey and that the answer gave me the confidence that the prototype produced was not a failure.

Thank you.

Chapter 1 Introduction

1.1 Introduction to the field of Online Shopping

In our every day life we use the Internet day in day out. We use the Internet for various things, such as communicating to family and friends by the means of sending emails or using instant messaging; using the Internet as another method for information research; to purchase items from online retailers or basically to waste time.

As the Internet usage increases companies that have already established themselves on the retail (brick and mortar high street stores) and catalogue (mail order) shopping channels are looking to the Internet shopping channel to further their superiority within their own respective industry. This gives the opportunity for new companies with new ideas of marketing strategies to be noticed in the world of electronic commerce or e-commerce for short.

With good marketing strategies this may not necessary help websites that solely rely online sales to gain people to choose online shopping than that of the traditional brick-and-mortar shop.

It is known that Online Apparel Shopping is on the increase with yearly predictions made by market researchers. For example, Forrester Research predicted by the end of this year 2003, the sales figures for the US in Online Apparel Shopping is about $16billions (Becks 2000). This is a high figure, and a business potential that many apparel related companies want a share of. But with positive aspects of this business venture there are its risks and if fallen within those risks we have a bankrupt company. Most common one to be noted is Boo.com. 

Other problems may play against Online Apparel Shopping compared to the tradition brick-and-mortar high street stores when it concerns the consumer to chose which is their preferred way of shopping for apparel.

1.2 Project Aims and Objectives

The aim of this project is to prove that with better interactive features in clothing websites this may improve sales of clothing over the Internet.

Within this project several objectives are investigated to prove that the above theory to be true. The first objective is to find out what is the current status of the Online Apparel Shopping industry and what impact has it made in the e-business sector.

Secondly find out what are the current problems with Online Apparel Shopping and how these problems may be solved using what technology has to offer.

Thirdly a website prototype is designed from what was learnt in the literature review. Mainly focusing on the problems with online apparel shopping.

In order to create the prototype website an appropriate web development lifecycle is chosen and implemented into the development of the website.

Fourthly when the prototype website is finished an evaluation survey is distributed via electronic mail to see if the goal in the site definition has been met. The prototype website is evaluated and compare to an existing apparel website.

Last but not least a conclusion can be drawn out if the theory can be proven to be true.

1.3 Layout of Project

Literature Review

Detailing what other people within the industry have written about online apparel shopping. Finding out the advantages and disadvantages of online apparel shopping. Also finding out what issues apparel websites are faced with from the common shopper. 

Design and Implement Prototype

Using the findings of the literature review an appropriate web development lifecycle model is chosen to create a website prototype.

Testing Prototype

After prototype is finished the website is tested for functionality errors and some usability testing. 

Evaluate Prototype

An evaluation survey is drafted to see if the website prototype has achieved its goal, in that with better interaction features in apparel websites it may improve sales over the Internet.

Overall Conclusions

A detail conclusion of what is learnt by during this project and if the aim of proving that better interaction features in clothing websites may improve sales over the Internet is true.

Chapter 2 Literature Review – Online Clothes Shopping so far

As the Internet steps into the world of commerce the usage of the Internet increases. The consumer’s confidence grows with the familiarity of electronic commerce and secure online transactions (Phau and Poon 2000) the percentage of Internet users purchasing over the Net increases.

2.1 Finance

One of these increases in the e-commerce sector is that of Online Apparel Shopping. The reported sales for apparel in 1999 had reached just under $1billion in the United States and were predicted to increase to $1.9 by 2000 according to Forrester Research (Ross 2000).

Coincidently these statistics agree to what PricewaterhouseCooper has reported. The PricewaterhouseCoopers (PwC) E-Retailing Intelligence System( that had been tracking online purchases by category reported that during the period of September 1999 to May 2000 the percentage of Internet users that have purchased apparel online had doubled from 8% to 16 % (Clarke 2000).

