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Abstract

As today’s customer is demanding and knows what he or she wants, it is more important than
ever to really understand the customer’s true demand or need. A company’s returns
management can therefore be crucial in order to gather the right information from the
customer so that future returns can be minimized.

A company’s work with returns management iS very important, especially for companies
within eCommerce. These types of companies will always have a certain level of returns,
because the fact that the customers use their own homes as changing rooms. It is hard for the
customer to know if the product will fit them and correspond to their expectations. It is
although important to try to have as low return level as possible in order to have satisfied
customers. The aim is to be proactive and avoid returns before they occur. This avoidance has
to be considered both in short and long term ways within the whole supply chain.

Consumer insight also plays an important role within returns management. It is here the right
information should be collected from the customers in order to understand their wants and
needs. By designing return codes that give a more precise picture of the return reason
companies like Halens can use this information in the development process in order to
minimize the risk for future returns.

Also other areas within the business can be taken into consideration when working with
returns avoidance. The customer needs to get a clear picture of what they actually are buying
and therefore it is also important to describe the products in a clear and lucid way. It is also
important to make measurement lists and instructions easy to understand and relate to, in
order to give the customer the ability to choose the right size.

When working efficiently within all these areas higher profit can be gained though increased
customer loyalty and decreased returns.



Sammanfattning

Eftersom dagens kund &r kravande och medveten om vad hon eller han vill ha ar det viktigare
an nagonsin att verkligen forsta vad kunden verkligen efterfragar. Ett foretags returhantering
kan darfor ha avgorande betydelse da det galler att samla in ratt information ifran kunden med
malet att minska framtida returer.

Ett foretags satt att arbeta med returhantering ar avgorande, detta ar speciellt sant for foretag
inom e-handeln. Dessa foretag kommer alltid att ha en viss retur niva eftersom deras kunder
anvander sina hem som provrum eftersom det ar svart for kunderna att veta om plagget
kommer att passa och motsvara deras forvantningar. Det &r dock viktigt att jobba for att ha en
sa 1ag returandel som mojligt, for att ocksa kunna ha ndjda kunder. Malet &r att vara proaktiv
och undvika returer. Detta ar nagot som bor goras bade langsiktigt och kortsiktigt i hela
forsorjningskedjan.

Kundforstaelse spelar ocksa en stor roll i returhanteringen. Ratt information ska samlas in fran
kunderna, sa att foretaget kan bilda sig en uppfattning om kundernas behov och énskningar.
Genom att skapa returkoder som ger en mer exakt bild av returanledningen kan denna
information sedan anvandas i produktutvecklingen med malet att minimera framtida returer.

Hansyn behover ocksa tas till andra omraden nar man arbetar med att undvika returer. Kunden
behdver till exempel fa en klar bild av vad han eller hon koper, darfor ar det viktigt att
produkten beskrivs pa ett tydligt och lattforstaelig vis. Det ar ocksa viktigt att mattlistor och
mattinstruktioner &r latta att forsta och relatera till, sa att kunden far mojligheten att valja ratt
storlek.

Nar man arbetar pa ett bra satt inom alla dessa omraden kan man na en hdgre avkastning
genom okad lojalitet fran kunder och farre returer.



Table of content

ACKNOWLEDGEMENTS ....ciiiiiiiiiiieiiieiiieniimniimesiiissiimssisissiirssisrssstsssissssssssasssrssssssssssssssssas |
= 1Y 1 3 Y 8 N 1}
SAMMANFATTNING......ccotttmiiiirrnniiirrnssserrassissmrassssstrsssssssrsssssssrssssssssssssssssssssssssssnsssssssnssssss v
TABLE OF CONTENT ....iitiieiiiirinniiirinnsiiimessisiinessssssmssssssssssssssssssssssssnsssssssssssssssssssssssssssssssssnns Vv
1. BACKGROUND......cccotttmeiiirinnnniirmnesisimmsssssimmssssinsssssssrssssssssssssssssssssssssssssssssssssssssssnsssssssnnsss 1
1.1 CompPany PreSentatioN .........cceiiueeiiieiie ettt 1
1.1.1 Halens HOIdING AB ... ..o 1

1.2 PUIPOSE ..ottt ettt e etk e Rt 1
1.3 Problem FOrmuUIALION..........cuiiiiiie ettt e e e et eesnneeeanes 2
R 1] 7= LA o TSRS 2
2. METHODOLOGY ...ceuueiiiirmneisennennssssrensssssrsssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssanssssss 3
2.1 RESEAICN MELNOGS.......ceeiiiieiiie et e e e e e nnaaaeanreee s 3
2.1.1 Qualitative & Quantitative Methods ............ccoviieiiiieiiie e 3
2.1.2 Inductive, Deductive & Abductive Method ...........oooovvviiiiiii 3
2.1.3 LILErature SEAICH ......ccuviiiieiee ettt e e et e et eennteeenneeee s 5
2.4 INEEIVIBW ...ttt e e et e e et e e et e e et e e et e e e seeeennaeeeanteeeanteeennneaens 5
2.1.5 Reliability & Validity .........ccocoiiiiieiiic e 6

2.2 ChOSEN IMEINOMS. ... et e e e e e eeanreeeas 7
2.2.1 Qualitative MEtNOd ..........oeiiiiiiiic e 7
2.2.2 ADAUCTIVE MELNOX. ... ..eeiiiee e rea e 7
2.2.3 LIErature SEAICH ......ccvvii ittt e e e et e e e e nnteeeanaeeens 7
2.2.4 INEEIVIBW ...ttt e e e e e e et e e et e e et e e et e e e nae e e nnaeeeannaeeanteeennneeens 7
2.2.5 Reliability & ValAIty .........ccoiiiieiiie ettt 8

3. THEORETICAL FRAMEWORK....ccciitiemniiiiienniieiienniiniiensisiiessississsssssssessssssssssssssssssssssssanssssns 9
3.1 BCOMIMEICE ...ttt ettt e e e e e et e et e e e e e s e e bbb b e et e e e e e e s s n bbb bbb e eaaeeeenans 9
3.2 REtUINS MaANAGEIMENT. ... ..uiiiiiiiiieei ittt e e e e e e s s ra e e e e s s s bbb b b e e aaeeeeaaans 9
3.2.1 REUIMNS AVOIAANCE ... vveeiiieeciiee ettt e e e et e e st e e antaaeenneas 10

3.3 DR FFAMEBWOIK ...ttt e a et e et e e et ae e e ana e e e nnaa e e e neeeannes 11
3.3.1 Retail ManagemENt .........cc.eeiiuiee et 11
3.3.2 Relationship Management ...........ccuveeiuieeiiiee e 11
3.3.3 REtUIMNS MaNAQBMENT......cciiiiiiiiiiiiei ettt e e e e e e e s nraenes 11
3.3.4 Repair ManagEIMENT ...........eeeiiieeiiie et etee et ree ettt e e e e st e e s e e aeeas 12
3.3.5 ReCOVErY ManagemeNnt........ccuuviiiiiiiiee ittt e e e e neean s 12

3.4 The Role of a Purchaser and DESIGNEN ..........c.cccoiiveiiiee i 12
KB I U (o = T PSSRSO 12
KR B -] o | PSPPSRSO 13
3.4.3 The Importance of Collaboration............cccoveiiiie i 13

3.5 CoNSUMEr INSIGNL ......viii e 14
4, EMPIRICS......citeiiiiniitiniiiieiiineiineeiiraiiieesimasisrasstsssstrasistsssstrasisrsssstsasssrssssrsnssssassssanssssnesss 16
I o = 1= PSP OPPPPPR 16



4.1.1 Product DESCIIPLION. .....couiiiiieiiee ettt 16

4.1.2 MeasSUremMeENt LSS .......cooviiiiieiiieeeeeeeeeee 18
4.1.30rder MethOUS ........ooooeiiii 19
4.1.4 EXChange and RELUIM ........oiiiiiiieiii e 20
415 REUMN COUBS ... 20

A o 1Y, TR 20
4.2.1 Product DESCIIPIONS ......c..viiieeiiiieiiee ettt nnee s 21
4.2.2 MeasSUremMENt LSS .......coovviiiieieeee e 22
4.2.30rder MethoUS ........coooeeeeeeeee 23
4.2.4 EXChange and RETUIM ........ooiuiiiiieiii e 23
425 REUMN COUBS ... 24

B N1 TSROSO 24
4.3.1 ProducCt DESCIIPION. .....ccveiiiieiiie ettt nnee s 24
4.3.2 MeaSUIreMENt LSS ......ccooviiiieeieeeeeeeeeeeeee e 26
4.3.30rder MethOdS ........coooeeeeeeeeeee 28
4.3.4 EXChange and RETUIMN ........oiiiiiiieiie e 28

L R (=1 10 ] (0] 1 1 28

4.4 Halens ReturnS ManagemMent ..........ooueeiuioiiieiiie ettt 28
44,1 SEALISTICS....cce e e 29
4.4.2 Interpretation Of CUIMTENt COABS .......ooiviiiiieiiieitie et 29

ST 1L (T Y TR 31
4.5.1 Returns Avoidance at HalensS...........ooovvviiiiiiiii 31

4.6 Information Flow over CUrrent SItUALION ..........uuvvviviiiiiiiiiiiiiiieiiiibeaeaaaaaaees 32
4.7 AAAITIONAT ANGIYSIS ...ttt 32
4.7.1 MEASUIEMENT LISE.....uuiiriiiiiie ittt e e e e e e e e e e s s eabbraa e e e e e e e e e aans 32

L A = (< 11 ] ¢ 1 1 0] 1 £ O PPPUPTTRR 33

B RESULT ..o ciiiiecenctnceneceneesecescsescsesssssssasssssssssssasssssssssssssssssssssesssssssssssssnsesnsssnsesnsesnsennsens 36
DL INEW COUES. ... euvieiiiiie e ettt e e ettt e e e e e e et e bbb e e e e e e e s s se bbb b e aaeeeessssssbabbaseaeeeeesans 36
T T ) [l = (e (U I (0T 1 1 1 36
5.1.2 Detailed REIUIMN FOMM......ciiiiiiiiieee et araaees 37
5.1.3 EIeCtroniC REIUIMN FOIM ..ot 38
5.1.4 Statistical ANAlYzZe SYSIEM .......cciiiiieiie e s 39
5.1.5 Information Flow over the New SItUatioN .............oovvviviiiiieiei e 39

5.2 Product DESCIIPLIONS .....cc.vvieiiiee ittt et et e s tee et e et e et a e e tae e e snaa e e snaa e e snnaeeaneeas 40
5.3 MeasuremMent INSEFUCTION ..........ciiii ittt e e e e e e e s e e e s s s bbb ba s e e e e e e e s ans 41
ST 14 C U o [T Vo PSSR OTPR 45
B. AN ALYSIS...uieiiiiitniteeteceeceecteceecresressassassasssscsssssssassassassassassasssssssssnssassassassassassnsessssnssnssans 47
6.1 Halens’ Returns MAnaGemMent ........................ccccueeuiiuiiieiiiiiiiee e 47
6.2 New Codes & RELUIN FOIMS ...oociiiiiiiiiiiii ettt e e e a e e e e e 48
6.3 Product DESCIIPLIONS.....cc.vvieiiieeciiee et et e et e e nrae e e srae e e snae e e enaeeeanees 49
6.4 MeasuremMent INSIFUCTION ...........ciii ittt e e e e e e s s ebbbba e e e e e e e s ans 49
6.5 SIZE GUITING....eeiitiie ettt e e et e e et a e et e e e erae e e ana e e e e nbeeeaneeas 49
7. CONCLUSION . ...citutteitereceeceectecreeressessassassescessssssssssssassassassassassssssssssssassassassassassssessssassassans 51
8. IDEAS FOR FUTURE IMPROVEMENT WORK ...cccteteereirenrereeceeceecrecrecressnsessescescssesessassansans 54
REFERENCES. .......ccuteieieitncteirentecteerestessensescescssssessassassassassassassssssssssssnsssssassassassassssessesassnssassas 55



RESPONDENTS ...ceiiieiiiiiiiiittiiiiiiiiiiieeeteeiiiissntessseeesiissstneessssssssssssssteessssssssssssssessssanssssas 59

Appendix 1 Return Form Halens

Appendix 2 Return Form H&M

Appendix 3 Return Form Nelly

Appendix 4 Victoria's Secret Return Form

Appendix 5 Electronic Return Form, Swedish Version

VIl



1. Background

This thesis work is based on a research study on Halens and its competitors. In this chapter
information about Halens will be presented. The purpose, problem formulation, and
limitations of the work will also be explained.

1.1 Company Presentation

1.1.1 Halens Holding AB

Halens Holding AB is a corporate group located in Boras, with about 300 employees and a
turnover of about 1, 1 billion SEK. Halens AB, Cellbes AB and Time Finans AB are all a part
of the company group that since 2007 is owned by Consortio Invest AB.

1.1.1.1 Halens

Halens AB is a Swedish based eCommerce company founded in 1949 and is as mentioned
before part of Halens Holding AB, located in Boras. The company has a wide product range
that includes for example, fashion clothes, furniture and beauty products.
(www.barnklader.se) Halens work with three keywords and work to be inspiring, reliable and
responsive. Its customers think that fashion is fun and they want to dress nice, but there are
often several obstacles that make this impossible for them, it can be lack of time, financial
aspects and also lack of available stores. Halens mainly focus on the family as its target
group. (www.handelsklubben.se) Halens products are available on many different markets as
for example, the Nordic countries, the Baltic states and, Central and East Europe.
(www.halens.se)

In 2009/2010 Halens bought parts of a Germany based mail order company called Quelle,
who earlier has been present in markets as Poland, the Czech republic, Slovakia and the Baltic
states. Halens now has great help when expanding further into Eastern Europe as the company
now has access to Quelles customer files, organization and 400 stores related to the brand.
(www.va.se)

1.1.1.2 Cellbes

Cellbes became a part of Halens Holding AB in 2004 and today Halens work with both
Halens and Cellbes as two seperate brands. Cellbes has an assortment that mainly focuses on
ladies wear and home textiles. Cellbes is present in the Nordic countries, the Baltic states and,
Central and East Europe. (www.handelsklubben.se)

1.1.1.3 Bubbleroom

In 2008 Halens Holdings AB wanted to expand in order to reach a younger target group, the
company then bought a Stockholm based e-business company called Bubbleroom. The target
group for Bubbleroom is young women and it has about 50 000 registered users. On
Bubbleroom’s web page several fashion blogs are available and the users also have the
possibility to sell his or hers used clothes at the web page. (www.handelsklubben.se)

1.2 Purpose

The purpose of this thesis work is to improve Halens’ returns management and its work with
returns avoidance.



Based on information from a study of the company’s current situation and general information
about eCommerce, new solutions and codes are developed with the aim to decrease the
number of returns. These new solutions intend to help the designers and purchasers to
understand customer needs and demands and to minimize the risk of misunderstanding
between Halens and its customers. The solutions also have the aim to help the customers to
understand the products and its features.

1.3 Problem Formulation

The main problem is that Halens currently do not have return codes that give them enough
significant information. The current return codes are hard to interpret both for Halens and the
customers. They also do not give sufficient information about the customer’s perceived
experience. Another problem is that it might be hard for the customer to understand the
product’s features and to choose the right size.

The problem formulation for this thesis work is hence:
e How can the return codes be designed in order to offer Halens the desired feedback?
e How can the communication with the customers be improved?
e What can Halens do to enhance the product descriptions and measurement lists?

1.4 Limitations

The thesis work is limited to the company’s point of view and do not take under consideration
what the customer think about returns management.

The fact that the codes are general and used for all product categories is disregarded. Focus is
on clothes and accessories.



2. Methodology

A research work can be done in many different ways. In order to choose the right work
method for this thesis work different methods needs to be studied and analyzed. This chapter
will cover both general information about the most common methods and the ones that are
going to be used in this research.

2.1 Research Methods

2.1.1 Qualitative & Quantitative Methods

Research work is often based on one or several questions, problems or thoughts formulated
and initiated by the researcher. (Olson & Sdrensen, 2004) The research work can also be
initiated by for example a company, in this case the researcher does not always have a saying
in what to study or analyze.

The problems can be seen from two different perspectives as described in the chapters below.
There are both positive and negative aspects of the methods and it is up to the researcher to
decide which method to use to gain the wanted result from the research. (Olson & Sdrensen,
2004)

Both of these methods are guidelines for proceeding in the research work and to make it
trustworthy. This means that standpoints and conclusions that are done rely in objective
argumentation. (Olson & Sérensen, 2004)

2.1.1.1 Qualitative Method

In the qualitative method the approach is open-ended and the researcher is trying to face the
situations as they come. The aim is to face all situations as it was new and to strive for a
complete overall picture. Based on the researchers own knowledge information from the
informer is analyzed in order to deepen the knowledge and to really understand the picture.
(Olson & Sorensen, 2004)

The researcher is subjective and has often a long contact with the informer or test person. The
work is executed in a flexible way and the questions are getting more and more deeper as the
research work progresses. (Olson & Sérensen, 2004)

2.1.1.2 Quantitative Method

The quantitative method is most often based on a theory initiated in earlier research results or
literature study and the researchers own knowledge within the area. The theory is structured
and formulated in hypotheses that are testable. These hypotheses or question formulations are
planned and structured before the actual research work begins. (Olson & Sérensen, 2004)

In contrast to the qualitative method the researcher has very little or no contact with the test
persons. The relationship between theory and research is built on verification and hypothesis
trial. (Olson & Sérensen, 2004)

2.1.2 Inductive, Deductive & Abductive Method

There are three different methods for reasoning; inductive, deductive and abductive.
Reasoning is the process of using knowledge we already have in order to draw conclusions.
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Inductive reasoning is based on observations and beliefs and conclusions are drawn from what
is believed to be true. Deductive reasoning on the other hand is based on already existing facts
that are tested compared to reality. Abductive reasoning is a mixed reasoning of the both.