From these figures the main theme is that ‘growth’ in sales is to be expected in the future, as Forrester Research predicts furthermore statistics that by 2003 the sale figure of online apparel shopping is to reach $16billion and by 2004 it is expected to ‘skyrocket’ to over $22billion (Beck 2000). 
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Graph 1 Yearly Predictions of Online Apparel Shopping (US)

Graphical overview of what Forrester Research Predicts (Beck 2000)
From Graph 1, it can be clearly seen how compelling and useful the Internet has become as a business channel for purchasing apparel products in the United States.

“The factors that contribute to these increasing figures is due to online shoppers having good shopping endeavours in the seasonal holidays like Christmas and back to school shopping sprees. Also more established clothing companies are going online to entice shoppers to stay online longer to purchase items from the Internet, and as this is successful, other companies are doing the same giving more choices to choose from for the e-shopper”, says Mary Brett Whitfield, Principal Consultant and Director of the E-Retail Intelligence System( (Clarke 2000).

But bear in mind that although there is a significant indication of increase in Online Apparel shopping these reports are targeted to a business audience, so the results are slightly exaggerated.

The reasons for this scepticism is that no matter how ‘state-of-the art technology’ (Ross 2000) is employed on an online apparel shopping website, the problems that it still faces are quite numerable. For example, shoppers are worried about Internet security and privacy when purchasing goods from online, whereas shopping from brick-and-mortar stores there is not many worries. 

2.2 Target Audience

The appealing factor of online shopping is that, for a consumer perspective, it will be simple, hassle free and normally you can find great bargains.

A demographic chart of Internet users in the USA done by Mediamark Research indicated that more women are using the Internet more frequently and that the age of the Internet user is getting older.

	
	1997
	1998
	1999
	2000
	2001

	Male
	57%
	54%
	51%
	50%
	49%

	Female
	43%
	46%
	49%
	50%
	51%

	
	
	
	
	
	

	18-34
	46%
	43%
	41%
	40%
	39%

	35-54
	46%
	48%
	49%
	48%
	47%

	55+
	8%
	9%
	10%
	12%
	14%


Chart 1 The Demographic Chart of Internet Users

Mediamark Research 2001(Freedman 2002)

As it can be clearly seen, the potential e-shopper can be anyone that can legally apply for a credit card.

This trend is also backed up by Pavitt in the UK more women are subscribing to the Internet than males (Pavitt 1997).

It is beneficial for a company to realise that the Internet can be a powerful marketing channel to increase their sales, only if it is used properly. As Confucius says,

“The superior man understands what is right;

the inferior man understands what will sell/is profitable”

Confucius (Freedman 2002)

2.3 Experiences of Boo.com

The early analysis of B2C (Business-to-Consumer) e-commerce was based more on wishful thinking and speculation than on well-researched business plans. The fact that the Internet channel was claiming to level the playing field for the ‘little guy’ and building an online only retail presence held a distinctive advantage to the traditional ‘brick and mortar’ retailers was an investment that many entrepreneurs wanted to grab (Ross 2000).

The result of this escapade was the creation of Boo.com. Boo’s website featured ‘state-of-the art technology’, with zooming functions on products, viewing the products from different angles and it had a virtual mannequin for the shopper to see how outfits look.

Boo began a heavy marketing campaign to push the company’s name globally even before the website was launched. The company managed to get more press releases than any other company that had been in business for many years. The global business-development director, Luke Alvarez said that the group will have a “killer Web site" on top of a "global business model," which will lead to "first-mover advantage”(Ledbetter, 1999), which was true for the next six months until it failed to draw in the crowds of shoppers that was expected and the company burned through its cash about the same time investors had grown weary of e-commerce companies (Sandoval, 2000). 

“The result of this equivocation might ironically be summed up in one word, "boo." Boo.com is the haunting story of a UK based sports and street wear Internet only retailer that burned through $135 million in venture capital in less than 2 years on a site that generated sales of only $680,000 during it’s first quarter.”