2.1.2.1 Inductive Method

Purely inductive research process

-
o
-
= (0) Existing theorctical knowledge {(2) (Final) theorctical conclusions
= = . . .
o E from prior rescarch (framework)
N = k N
o b=
]
=
w
=
=
-
> /
- \
- s * (1) Real-life observations 7
ek
=%
=
E
m

Figure 1- Inductive reasoning (Kovacs & Spens, 2005)

In an inductive research conclusions are derived from empirical experiences and observations.
Already existing theoretical knowledge can be used as a foundation for the research work,
while a theoretical framework can be totally excluded. Focus is on collecting information
from “real-life” situations. These observations lay a foundation in concluding a theoretical
framework. From a number of episodes a likely conclusion can be induced. For example:
“The sun has risen every morning, therefore it will also do so tomorrow”. The conclusions
from this type of procedures are not always true, because the lack of fundamental reason. For
example: “All boys play soccer. Anna och Klara play soccer, therefore Anna and Klara are
boys.” (Kovacs & Spens, 2005)

2.1.2.2 Deductive Method

Purely deductive research process

=
=l
‘E (1) Theoretical framework (2) Theoretical conclusions (3) Final conclusions
ﬁ E (from prior literature) —* (hypotheses H/propositions P (corroborating/abandoning theory);
8= reached through logic) accepting/discarding H/P)
a7 =
g \ «
= \ |
w 1 |
= \ f
S \ f
s \ 1) Testing of ¢ -
= 2 (3) Testing of conclusions
Be =
="
E
el

Figure 2- Deductive reasoning (Kovacs & Spens, 2005)

Deductive research begins with gathering of information through for example a literature
review. The information is then analyzed and from this hypothesis and propositions are
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formulated and presented. These hypotheses and propositions are then empirically tested.
After this the hypotheses and propositions can be falsified or verified. (Kovacs & Spens,
2005)

A deductive research approach is most appropriate when existing theories should be tested,
not when new ones should be formulated. (Kovécs & Spens, 2005)

2.1.2.3 Abductive Method
The abductive research process

=

-

b (0} Prior . i - i o
a2 : (2) Theory matching (3) Theory suggestion
2 2 theoretical l (Final conclusions: H/P)
s = knowledge

p—

[ [

o

b=

) i

= :

- [!

f— H II

= 3 v (1) Deviating (4) Application of

ol E real-life observations conclusions
=
=

Figure 3- Abductive reasoning (Kovacs & Spens, 2005)

An abductive research starts with empirical observations. This is although not entirely true for
all research, because the researcher often starts out with some kind of background knowledge.
After the empirical observations a theoretical framework is built. This process can be repeated
several times. After this hypotheses and propositions are formulated as a final conclusion.
(Kovéacs & Spens, 2005)

Abductive research aims to develop a new theory and also an understanding for this new
theory. (Kovacs & Spens, 2005)

2.1.3 Literature Search

A literature search gives a deeper knowledge and understanding about a wanted subject. The
search can include books as well as articles and internet sites. The collected information is
often used as a base for a research work.

2.1.4 Interview

There are two different types of interviews often referred to in literature, standardized and un-
standardized. In the standardized interview the questions are formulated and asked according
to a structured scheme this is not the case in un-standardized interviews. Interviews are also
divided into qualitative and quantitative interviews which will be described below. (Svensson
& Starrin, 1996)

2.1.4.1 Qualitative Interviews

Qualitative interviews are not standardized, it is assumed that it is impossible to know on
forehand what questions are important and meaningful. During a qualitative interview some
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questions will arise as a result of another question, it is sometimes also defined as a guided
conversation. Because of this the interviewer must be alert, awake and flexible. Qualitative
interviews are unpredictable and an unexpected result can often be the result. To get a good
result from a qualitative interview it is not enough to only record the answers to the actual
questions. It is important to record whole sequences of questions and answers. Pauses,
interruptions, gestures and facial impressions are also necessary to record since it affects the
result. A qualitative interview is an interaction between at least two persons and the persons
also affect each other during the interview. (Svensson & Starrin, 1996)

2.1.4.2 Quantitative Interviews

Quantitative interviews are standardized and the questions are formulated prior to the
interview and the questions are the same for all persons interviewed. If the questions can be
answered trough different alternatives these are also the same for all interviewed persons. The
interviews are also conducted on similar conditions. The results from a quantitative interview
are comparable since the questions are standardized and the interview technique is also the
same for all interviewed persons. The goal is to eliminate everything that can affect the result
of the interview. (Svensson & Starrin, 1996)

2.1.4.3 Before, During and After the Interview

It is necessary to have good knowledge in the area to be able to conduct a good interview. It is
also important to focus on the subject of the interview. Open questions are necessary to get a
good result in a qualitative interview but it is also crucial to have a direction of the questions,
to know what the goal with the interview is. (Svensson & Starrin, 1996)

During the interview it can be helpful to share experiences since this can lead to deeper
understanding and a closer relationship between the interviewer and the interviewed. The
most important thing to think about during an interview is to listen and to listen actively. It is
important to listen both on what the person actually says and also to read between the lines.
(Svensson & Starrin, 1996)

It is important to analyze the interview directly after the interview. Not only what is said
should be analyzed, it should also be analyzed how it was said. (Svensson & Starrin, 1996)

2.1.5 Reliability & Validity

Both reliability and validity should be considered during the whole research process and not
only considered in the end of the process. It is although important not to focus too much on
reliability since that might in fact inhibit the creativity and variability of the process. (Kvale,
1997)



2.2 Chosen Methods

The thesis work is built on a case-study, competitor analysis — benchmarking and supported
by a literature research. The research work is initiated by Halens and therefore Halens returns
management and the concerned processes are also studied and analyzed. All gathered
information is then analyzed with the aim to get a deeper understanding of the company’s
present situation. Then suggestions of improvements is developed and discussed. Together
these studies lead to a conclusion.

The work builds on qualitative and abductive methods, the strive is to create a complete
overall picture. Situations and problems are faced and handled as they come.

2.2.1 Qualitative Method

Qualitative research methods are used in this research work. Questions and problems have
been formulated with the aim to deepen the knowledge within the chosen subject as the work
proceeds. The work method is flexible and new angles of the subject are evaluated for their
relevance. For example new angles, found during the thesis work processes, that are
considered to be of importance are taken into consideration and analyzed further in the rest of
the thesis. Problems are handled as they come and this is facilitated trough a good relationship
with the mentor at the company.

2.2.2 Abductive Method

In this thesis work an abductive reasoning is used. Abductive reasoning is used since
fundamental facts within the subject are scarce the theoretical framework is instead build up
through observations from “real-life”. Empirical and theoretical studies are combined in order
to get a deeper understanding and knowledge about the subject. For example the performed
interviews are followed up by literature studies and benchmarking studies. These studies are
then followed up again by more questions to the concerned persons at the company. This
deepens the understanding of how Halens and the studied competitors operate in the area.
From the gathered information conclusions are drawn and developed into improvement
proposals.

In abductive reasoning the suggested solutions should also be implemented and then analyzed
for their relevance. This is although not done within this research because of time issues and
the fact that this is not what the company requests. Halens are although suggested to take this
work under consideration in future improvement work.

2.2.3 Literature Search

Literature search are used as a help to deepen the understanding about the issues in this thesis
work. The idea is to get basic understanding about the related subjects in order to better
understand the result of the interviews and competitor analyzes. Web pages and return forms
related to the chosen companies are examined, analyzed and compared.

2.2.4 Interview

Qualitative, unstandardized interviews are used in this thesis work. This since this technique
implicate that it is not possible to know what questions that are important and meaningful for
the chosen subject. It also allows for unanticipated follow up questions to emerge during the
interview. This is helpful since the chosen research method is abductive reasoning and the
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available facts in the subject are scarce. In the beginning it is not clear exactly what the
problem is and this type of interview leads to a deeper understanding. Also unexpected new
angles can be found if using this technique.

The interviews will be done throughout the whole time period in order to create a picture as
real as possible. Regular contact will be held with the mentor at Halens and at The Swedish
School of Textile in Boras. Also personnel in design and purchase departments at Halens will
be interviewed.

2.2.5 Reliability & Validity

All facts found during the research process are studied for their reliability and validity. This is
done before any conclusions are drawn. Facts that are considered to be important and reliable
are also used in the continued research work.



3. Theoretical Framework

This section covers general information about eCommerce, returns management, consumer
insight and work methods within a fashion company. This information will lay a foundation
for the suggested improvements and conclusions.

3.1 eCommerce

Post and mail-order companies have during the past decade increased significantly. The
reason is mainly customer demand. Work and family life is today’s focus and people have
less time for shopping in regular stores. Shopping online is fast and easy and gives more time
for other family activities. (www.entrepreneur.com) The first quarter in 2010 the eCommerce
businesses increased the sales with 12,8 % compared to the same period previous year. The
total turnover within eCommerce is estimated to be 24 billion SEK for 2010, this is 4,5 % of
the total sales within all commerce. The biggest challenge is to increase the additional sales
and create functions that help, inspire and inform the consumer. The aim is to attract the
consumer to buy more. (www.habit.se)

eCommerce can be defined as buying and selling of services and products through an
electronic system such as the Internet (Kalakota et al., 1999). This is today’s marketplace
where everything happens and from a company’s point of view it opens up opportunities to
reach out to a larger amount of customers. (Kalakota et al., 1997)

Internet and computer technology are improving all the time. The systems create great
opportunities for interaction between customers and suppliers and also internally within the
company to overlook business processes. The system also makes it possible to increase the
level of customization, where a company can increase the information flow between all
parties involved (Kalakota et al., 1997).

Benefits for businesses adopting or working within eCommerce can, according to D. Chaffey
(2009, p. 31), be the reduction of necessary work labor which will reduce the fixed assets.
Services can be delivered electronically which will increase the efficiency and thereby reduce
costs. Also an increased revenue can be gained because the ability to reach out to a larger
number of customers.

3.2 Returns Management

Returns management has become a subject that is more and more important for companies to
handle. There are a lot of risks that can occur from not dealing with the flow of the returns in
an efficient way. The greatest danger is that the relationship with the customer can be
negatively affected which can lead to lack of customer loyalty and decreased profitability.
When a customer has got a negative point of view the company gets a negative stamp that are
very hard to get rid of. A person’s mindset is very hard to change. (Rogers et al., 2002)

Another negative effect caused by an inefficient returns management is the logistics costs. In
the article by Rogers et al. (2002) it is explained that the logistics cost associated with
handling returns can stand for around four percent of a company’s total logistics cost.

All these negative effects of an inefficient returns management gives a good picture of how
important it is for a company to include this in the overall supply chain management strategy.
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In the same way material and information must run smoothly through the supply chain from
the suppliers, manufacturer, focal firm and finally reaching the end customer it must also run
smoothly the other way around when it comes to returns. The right information must be
collected from the end customer and this information must then be handled in an efficient way
in order to get the best result in the end of the process. The company must analyze and
understand the reason of the return in order to make a change so that the number of total
returns can be minimized. (Rogers et al., 2002)

One big dilemma that occurs in mail and post ordering companies is the task to collect the
right information from the customer in order to analyze what they really want. In regular
stores the customer enters and find garments that they want to try on. If it fits and they like it
they will most likely buy the item, and if it do not they will hang it back on the rack. This
results in minimized returns. When shopping online this possibility does not exist and the
customer will buy items and garments that they like on picture and that they think will meet
their expectations. If the received item then does not meet up to the expectations the customer
will be disappointed and send it back. The negative effect these returns have will of course
affect the company image and can result in loss of customer loyalty. It is therefore very
important for companies, especially within the eCommerce, to really understand what the
customers want in order to minimize the returns. (Rogers et al., 2002)

To manage all types of returns in a fashion mail order company it is preferable to have a
returns management system. A network should be built with people within the organization
that can help each other analyze, understand and improve customer input. The network must
most likely in this case include design and purchase departments. It is here the difference will
be made for next coming seasons. The lessons must be learned of what went wrong. (Rogers
et al., 2002)

3.2.1 Returns avoidance

Returns management is explained as the handling of returns in the most efficient way, in order
to gain customer loyalty and increased profit. Returns avoidance should be a part of this work
in order to increase the efficiency. The cause of the returns must be analyzed and processes
and ways of handling these returns must be developed. Returns avoidance aims at developing
products and services in a direction where the return requests can be minimized. Ones the
return reason is known guidelines can be developed in order to avoid future returns. (Rogers
et al., 2002)

This avoidance can be gained from for example improvements of the quality of a product, or
by delivering better services around a product such as better instructions. Different types of
companies will have different types of return reasons and thereby also different types of
returns avoidance methods. Victoria’s Secret, an eCommerce lingerie retailer, are dealing
with a high level of returns caused by sizing issues. The number of returns makes them put a
lot of money on transportation of the products back and forth from the warehouse. In order to
avoid this, the company is together with its suppliers constructing sizing guidelines to their
product groups. These have the aim to inform the customer about the sizes in a better way and
thereby decrease the number of returns related to this issue. The customer satisfaction will be
improved, and also the costs related to returns. (Rogers et al., 2002)
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3.3 5R Framework

By really addressing and making a strategy for this reverse logistics companies can find
opportunities to increase the profit and customer loyalty. There are five critical elements of
returns that have to be understood in order to deal with them more efficient. They are called
the 5 “R’s”: Retail management, Relationship management, Returns management, Repair
management and Recovery management. This 5R framework can help companies to think of
each key element, normally not existing in a traditional forward supply chain, in order to have
successful returns. This framework can thereby help a company to bring profitability into the
returns management system. (Vitasek et al., 2006)

3.3.1 Retail Management

This is the first step in the reverse logistics process and appears in the meeting when the
customer faces the store. This first step occurs of course differently for a company only
selling through catalogue and web-shops. The two things that are important in this step are
firstly to communicate the rules of returns to the customer at the point of sales, and secondly
to try to solve problems as smoothly as possible when they occur. If a customer have a clear
view of what the rules are the returns tend to decrease. (Vitasek et al., 2006)

3.3.2 Relationship Management

Many companies view returns as something that just happens. It lands on the doorstep and no
one knows why. However, more and more companies seem to understand the importance of
knowing why the return happens and to create a relationship with the customer that can give
this information. Many companies today use a web-based returns management system where
the customer can go in and fill in a form with information about the cause of the return. This
information gives the ability to capture and understand what is going to be returned and why.
This information also gives the possibility for the company to be proactive in its future
development work. (Vitasek et al., 2006)

3.3.3 Returns Management

The most visible part of a return is warehousing and fulfillment activities and it is often here
focus is when improving a company’s total return process. This part includes the logistics
flow of products within the warehouse and also how the customer should be compensated.
Because the amount of incoming returns sometimes can be very high it can be hard to manage
in the already existing warehouse for outgoing goods. Therefore it can be more efficient to
create a warehouse or a part of a warehouse that only are controlling the incoming returns.
These two systems should also be constructed in different ways in for example handling
pallets and boxes so that the processes can run as smoothly as possible for the wanted
situation. (Vitasek et al., 2006)

An efficient logistics flow for returns is very important for customer satisfaction and loyalty.
If a customer want to for example change a size or color on a product this process needs to be
as fast as possible in order to fulfill customer needs. To have a warehouse system just
handling the returns can be crucial to fulfill customer needs and demands, and to gain
competitive advantage. (Vitasek et al., 2006)
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3.3.4 Repair Management

The longer a product is located in the warehouse the more money it will tie up. The preferable
way is to have products as short time as possible on the shelves to keep the rotation going. In
this way returns should not be associated with problems, but with solutions for gain more
profit in reselling opportunities. (Vitasek et al., 2006)

3.3.5 Recovery Management

Many companies are focusing on the recovery speed. The idea is to get the returned product
back into the distribution pipeline and onto the shelves as fast as possible. This is very
important especially for seasonal product with a short life cycle. Some of the solutions can be
to sell the product as new in existing channels, sell at a discount at own shops or outlets, sell
at a bigger discount into secondary markets or to donate to charity. (Vitasek et al., 2006)

The bottom line of any return is to take advantage of the total process. To look into all of
these five key elements that a return involves, learn from them and make them usable in the
aspect of gaining a higher profitability, customer satisfaction and loyalty. (Vitasek et al.,
2006)

3.4 The Role of a Purchaser and Designer

3.4.1 Purchase

A purchaser at any fashion company is responsible for buying the correct products, in the
correct quality, quantity, time and price. To be able to do this the purchaser has many
responsibilities, some which are listed below.

e Calculation of lead times, with the aim to plan the order point so that the products will
be delivered in time.

e Conducting different tests on fabrics and trimmings before production and commenting
on different product samples.