(Ross, 2000)
The problems faced that eventually made Boo fall were technology itself. The founder of the company, Ernst Malmsten, was asked what was surprising when running an online only retail company he replied that “the technology. It took a long time to develop and took so many people to maintain.” (Ross, 2000)

The moral of the story is that although the Internet channel has good potential to do business, do not rely on it solely. As Ernst Malmsten discovered the mathematics of human resource and maintenance can make the calculation costs un-welcome.

“We have been too visionary - we wanted everything to be perfect and we have not had control of costs”

(BBC News, 2000)

2.4 Problems of Online Clothes Shopping

In the wake of Boo, it was used as an example at the International Quality and Productivity Center’s E-Apparel Conference in San Francisco in late June 2000, to demonstrate that technology is not the only challenging factor that online retailers must face. 

Customer acquisition and marketing costs, customer services and returns were but a few of the challenges that was cited as examples of why the results are proving to be in favour of the “click and mortar” (online and offline) retailing approach. (Ross, 2000)

Statistics shows that the most successful online apparel retailers and related products are traditional retailers that have successfully establish themselves on the high street stores and only using the Internet as another channel of distribution.

As stated technology is only one of many other challenges that online retailing must overcome. For example,  

“Helping a blind friend select a new wardrobe requires a light touch”

Jo Adams, April 21, 2002

This article highlights the point that no matter how good an apparel shopping website is, the consumer is not able to feel the physical product and able to determine if that piece of cloth is worth what the asking price is. Which in the traditional way of shopping there are no problems. This is also backed up by Geoffrey Colvin (2001), who wrote “Living in a material world”, that no matter how high-tech or electronic a business is the consumers like to have a physical thing they are able hold onto. The fact that consumers are human beings and not cyborgs we want things that we can use “all” our senses before we can decide if or if not we buy something.

If online apparel shopping is to be able to overcome the touch challenge, the answer, “its called trust”, says Ron Beegle (Colvin, 2001), who runs the online division of Gap Clothing. The fact is that not all people have to see and touch everything before they buy it. This is coincides with what Mary Brett Whitfield said from a review conducted by PricewaterhouseCoopers as “Shopping for Apparel Online Gains Popularity” (Clarke, 2000). The fact is that shoppers are confidant with the quality of what Gap sells, from shopping in their brick-and-mortar stores, they trust the company and are happy to buy clothing from them online. 

But this defeats the whole concept of “levelling the playing field for the little guy”, if only well-established companies are able to have sales over the Internet solely by trust in their products because of their people have bought from them at a high street store then this “trust” factor cannot be used for new companies trying to break through this online industry.

Obviously this concept is flawed as already described in the failure of Boo.com. But for one moment say that the Internet has levelled the playing field for the “little guy” how could companies overcome the touch obstacle with real sensory touch and not the “trust” touch?

A proposed solution is Mixed Reality Merchandising (MRM). This is where the virtual world and the real world merge or mixed into one reality. Adding haptic science, “the science of applying tactile sensation to human interaction with computers” (Webopedia.com, 2002), into the equation to give a new way of shopping (Koontz and Gibson).

To what MRM has to offer will be later discussed in the review.

But there is still the main obstacle to come over in online clothes shopping. With the chart below it can be clearly seen that a number of reasons still stand against that people are still discourage to go online and shop for clothes.

	Problems with Shopping for Clothes Online

	Unable to try on clothes for fit
	81%

	Unable to feel clothes for quality of material
	45%

	Concerned about return difficulties
	44%

	Concerned about privacy of personal information
	32%

	Total cost pf purchasing products is more expensive than stores
	25%

	Difficult to browse
	14%

	Like to shop with friends/family
	11%

	Difficult to get customer service
	8%


Chart 2 Problems with Shopping for Clothes Online

PricewaterhouseCoopers 2000 (Pastore 2000)
As it can be seen the main problem that discourage people from shopping for apparel online other than not able to feel the quality is that consumers are not able to try on clothes for fit. 

Solutions towards this problem comes in varies ways. The easy way is to create a virtual mannequin slightly resemblance of the consumer and then like a paper doll put on items of clothing on the doll.

The second solution is that of 3D body scanning, where the consumer’s body is scanned and stored into a database, so based on the consumer’s size and shape the information could be electronically compared to garment specifications and other data in order to recommend the size and individual should purchase (Nicolle 2001). 

Other problems that not really concern clothing itself is that of the transactions need to take place when buying from an online retailer. Problems highlighted that are also true for all online retailers are that people are concerned about returning items and security. These issues cannot be really resolved because there have been many incidents of hacking within the Internet; even big online retailers are having problems to stop this.

Another problem with online apparel shopping is due to the online retailers themselves. A source from Business Week (1999) reported that millions of dollars are lost a year in the USA because of impatience and abandonment. The fact is that nearly two-thirds of people who begin to order something abandon the process.

The reasons for this abandonment of the purchasing process can be to simple things such as, hidden shipping charges to the computer crashing. But as the author highlights what make people more likely to cancel a transaction is that of pure impatience of the consumer. The multiple steps that are needed to overcome before you get an email confirming your order is one of a very tedious process. As Nielsen believes that “The Web is so engaging that even a few seconds of waiting feels obnoxious.” He also believes that e-commerce websites waste all kind of money and energy on tricky graphics and overly complex registration procedures when a single most easy solution is make the process much faster.

In a way this is agreeable that it is important to give the consumer an easy and faster transaction to work through because the first impression of the website determines if they are able to have future sales from their potential customer.

This is also agreed by in a small article on Net Business magazine (2002) that bad sites were damaging e-commerce. Websites that are hard to navigate, take long to load and bombard users with pop-up windows leaves a bad first impression to the users.

2.5 Proposed and Possible Solutions

As clothing retailers realise where the problems lies there are several different possible solutions that have already been discussed, in solving the problems.

Taking a further look at the first solution of overcoming the touch obstacle, where MRM can be used to tackle this problem.

What the application is able to do is that the user wears a headset that presents computer graphics to the eye overlaying augmenting visible physical objects within the field of view. Other data such as audio or haptic feedback may also include in the output, and the MR system receives physical tracking motion input data that allows the system to calculate movements that keep the presented images apparently registered to the physical surroundings within the field of view (Koontz and Gibson).
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Figure 1 Mixed Reality Merchandising. “Virtually Me” and Hanger Appeal

(Koontz and Gibson)

In figure 1 the creators of MRM shows what their technology has to offer in shopping for apparel.

Step 1 the user has to create an avatar of them; 3D body scanning could do this, where detailed measurements are taken of the user.

Step2 is where the user stores these details on a smartcard and that they can upload them to server within the store.

Step 3 is the user going into the store and uploading their details into the store server creating an avatar once they don a suitable headset.

Step 4 is interacting with the merchandise.  The example given is a garments hanging on a rounder fixture. The user has indicated its interest by touching or moving the hanger. The system recognises the particular size ring activator of the hanger and can display an augmented reality presentation of the garment being modelled correctly and showing it to its best advantage.

The second solution is that of 3D body scanning technology done by Size UK, a DTI part funded collaboration of industrial, scientific and academic bodies including The London College of Fashion and University College London (UCL). Interested partners in retail clothing include GUS Shopping, BHS, Freemans, Littlewoods, John Lewis Partnership, New Look and Oasis (Nicolle 2001).

The 3D body scanning uses the latest technology capable of mapping the changing shape of the human body in three-dimensional graphics. Ten thousand men and women over the age of 16 were recruited to the test. The resultant database of body metrics will be the first step along the road to launching customised clothing and virtual clothes shopping services for everyone, no matter their wealth or size (Nicolle 2001).

Although this solution sounds wonderful the problems that may rise is that of personal security. By having consumer’s body scanned and stored electronically into a database or saved into a smartcard the consumer’s details are not private and secured especially if those details can be accessed by the Internet.

Both solutions have their similarities in that both create a virtual mannequin of the user according to their statistics and upload them to the store’s server. But both are very unfeasible to be put into good use.