¢ Product calculation based on the ordered quantity.
o Writing product specifications, that the factories follow during production.
¢ Responsible for quality control during production.

It is also the purchaser that has to solve many different problems that can occur during
production. For example negotiating with the manufacturer to cancel an already booked order
or to add on an additional order when the production capacity already is booked. (Hedén &
McAndrew 2005, p. 105-109)

For a fashion company time is a very important factor, if the garments are delivered too late it
will lead to lost sales or worst case scenario, cancelled orders. Because of this the buyer must
focus a lot on time and make sure that all steps in the developing and production processes are
finished in time. If one step is delayed the whole chain will be affected and the customer will
not get the products in time. Companies with good time management often are more
profitable and can increase the market share. (Hedén & McAndrew 2005, p. 85-86)
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As stated earlier time is an important factor, but it is even more important that the company
delivers the right product and this is where the designer comes into the picture. Without the
right design and the right product it does not matter if the products are delivered on time or
not. (Hedén & McAndrew 2005, p. 85-86)

3.4.2 Design

A designer at a fashion company is responsible for designing the right product. Since it takes
a long time to produce fashion articles the designer needs to have a good feeling about what is
going to be right in the future, a year or two years ahead of time. The designer chooses what
type of garments that should be produced, in what colors, patterns, fabrics and cuts. If the
designer misjudges the trends and the garments are already produced it can lead to lost sales.
The designer can be responsible for either a whole product line or one product group. Often
the product groups are gathered to form bigger groups as for example knitted products, woven
products and so on. (Hedén & McAndrew 2005, p. 108-109,)

Before the designer decides what to design, for each specific season, he or she search for
influences in different ways. Often the designer goes on several trips to see what is popular in
the fashion capitals around the world for example in New York, London and Paris. Fashion
shows can of course be an inspiration but also just looking at people on the street or at a pub
can serve as a great source of inspiration. Designers can get inspiration from music,
magazines, movies or art. There are also a lot of fashion and fabric fairs to visit and different
fashion meetings to attend. All companies and designers work differently with this but the
goal is the same. (Hedén & McAndrew 2005, p. 126)

After this inspiration search the designer work together with the head of design and marketing
department and develop different models, choose fabrics, accessories etc. that the collections
could contain. Then an idea collection is produced where color charts are made and fabrics
and trimmings are suggested. Here the manufacturers, price range, quality level and so on are
discussed and chosen. Now the designer starts to draw the different models, many sketches
are needed on each garment to show all details and angles. When all the sketches are done the
pattern making departments take over and makes the patterns that then are used for producing
the actual garment. Different samples and prototypes are then produced and then they are
commented on by the designer, purchaser and pattern constructer so that the garments will
look as the designer intended from the beginning. (Hedén & McAndrew 2005, p. 127-161)

Far from all products that are designed by the designer, at the beginning of the development
process, are actually produced and sold to the customers, many models are cancelled along
the way of product development. (Hedén & McAndrew 2005, p. 162)

3.4.3 The Importance of Collaboration

Different companies have different levels of cooperation between the purchase and design
departments, some work closely together and some have very limited cooperation. But, in
order to maximize the profitability of the company a close cooperation is necessary. In
companies where the two departments work closely together the efficiency increase, lead
times are shortened and the quality is improved. (Hedén & McAndrew 2005, p. 109)
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3.5 Consumer Insight

Today we are moving towards a consumer driven supply and demand chain. The key is to
produce what the customers want, not what the customers probably might want. To being able
to do this it is important to really understand the customer needs and problems. The
companies must take action, so that the true demand really is known and understood.
Therefore focus on consumer insight should be placed in an early stage in the product
development process. If companies fail to do this it can lead to lost sales and discontent
customers. (Dag Eriksson, lecture 2009-09-01)

Expectations from the customers have risen and they are now demanding better products and
also better services that are associated with the product. The companies must start by
analyzing what the true customer demand is in order to fulfill the customer needs. Many
companies that deliver a physical product also deliver some kind of service to the customer in
one way or another. Since it is common that the service level at a company varies from day to
day or hour to hour and also that the customer perceptions of service vary from customer to
customer and time to time, gaps can easily occur between what the service is supposed to be,
what the customer expect it to be and how the customer then perceive the service when it is
delivered. It is also important to avoid these gaps for conventional products. (Harrison, A &
van Hoek, R, 2008, p. 44)

Supplier Customer
Gap1l

Service Expecfted

specification service
Gap 2 Gap 3

Service Perceived

delivery service
Gap 4

Figure 4- Service quality gap model, (Harrison, A & van Hoek, R, 2008, p. 44)

Gap 1 — Gap between customer expectations and the provided service.

Gap 2 — Gap between the service description and the delivered service.

Gap 3 — Difference between customer expectations and the perceived delivery.

Gap 4 — Difference between how the customer and the company perceive the service.

It is important to work with minimizing these gaps in order to get content and loyal
customers. Loyal customers are important for companies because they tend to create more
value over time, spend more money compared to new customers and also tend to spend more
money over time. It costs a lot of money to attract new customers to a company. (Harrison, A
& van Hoek, R, 2008, p. 45-46)

14



For a company to be able to deliver products and services that meet or exceed customer
expectations work efforts have to put in finding the customers true demand, what they want
and how they want it.
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4. Empirics

This section will cover how companies within eCommerce are working with return codes,
measurement lists and product descriptions which are believed to play an important role
within returns management and returns avoidance. Webpages and return forms are studied
and analyzed to give a deeper understanding about how some of the leading eCommerce
companies are working within these areas.

4.1 Halens

As explained before Halens is one of Sweden’s leading companies within eCommerce. For
more detailed company description please see chapter 1.1.

4.1.1 Product Description

When entering Halens’s web-shop categories are listed in a banner at the top of the page. The
categories are; Fashion, Beauty, Home and living, and Electronics. Under each category more
specific choices can be done, see figure 5. (www.halens.se)

Info om Halens Ordersedel lyhetsbrev 033-10 85 00 0 varor i din shoppingbag
Privatian Bestall katalog Prenumerera Kunditjanst Summa: 0 kr

h a | e n S A Mode Skonhet Hem & fritid Elektronik Fynd } 3 produl I Sak I

Kvinna Man Bam
Overdelar Overdelar Killklader

-~ 2 Nederdelar Nederdelar Tjejklader
ROSta pa facebOOk va d d u Yiterklader Yiterklader Barnskor
Underklader Underklader Accessoarer
Sov & mys Sov & mys
Bad & strand Bad & strand i
Sportklider Sportklider NE 2
Accessoarer Accessoarer 129 ki
Skor Skor *ok ok ok
Brollop
Stora storlekar

Till kassan

Rosta pé:

Jeans, Skor eller
Underklader.

Den kategori som
far mest roster ger
vi 50% rabatt pa.

aomars sovor 2010.04.178halens’

Figure 5 - Categories (www.halens.se)

When the customer enter a page for a specific product more detailed information of the
garment is given. On this page the customer have the ability to comment on the garment and
Halens have the ability to answer. On this page the customer can also score the products with
1 to 5 stars. A size guide can also be entered through this page. (www.halens.se)
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4.1.1.1 Jeans

When entering bottoms and then jeans a page with miniature pictures appears. They can be
sorted after new arrivals, price, customer scoring and brand, also size and color can be chosen.
(www.halens.se®)

To get more information about a garment the customer enters a new page by clicking on the
picture. A page, like the one below (figure 6), is entered. Here more pictures of the garment
are found with different angles to get a clearer picture of what the garment actually looks like.
There is also a zoom function that makes it possible to zoom wanted parts of the product. A
text is also explaining the garment. (www.halens.se?)

[ Mina klick Mode » Kvinna » Nederdelar » Jeans » Jeans

Alla produkter frén Halens

“%_@-,w: J eans Alla jeans frén Halens
»I’:::::::trion 349 kr . Andra gillar
»Varumirken *kkk m

Mest & senast blogga... Lesclls| Kommentera & betvasslt Frona 1 14
> Catwalks 2010 T ) i il E{t
oyfriendjeans i rak femficksmodell. Slitha detaljer 51
- fram och hak. Nitar. Langd ca 84 cm i storlek 38. Ak *hkhk
» Overdelar Grenhdjd ca 25 cm. Tvatt 40°. 30% bomull, 10% Jeans Jeans
polyester 499 kr 399 kr
Byxor &
Kjolar Firg [
VE § )
Shorts ﬁiﬁm
Leggings Storlek \@Q
3436 38 40 42 44 N6 48 b
»Yiterklider terlekenuil Topp Spottbehd .
»Underklader 149 kr 318 kr
»Sov & mys .
»Bad & strand i Se fler
» Sportklader 4
»Accessoarer Tips till dig
SSHor Senaste blogginlagget
> Brollop sindags outfit av Jane’s dreams

1 ménad sedan

»Stora storlekar

Skriv U elaTipsal s
. i Retainea N, Kommentera & betygsatt
[P | Blogga om den har produkten

Figure 6 - Jeans (www.halens.se?)

Boyfriend jeans in a straight 5-pocket style.
Worn details on back and front. Studs. Length in
size 38 about 84 cm. Crotch height about 25 cm.
Wash 40°. 90 % cotton, 10 % polyester.

4.1.1.2 Dress

Dresses are under the category upper wear. When choosing to look on the dresses miniature
pictures are displayed in a list. As the same for jeans and all other garments, the products can
be sorted out from new arrivals, price, customer scoring, brand, size and color.
(www.halens.se®)
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In this view price, brand and scoring is shown for each product. The sizes and number of
colors available is also shown. (www.halens.se®)

By clicking on a product the customer will enter the detailed page, where product description
and pictures can be seen, see figure 7 below. The pictures can be enlarged so that details can
be viewed, it is also possible to see a film clip of the garment. (www.halens.se?)

[ Mina klick Mode » Kvinna » Overdelar » Klanningar » Kli&nning

Alla produkter fran Halens

_— - K | annin g Alla Kidnningar frén Halens
Nyheter 349 kr :
Inspiration Andra gillar
»Varumarken **** \ J
Mest & senast blogga... ; ’1 Lés alla Kommertera & betygsétt Fraga - -
» Catwalks 2010 e 8 5 <
| Chiffongklanning med paljetter fram och bred IR
\ smock bak. Axelband och knythand i satin. Py
= i 4 Axelbanden ar elastiska bak. Helfodrad. Langd ca Vaska Jeans
Blusar 89 cm i storlek 38. Handtvatt. Yitertyg: 100% 149 kr 399 kr
Kavajer & drakter \ polyester Foder: 1.
. "
Toppar | . Firg e =
ke =
Tunikor 'S vali A Sz
i v SN <]
Trdjor n il .-\\i‘ A
: | <5 Storlek
Linnen 7 o
34 36 38 40 42 44 46 Balte Linne
Vastar
| Storleksauide & storleksrekommendtio 129k 179k
»Nederdelar |
»Yiterklader Zooma Férstora Film Se fler
»Underklader n —
»Sov & mys . & B Tips till dig
»Bad & strand
»Sportklader D
»Accessoarer Senaste blogginlagget ‘ .7
» Skor Det har far mig att langta efter varma
sommarkvallarl av Shoppingtips frin .
»Brollop RS A Ak

Figure 7 - Dress (www.halens.se®)

Chiffon dress with sequins and a broad
smocking in back. Shoulder straps and tie band
in satin. The shoulder straps are elastic in the
back. Fully lined. Length in size 38 about 89 cm.
Handwashing. Outer fabric: 100 % polyester.
Lining: 100 % polyester.

4.1.2 Measurement Lists

At Halens the customer can find the measurement lists attached to the different products and
at the customer service department. Halens have one webpage that contain all the
measurement lists. The customer can just click on different tags depending on which
measurement list he or she wants to enter, and scroll down and find all the measurements.
Halens have a lot of different measurement lists available on its web page for different
garments, products, brands and so on. When looking at a product the customers can click a
size guide button and the measurement list will open in a new window. (www.halens.se)

18



4.1.2.1 Jeans and Dresses
Halens has measurement instructions available on the homepage, as following:

A. Chest width
Measure around the body where the bust is the biggest. Preferably JA
when wearing a bra. A1)
B. Measurement below bust 1B
These measurements are for bra’s. Measure around the body below I\
the bust as tight as possible. M)
C. Waist width /1
Measure around the waist.
D. Seat width
Measure the where the seat is the biggest. (about 20cm below
waist)

(www.halens.se*)

Size 32 34 36 38 40 42 44 46 48 50 52 54 56
Bust width A 78 82 86 9 94 98 102 106 112 118 124 130 136
Waist widthC 60 64 68 72 76 80 84 88 94 100 106 112 118
Seat width D 8 88 92 9% 100 104 108 112 117 122 127 132 137

Waist measurements inches 24" 26" 28" 30" 32" 34" 36"

Waist measurements cm 61 66 71 76 81 86 91

Table 1- Measurement list for women’s wear (www.halens.se")

Garment lengths
e Dress and coat lengths are measured from the shoulder.
e Skirt lengths are measured from below the waistband.

e Pant lengths are measured at the inside of the leg. This measurement can be found at
each model in the product description.
(www.halens.se®)

4.1.3 Order Methods

Customers can order products directly online at the Halens’ webpage, trough customer service
by telephone, fax or by sending in an order form by mail. (www.halens.se)

When ordering online the customer click directly on the chosen product, choose color, size
and amount, and then add to shopping bag. When the customer is done he or she clicks on the
“check-out” button. Then there are three different steps that must be completed in order for
the order to be registered. Online the customer can also fill in an order form where they fill in
article number, size and amount. (www.halens.se)
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4.1.4 Exchange and Return

When a customer wants to return or exchange a product the enclosed address form should be
used. Also a return form should be filled in and enclosed in the returning package. A freight
cost of 55 SEK will be charged to the customers for the return. If the product is defect or if
Halens has sent the wrong product Halens will pay the freight costs. (www.halens.se”)

4.1.5 Return Codes

When a customer wants to return a product they are asked to fill in the reason of the return in
the return form delivered together with the product.

Halens return codes are:

Normal order not picked up by customer (filled in by Halens)
Back order not picked up by customer (filled in by Halens)
Too late delivery

Faulty dispatching

Faulty products

Do not correspond to the expectations

Size, too small

Size, too big

Fit, not good

Unhappy with replacement article

©WooNOO RN PO

For a detailed return form please see appendix 1.
4.2 H&M

H&M’s business idea is to provide high quality fashion at the best price. Therefore H&M
offers a wide product assortment, so that all customers can find their own personal style.
H&M can offer low prices by minimizing the middle hands, buying large volumes, buying the
right product from the right market and to think about costs in every part of the supply chain.
(www.hm.com?)

H&M’s goal is to grow with 10-15 percent each year at the same time as the sales should
increase in every store. (www.hm.com?)

H&M offer clothes and accessories for women, men and children. The women collection aims
towards all fashion interested women in all ages. The assortment includes tailored garments,
classical garments, the latest fashion garments and everything in-between. The garments are
then also matched with accessories, underwear and shoes. The men collection also contains
classical garments as well as high fashion garments and is completed with matching
accessories. H&M’s younger target group is offered a collection called Divided. The children
collection is divided into three different age groups, baby, kids and H&M Young. Here the
focus lies on making fashionable, practical, comfortable and safe products. H&M also
complete its offerings with a cosmetic line. (www.hm.se?)

H&M products can be bought in H&M own stores, online and by catalogue in 37 countries.
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4.2.1 Product Descriptions

4.2.1.1 Jeans

H&M has divided its jeans into four different categories, bootcut leg, skinny leg, regular fit
and boyfriend fit. The customer can choose to look at one category alone or choose to look at
all the jeans at the same time. When the customer chooses a pant they first get to a web page
where a whole outfit including the jeans is presented. Also other suggestions on other similar
products are suggested to the customer. In order to look at the jeans themselves the customer
must click at the pants again. Then a product description appears on the screen, please see
figure 8 below. The customer can also see details on the garments and choose to see the
measurement list by a single click. (shop.hm.com)

RN em— NAD 'ACMET ARME - Nyhetsbrev Katalog Kundservice Minsida Loggain
MDAM HERR™ "DIVIDE BARN"KOSMETIK "HOME y g a0
O e Q Tiioaka (%)
© nNyheter < 2
S it &denim jeans

Fit Slim. 5-ficksmodell med smal passform
och smala ben. Gyif med dragkedja.
Grenhdjd fram 22 cm och innerbenslangd

© Trojor & cardigans
© Skjortor & blusar

© Byxor 84 cmisti 30".

v Jeans

Bootcut leg @ Se detaljer

PRnniEd 9 Mattabell

Regular fit

Boyfriend fit

Se alla

© Kianningar & kjolar Storlek Antal
© Jackor & kavajer Valj storlek v 1 B
© Mammakiader

© Organic cotton g'ag

© BIB storlek 44-54

© Sport & badklader Fit Slim. 5-ficksmodell med smal passform

© Underklader
© LOGG.