The fact that MRM you have to have to go to the store to upload the data and then don the headset defeats the whole purpose of Internet home shopping, and if it can be made available for the household it requires too much money for stores to implement such a technology, not withstanding the cost for each consumer has to pay to able to have this technology in their homes.

As good as it sounds it just a bit too farfetched for today’s common household and common people. 

The second solution of 3D body scanning acts a part for the MRM. But the problem with this is that personal privacy and security is at stake. The mere process of uploading personal details into the store server gives the opportunity for people to see the user’s personal details. And the fact is that in order to able to scan the consumer’s body they will have to go to the store to do this does not seem to be feasible as already mentioned companies may not want to spend money towards this kind of technology if the traditional way of shopping satisfies the consumers already.

In either way the conclusion is that no matter how technology can help make online apparel shopping more interactive the fact remains that technology is too expensive and it is not worth the money to be spent on such if the traditional method is still okay with the consumers and that if shopping online for clothing then “trust” is an important factor that can help the e-shopper to chose your site over another’s.

2.6 Recent Changes

Although with the doomed Boo.com website knocking a dent into the advantages of e-commerce it has not discouraged other companies to have a dab at the market. In fact Boo.com has been given a second chance. It has been bought by Fashionmall and has been successful. In a way, Boo has craved a path for other companies to consider the usefulness of the Internet channel due to its mass of press coverage.

The results of this craved path are the figures that Forrester Research and PricewaterhouseCoopers have been able to report back to the e-business community.

The reports that are reported gave a new lease of life for the e-apparel business. As PricewaterhouseCoopers reported the increase and reasons for these increase it has to be taken into consideration that not all Internet users are e-apparel happy. 

An NPD study done in 1999, studied 2,399 people, nearly half that were interviewed said they never plan to buy clothing online, and more than 40% of experienced web users in the survey, many whom said had a good experience while online shopping for clothing, commented that they would avoid buying apparel online in the future (Ross 2000).

The reasons why the people interviewed said they would avoid shopping for apparel online was that they were concerned not being able to try the clothing before buying it. This concern is also backed up by PricewaterhouseCoopers report by Clarke (2000).

2.7 Chapter Summary

It can be seen that Online Apparel Shopping is serious business. The percentage of people purchasing clothing online is rising and it shows no signs of stopping. It can be seen from Forrester Research Statistics of yearly predictions of Online Apparel Shopping is growing.

Obviously with such a high potential and un-tapped market entrepreneurs wanting to get a share if this mass market. But with any new business venture there are risks and costs that must be taken into consideration. Most notably that of Boo.com, it had state of the art technology available to them, however the maintenance costs for the technology was more than what the investors were willing to give. 

In the first quarter of the website being launched it only managed to generate sales of only $680,000. The end results being that the business collapsed.

Looking why Boo.com failed, it wasn’t a technical challenge that the retailer had to overcome but other very mundane challenges that are present in the traditional way of shopping.

Customer acquisition and marketing costs, customer services and returns are many the challenges that online retailer must think about.

An only online presence retailer is not very advisable if selling apparel online. Learning lessons from Boo, companies look towards the Internet as another method of distributing their products in another business channel.

Chapter 3 Design and Implement

3.1 Choosing a lifecycle model

At this stage the target users is for the prototype has already been determined through the Literature Review from the previous chapter. With this information the intended website is on the drawing board to be ready to be designed.

In the process of developing the website several web development lifecycle (that are used in industry) were looked at, and from those several lifecycle models, two were picked and compared to establish which model was more suitable for the prototype website.

The two models that were chosen were The Lynch and Horton model and Lazar User-Centred Web Development Model.

Most lifecycle models are very closely based on the traditional lifecycle model of system development. Though with steps that define different objectives they have very similar steps, such as planning, analysis, design, implementation and maintenance.

The Lynch and Horton Model is not an exception either. The difference is that the model is to deal with the specific needs for websites.