© Accessoarer

och smala ben. Gylf med dragkedja. Grenhdjd
fram 22 cm och innerbenslangd 84 cmi stl
30" Tvattad och behandlad denim i 98%
bomull 2% elastan. Maskintvatt 40°.

© Skor ' - f

Figure 8 - Jeans (shop.hm.com®) /

Slim fit. 5-pocket model with narrow fit and
narrow legs. Fly with zipper. Crotch height
front 22cm and inseam 84cm in size 30".
Washed denim in 98% cotton and 2%
elastane. Machine washable in 40°.

4.2.1.2 Dresses

Dresses and skirts fall under the same product groups at H&M. The customer can choose to
look at dresses and skirts separately or together. When the customer chooses what dress to
look at he or she first get to a web page where a whole outfit including the selected dress and
other accessories are presented. Also other similar products are suggested to the customer. In
order to look at the dress separately the customer must click in it again. Then a product
description appears on the screen, please see figure 9 below. The customers can also see
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details on the garments and choose to see the measurement list by a single click.
(shop.hm.com)
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Figure 9 - Dress (shop.hm.com?)

The Garden Collection Straight model
with butterfly sleeves. Pockets in the
side seam and cut under the bust.
Length 86cm in size 40. Woven
material in 100% recycled polyester.
Machine washable in 40°.

Figure 10 - Dress, detailed picture (shop.hm.com?)

4.2.2 Measurement Lists

H&M have separate measurement lists for men, women and children. The customer can only
look at one measurement list at the time. For sweaters, blouses, dresses and skirts for women
the focus is on only three measurements, bust, waist and seat. Jeans and bra have a separate
measurement list. The measurement lists can be found directly connected to each product
description or separately at the customer service department online. (shop.hm.com?®)

Please see measurement list for jeans and other garments below (table 2 and 3).
Jeans sizes are most often given in inches, ex 30/32. The first number refers to the waist
measurement and the second number refers to the inseam. (shop.hm.com?®)
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4.2.2.1 Jeans

XS S M L
Sizes in inches 25" 26", 27", 28" 29", 30", 31" 32", 33", 34"

Inchsizesincm 25"=64cm  26"=66cm  27"=69cm  28"=71cm
29"=74cm  30"=76cm  31"=79cm  32"=81cm
33"=84cm 34"=86cm  36"=91cm 38"=96cm

Table 2 - Measurement list for jeans

4.2.2.2 Dresses

XS S M L XL 2XL 3XL
Size 32 34 36 38 40 42 44 46 48 50 52 54 56 58
Bust 76 80 84 88 92 96 100 104 110 116 122 128 134 140
Waist 60 64 68 72 76 80 84 88 94 100 106 112 118 124
Seat 84 88 92 96 100 104 108 112 117 122 127 132 137 142

Table 3 - Measurement list for dresses, sweaters, blouses, skirts and so on.

H&M also have guide that explains how and where on the body the different measurements
should be taken.

A. Chest width; measurement should be taken where the bust is the
biggest and preferably when wearing a bra. o—p
B. Measurement below bust; this is needed when buying a bra. This o—
measurements should be taken as close to the body as possible.
C. Waist width
D. Seat width; should be measured at the widest part of the hip.
E. Inseam; should be measured from crotch to floor.

ﬂ_

(shop.hm.com®)

4.2.3 Order Methods

Customers can order clothes online at H&M webpage, through customer service by telephone
and by sending in an order form by mail.

When ordering online the customer can click directly on the chosen product, choose color,
size and then add to shopping bag. When all wanted products are chosen the customer click
“go to check-out". Here an already registered customer can log in directly and a new customer
must first register before the purchase can be finished. If a customer knows the article number
he or she can fill in an order form directly online. (shop.hm.com)

4.2.4 Exchange and Return

The customer can send back the products to H&M within 14 days after receiving the products,
this as long as the products are unused. When returning a product the return form and address
form that comes with the package should be used. If it is H&M that has sent the wrong
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product or if it is something wrong with the product H&M will pay the freight costs.
(shop.hm.com*)

4.2.5 Return Codes
When returning a product the enclosed return form should be filled in.

H&M’s return codes are:

Too small size

Too big size

Do not correspond to expectations
Broken/stained/missing buttons etc.
Shrink, loose shape after wash.

Bleed after wash.

Too late delivery, regretted purchase etc.
Wrong item delivered.

Missing item.

CoNoRrONE

For a detailed return form please see appendix 2.
4.3 Nelly

Nelly is an eCommerce company selling fashion and beauty products through its own web
shop. The company started in 2004 and is operating in Denmark, Finland, Norway and
Sweden. Today Nelly is one of the leading e-tailer within the fashion industry on the Nordic
market. (www.nelly.com®)

Nelly is mainly focusing on boys, girls, men and women in the ages between 18 and 35. The
company’s Vision is to carry an inspiring assortment of fashion and beauty products for trend
aware men and women on the European market. The company has a wide assortment with
both well known and unique brands and is focusing on quick deliveries to customer and on a
high service level. (www.nelly.com®)

On Nelly.com different product categories are displayed which makes it easy to find the
wanted type of product. Each category can be filtered by size and sorted after newest arrivals,
highest or lowest price, and by brand. This is done to narrow down and sort out the wanted
products. This makes it easier for the customer to distinguish and go through the different
product categories. (www.nelly.com)

4.3.1 Product Description

4.3.1.1 Jeans

To help the customer find a certain style of jeans Nelly has made a detailed list where
different choices can be done. Nelly will then automatically display the jeans matching the
customer’s requests. (www.nelly.com?)

The styles that can be chosen between are; slim fit, straight, flare and baggy. The price range
can be set between 0 and 2000 SEK and more. Size and brand can also be chosen in the list.
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For every choice that is made the system will generate a match, and the more choices that has
been done the more specific the result will be. (www.nelly.com?)

The result is displayed as miniature pictures with a very short description underneath, where
the styles name, the brand and the price is listed. From this view the customer can click at a
wanted picture and will then enter a page where more information about the product is shown,
see figure 11 below. Here the customer will see more pictures of the product. In this case
when it comes to jeans one front and one back picture is shown. A size guide is also included
in this page where the customers can measure themselves and compare these measurements to
the ones in the list in order to find the right size. (www.nelly.com?)
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Figure 11 - Jeans style (www.nelly.com?)

5-pocket jeans in an attractive skinny jeans
model from DR DENIM. Tearing in front.
Button and a short zipper in the fly. Made of
98 % cotton and 2 % elastane.

4.3.1.2 Dresses

Nelly has divided the dresses into two different categories, one is festive dresses and the other
one is casual dresses. When a category has been chosen a list with miniature pictures is
displayed. (www.nelly.com®)

Here, as the same way as for jeans, the customer can enter a more detailed page about the
chosen garment by just clicking on it, see figure 12. For garments like dresses more pictures
are displayed in different angels and the customer can also see how the garment looks like in
movement in a catwalk film. (www.nelly.com®)
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Figure 12 - Dress (www.nelly.com5)

Hirlig, ramantisk klinning frin Traffic People,
Armlss kl3nning med sppning i ryag. Hag hals
med en dekorativ blomma framtill, Kldnningen
behiver kemtuittas, Tillverkad av 100% silk,

fhnr 161034-0029
srg: BIS
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Lovely, romantic dress from Traffic People.
Dress with no sleeves and opening in back.
High collar with decorative flower. The dress
needs to be dry cleaned. Made of 100 % silk.

4.3.2 Measurement Lists

Nelly has different measurement lists for different types of products. Each product has its own
size guide connected to its page next to the product description. There is no general list
available on the homepage, so the customer must go to each product to find the information.

Below follows some examples. (www.nelly.com®)

4.3.2.1 Jeans

The size guide for jeans uses four different measurements; crotch height, length of inseam,

seat and waist, like in table 4 below. (www.nelly.com®)

Slim W24/132 W25/132 W26/L32 W27/132 W28/132 W29/L32
Crotch hight in cm: 18 18 18 18 18 18
Length of inseam in cm: 80 81 82 83 84 85
Seatincm: 39 40 41 42 43 44
Waistin cm: 31 32 33 34 35 36

Table 4 - Measurement list for skinny jeans

Ww30/132 W31/132 W32/132

18 18 18
86 87 88
45 46 47
37 38 39
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With this information and with a guide how to do the measurements Nelly guides the
customer to the right size. A picture and explanatory text is found for all jeans as below
(figure 13). (www.nelly.com®)

This is how we measure: Jeans - Slim

A. Crotch height — From crotch to waist including the waist
band.

B. Inner leg — From crotch to foot opening.
C. Seat — 5 cm from the crotch right across.
D. Waist — In the top of the pant right across.