The Lynch and Horton Model:

1. Site definition and planning – Define the overall goals of the website and planning e.g. time management.

2. Information Architecture – Focusing on content and organisation for the website. Deciding how the users will navigate through the website.

3. Site Design – Focusing on page design and overall graphical design. The layout of graphics and links.

4. Site Construction – Code, fill pages with content, and test for errors. How the graphical ideas from the previous stage put into code format. Each section is tested for errors.

5. Site marketing – Publicise site through advertisements and search engines.

6. Tracking, evaluation, and maintenance – Monitor, update and improve website.

Another web development lifecycle is Lazar User-Centred Web Development Model. Like the Lynch and Horton Model it has the same kind of steps but this model focuses more on usability issues of websites that are extremely important to websites that are going to have a vary of different type of users.

Lazar User-Centred Web Development Model:

1. Define mission of website and the user population – Define overall goals of the website but also decide who are the target users.

2. Collect the user requirements for the website – Collecting data from the target users population.

3. Create the conceptual design of the website – Focusing on the content organisation and graphical outlook.

4. Create the physical design of the website – Coding and functionality testing.

5. Perform usability testing for website – Testing from designers and then the targeted users population.

6. Implement and market the website – Website launched into the real world and marketed through the any marketing method.

7. Evaluate and improve the website – Frequent evaluations of the effectiveness of the website. Any user feedback is can determine if the website has met with the user needs. 

3.2 Implementing the chosen methodology

Since this is a prototype website the fifth step, Site Marketing, does not really come into use and will be missed out. The site will be evaluated to check if the main goal of the site has been achieved in Chapter 5. In this chapter the main focus of the implementation is the design and authoring of the prototype website. 

Step 1
Site Definition and Planning

The purpose of this prototype website is to mimic an online clothing site, were people can buy clothing from. It is also set to prove that with better interactions features in clothing websites may improve sales over the net.

The plan is to have at least one section working for users to evaluate the prototype (see Appendix 6).

Step 2
Information Architecture
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Figure 2 Navigational Structure of the website.

Figure 2 shows the purposed navigation structure of the website. This navigational structure is the top-down approach. This method is used because that it seems it is easy to navigate through and it is simple to manage.

Expanding on the Women’s Department section the navigational structure of the Women’s section is shown below.
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Figure 3 Navigational Links in Women’s Department.

Figure 3, shows the links that are in the womens.html section. All pages within the Women’s section are linked together so that the user can navigate through any page without any problems. For example, if the user is at tops.html page then they can easily click to the sizechart.html page directly without going back into womens.html page.

For the more detailed Navigational Map look at Appendix 1.

Step 3
Site Design

The graphical design of the website is drawn on storyboards. This method is used widely in industry. It can roughly show how each web page will look like.








Figure 4 Rough example of a storyboard for the website.

The storyboard in Figure 4 is the approximate layout of the index page. This is the very first page that the user will see when the load up the website. Links are available for user to download Flash Player plugins if they do not have it in their computer.  For more storyboards see Appendix 2.

Step 4
Site Construction

Looking at the Demographic Chart of Internet Users in section 2.2 the assumption reached is that the website should be mainly targeted to female Internet users that may or may not be familiar or frequent Internet users. As already stated, many millions of dollars are lost a year in the USA is due to impatience and abandonment during shopping online. 

From this knowledge a site specification is produced.

· The site must be able to load up quickly.

· All graphics e.g. still images; movies should load up at a reasonable time.

· A persistent menu bar on each web page, so the users can navigate through the website with ease.

· Web content must be clear and easy to read.

The chosen web authoring tool to create the website is Macromedia Dreamweaver. Still images and pictures were created using Fireworks and the paper doll animation was complied using Flash 5.

From the storyboards design the navigation menu bar is set on the left hand side of the page. Firstly the web page consists of a table 1 column and 3 rows.

For the Flash animation to run uninterrupted the page is also divided vertically into two frames (Figure 5). The left hand side is the main frame where the content of the page is. The right hand side frame runs the Flash animation in a continuous loop of a paper doll from four different angles.


Figure 5 HTML code from OFS website

The Flash animation changes when the user clicks on a different image. For example, in tops.html page there are several images of different tops. In order for the Flash animation to load a different set of clothing then the user needs to click on the picture and the Flash animation should change on the right hand frame.

To keep all the text font and size consistent throughout the website simple cascading style sheets (see Appendix 3) and templates are used.

Testing is then done during the development of the website. Several functionality testing is carried out on the web pages and Flash movies. Tests that were carried out can be seen in Chapter 4.

3.3 Experiences of the chosen methodology

The Lynch and Horton Model was easy and straightforward to use. The model helped in developing the website.

Chapter 4 Testing

4.1 Functionality Testing

As part of the site construction step in the Lynch and Horton Model, functionality testing is done. This is basically white box testing, where coding from each web page is tested to check if website is working properly and also check for compliance with HTML Standards.

	Test
	Test Description and Condition
	Result
	Solution

	Website Navigation
	Previewed partial of the website on Internet Explorer 6 and 5.

This tests that all pages link to the correct pages.
	20/03/03- Failed.

Pages not found.

Picture links that were created in Fireworks did not link properly. 
	Changing the HTML source code manually.

Date resolved- 21/03/03

	Loading Images
	Previewed partial of the website on Internet Explorer 6 and 5.

This tests if all images are linked correctly. 
	20/03/03- OK
	

	Cascading Style Sheets Working.
	Previewed partial of the website on Internet Explorer 6 and 5.

This tests if the CSS file is properly linked to the web pages.
	24/03/03- OK


	

	Menu Navigation
	Previewed complete website on Internet Explorer 5.

Testing all links is working properly.
	23/03/03 – Failed.

The menu was created in Fireworks. It kept linking to the templates folder for a file. Changed the HTML source code in the template itself, and the results were still the same.
	Replacing the menu list into plain text, then hyperlink them.

Date resolved- 25/03/03

	Flash Movie – Making paper doll Rotating.
	Exporting the movie into a shockwave file.

Testing if movie would change angle of the paper doll using a button. 
	07/03/03- Failed.

Incorrect ActionScript entered.
	Using the Fade technique so the paper doll appears to be rotating.

Date resolved- 02/04/03

	Flash Movie – Click and Drag item of clothing on paper doll.
	Exporting the Flash movie into a shockwave file.

Testing if the click and drag ActionScript is working.
	04/03/03- Failed

The click and drag code worked, but did not work to expectation. Could not change clothing after item was dropped on top of the paper doll.
	Abandoned using the click and drag method.

Created several small animations of different outfits.

By doing this the file size is much smaller and easier to load up.

	Links to Flash Movie
	Previewed in IE5 and IE6

Testing if embedded shockwave files working correctly.
	01/04/03- Failed

Flash movie not loading up.
	Shockwave file placed in wrong folder.

Date resolved-02/04/03

	Rollovers working on Size Guide image.
	Previewed in IE5
	01/04/03- OK
	

	Compliance with HTML Standards
	Using the World Wide Web Consortium, free validator service.

Check individual web page using the validator service.
	01/04/03- Failed

No DOCTYPE declaration.
	Insert DOCTYPE declaration at the beginning of HTML code.


4.2 Usability Testing

Usability testing focuses on whether a specific technology is easy for the user to utilise. The type of usability testing that the prototype went through was Web-based Usability testing.

The testing condition was for the users to access the website and complete an evaluation survey.

The main disadvantage of this type of usability testing is that no observation was recorded to see users body language when using the prototype.

4.3 Chapter Summary

Chapter 5 Evaluation

5.1 Evaluating Prototype Website

From the Lynch and Horton Model, step 6 is Tracking, evaluate and maintenance. As this is a prototype tracking is not done. The purpose of tracking shows were people, that enter the website, come from.

The evaluation of the website is to let the designer to see if the website has achieved its goal. This can be carried out by creating surveys for users to answer and at the same time test the website as well.

Users are needed to test the website because after all they are the ones that are going to use the site. Errors tend to be found from users testing the website because they tend to check every single detail of the website. This is an ideal test of black box testing as they have no knowledge how the website works.

The maintenance of the website occurs after the website is launched to real world. For a website of this kind constant updating is needed for seasonal fashion wear or the fact that people are not able to access the website.

For the prototype website designed, the evaluation survey is aimed to ask questions of interactivity of the web pages.

Using sample questions from WebMAC surveys (Lazar, 2001:283), it is set to evaluate the motivational quality of the website.

“Motivational quality is the concept of determining which features motivates users to spend time on a website…” 

(Lazar, 2001:280)

The WebMAC survey questions were used for this evaluation because the main feature of the website, the paper doll Flash movie, was to be determined if it makes the website more interactive.

The questions asked varied from the look and feel of the page to the graphics used to increase visual presentation of information, as shown in Figure 6. For full survey see Appendix 4.


Figure 6 Examples of WebMAC type questions asked in Evaluation Survey

5.2 Results from Evaluation Surveys

The evaluation survey was distributed to 10people via email. From the ten surveys sent only 7 was received backed. For a website if this type 10people is not a sufficient number for a true indication if goal has been achieved. But the best was tried to get people from different locations to evaluate the website.

Most commented that the Flash movie on the right hand side improve the interaction of the website. They also strongly agree that the Flash movie improves the presentation of the information that they required.

Those who had shop online clothes for online before commented that it was a good idea and would shop for clothing online again because it saves time and convenient, however they feel that it is still not an idea way of shopping for clothing.

Those that have not shop for clothing online before gave mixed responses as to if they would shop for clothing online. Others answered yes while others strongly answered no to shopping for clothing online. Those that answered yes, was very open-minded about the online clothes shopping.

They were encourage that if a proper paper doll model of themselves were created they would give the website a try. But the most did comment that other reasons would still stop them from purchasing clothing online.

The reasons were, shipping and handling, returning items, fabric quality feel and paper doll not accurate enough. Those are very valid reasons as the first three reasons coincides with what PricewaterhouseCoopers reported about problems shopping for clothes online.

For full Evaluation Survey results see Appendix 5.

5.3 Conclusions Drawn

In conclusion the answered received was what was commented in the literature review. The fact how interactive the website can be in cannot replace the old method of brick-and-mortar shopping.

The reason is that websites themselves can not really let user to try on clothes, even with the paper doll, the user still needs some imagination to really picture themselves in the outfit, as the paper doll is not accurate enough of the user’s statistics. The comment of “I have a funny shape body” (see Appendix 5, first evaluation) could also make the paper doll not much help.

Chapter 6 Overall Project Conclusions

6.1 Summary of Project

6.2 Extent to which aims were met

6.3 Critical Evaluation of Project

6.4 Further Areas of Study

Appendices
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<html>


<head>


<title>OFS > Womens Department > In Frames running default paperdoll</title>


<meta http-equiv="Content-Type" content="text/html; charset=iso-8859-1">


</head>





<frameset cols="1*,250" frameborder="NO" border="0" framespacing="0"> 


  <frame name="mainFrame" src="womens2.html">


  <frame name="rightFrame" noresize src="womens/default.html">


</frameset>


<noframes><body bgcolor="#FFFFFF">


Sorry this site only runs in frames. Please update your web broswer.


</body></noframes>


</html>





index.html page


Flash Movie Splash Page





Text





Embedded Flash movie 500x400 (looped)


Background colour light yellow (#FFFF99).


Text colour black.


Font: Arial


Link to index2.html


Link to download Flash plugin. Open new window.


Disclaimer text, font Arial, size: 10px, colour: black





Place the appropriate number about this website on the line preceding each item.


3 = strongly agree


2 = some what agree


1 = some what disagree


0 = strongly disagree


NA = Not Applicable


The website is eye-catching and visually interesting. ____


The screen layout of this web site is attractive. ____


The screen layout makes the site easy to navigate. _____
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