Figure 13 - Measurement instructions for skinny jeans

4.3.2.2 Dresses

The size guide for dresses uses three different measurements; bust, waist and length. See table
5 below. (www.nelly.com®)

Festive dress X-Small Small Medium Large
Bustin cm: 37 38 39 40
Waist in cm: 39 40 41 42
Length in cm: 77 78 79 80

Table 5 - Measurement list for a Traffic People dress

In the same section the customer can get information about how to do the measurements. A
picture is shown, as the one below (figure 14), and a text is written to guide the customer even
more. (www.nelly.com®)

This is how we measure: Festive Dresses

' When we are measuring our festive dresses we measure bust
- and waist. These measurements are measured right across
from seam to seam. To get the circumference of the garment
take the written measurement times two. The length of the
garment is measured from the garments highest point to its
lowest.

Figure 14 - Measurement instructions for festive dresses
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4.3.3 Order Methods

The customer makes an order through adding the wanted garment or product in a shopping
bag. On each product’s page the customer should chose size and amount and then click on the
“add to shopping bag”-button. When the customer then is finished shopping he or she can go
to the “cashier” by clicking on the bag in the upper right corner. The system will then guide
the customer through different steps until the order and payment is done. The order is sent to
the customer within 1 to 5 days. (www.nelly.com®)

4.3.4 Exchange and Return

Nelly has a 14-days return policy. The product must be unused and sent back in its original
package and with hang tags. 35 SEK will be charge for the return. If wrong item has been
delivered or if the item is defect, Nelly will take the responsibility for the extra return fee.
(www.nelly.com’)

A return bill is attached on the invoice for the order. This bill should be filled in with the
reason of the return and then sent back together with the product. (www.nelly.com’)

4.3.5 Return Form

When a customer returns an item from Nelly they are asked to fill in a return form. The return
form consists of ten different codes.

Warranty

Too small

Too big

Unsatisfied with replacement

Too late delivery

Faulty dispatching

Do not correspond to expectations
Faulty product — Broken garment
Damage during transportation
Other — Specify reason

oSN~ WD EO

For a detailed return form please see appendix 3.
4.4 Halens Returns Management

Halens are working with different return codes that are the same for all products within the
assortment. Everything from sweaters and underwear to sofas and TVs have the same return
codes. When a customer wants to return a product he or she is asked to fill in the reason of the
return in the return form delivered together with the product. The codes are then compiled and
put into an IT system, and sent out to the designers, purchasers and quality managers.*

When a customer is shopping online or via catalogue, he or she uses their own home as their
changing room. They have got an idea about what the garment or item looks like, but one
cannot be really sure that it will fit or meet their expectations. Therefore, in these types of
companies returns are necessary and a level of non existing returns is not the aim. The Group

! Group Quality & Supplier Manager at Halens, interview 2010-04-08.
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Quality & Supplier Manager at Halens explains the level of return as in figure 15 below.
There is a line that divides happy and content customers from unhappy and discontent
customers. The level of returns should be below this line and if the level ends up above this
line the amount of returns are too high. This is most likely caused by lack of customer
understanding or other quality issues. In this case some kind of change needs to be done in
order to try to reach a lower level. Today he talks about the fact that Halens are 2positioned a
bit above this line and wants to find ways to decrease the total number of returns.

Number of returns .

Y

Time

Figure 15- Return curve of satisfied and unsatisfied customers

Today Halens work with 10 different return codes, as explained in chapter 5.1.5. The most
commonly used code by the customer is “Do not correspond to the expectations”. This is a
code that Andersson says do not give them enough significant information about the real
return reason. In fact Andersson says that codes 6-9 only give them limited information about
the reason behind the return and that this information is not enough, for the work with returns
avoidance. If the return form is not filled in by the customer code “Do not correspond to the
expectati03ns” is automatically used. Andersson although says that almost all customers fill in
the form.

4.4.1 Statistics
Confidential information.

4.4.2 Interpretation of Current Codes

There is a risk that the customers and Halens interpret the existing codes in different ways.
The codes can be hard to understand and interpret both for the customer and for personal at
Halens. Different persons have different background knowledge and will therefore have
diverse comprehensions. It is important that these interpretations correlate to each other as
much as possible in order to avoid misunderstandings.

2 Group Quality & Supplier Manager at Halens, interview 2010-04-08.
3 Group Quality & Supplier Manager at Halens, interview 2010-04-08.
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Halens interpret the codes in the following way*:

0.

© 0N A

Normal order not picked up by customer — The product is available in stock when the
order is placed, but the product is not picked up by the customer.

Back order not picked up by customer — The product is not available in stock when the
order is placed, but is delivered to the customer when it is available in stock again.
The product is although not picked up by the customer.

Too late delivery — The order is picked up by the customer, but is sent back again due
to the late delivery.

Faulty dispatching — Wrong product is sent from the warehouse.
Faulty products — Defect product.

Do not correspond to the expectations

Size, too small

Size, too big

Fit, not good

Unhappy with replacement article — If a customer wants to order a certain black tunic,

but it is not available in stock, the ordering system suggests another similar product. If
the customer orders this suggested product and is dissatisfied with it, this code should

be used for the return.

The customers however are thought to have another point of view on some of the codes.

0.

»w

© oo N

Normal order not picked up by customer — Code not visible to the customer, filled in
by Halens when the order arrives back to Halens.

Back order not picked up by customer - Code not visible to the customer, filled in by
Halens when order arrives back to Halens.

Too late delivery — The product is picked up. But after some consideration the
customer think that the product arrived too late in time and sends it back. The
customer likes the product, but has no longer any use for it.

Faulty dispatching — Wrong product delivered.
Faulty products — Product is broken or defect in some way.

Do not correspond to the expectations — The customer is for some reason not satisfied
with the product. This code is probably used for most of the return reasons. It could be
that the fabric of the product or the fit does not correspond to the picture the color does
not match expectations and so on.

Size, too small

Size, too big

Fit, not good

Unhappy with replacement article

* Group Quality & Supplier Manager at Halens, interview 2010-04-08
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4.4.2.1 Summary of Interpretation

Code number 5 can mean many different things. When this is filled in it is very hard for
Halens to know what the actual reason for the return is. Halens can understand that something
IS wrong or unsatisfying, but it does not give any detailed information of what and why. If a
customer is unsure about the reason, this code is most likely to be used. The fact that Halens
fill in this code when the customer have not filled in the reason, leads to misleading return
statistics.

Code 6 and 7 can give a faulty picture of the actual reason of the return. If a customer always
is buying in size 38 he or she will also do so when buying at Halens. If it then shows that this
garment is too small or big these codes will be filled in. This gives Halens limited
information. Halens does not know the customer’s actual size and if the customer has ordered
according to the measurement lists. Most often it is believed that the customer does not
measure themselves and thereby do not know their actual size at Halens. Sometimes customer
is unsure of their size and order the same garment in two different sizes to ensure that one will
fit. The garment in the wrong size is then returned to Halens. The customer will most likely,
in this case, fill in the codes too small or too big. This gives Halens misleading information
since the customer just ordered the wrong size and it is actually not too small nor too big.

Code number 8 is also very hard to interpret. What is good or bad fit is very individual and
sometimes the picture of the garment can be misleading. It can look like a slim fit on the
model, but in real life it can turn out to be more loose in its fit.

4.5 Interviews
Confidential information.

4.5.1 Returns Avoidance at Halens
Confidential information.

31



4.6 Information Flow over Current Situation

Healens’ current information flow over returns is as in figure 16 below.

system.

p
the wearhouse.

ones are thrown away.

analyzed. This happens once !‘

every month.

-I
problems are developed. D

comming season.

Figure 16- Current information flow (Group Quality & Supplier Manager at Halens, interview 2010-04-08)
4.7 Additional Analysis

Additional analysis has been done on different eCommerce companies. These companies are
thought to work especially good within certain areas. The information gathered can serve as
inspiration for improvements at Halens.

4.7.1 Measurement List

4.7.1.1 Black Tie

Black Tie is an eCommerce retailer offering festive clothing for men such as tuxedos,
tailcoats and accessories on the Swedish market. The goal is to deliver the best quality to the
lowest possible price the industry can offer. (www.blacktie.se)

Black Tie has a measurement list and size chart where the customer can get information of
which size to choose and how to do the measurements. Pictures are explaining how to take the
measurement on the different parts of the body to give a higher accuracy to the company’s
measurement list, see figure 17. (www.blacktie.se)
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Figure 17- Measurement list (www.blacktie.se)

The measurement list is then listed as in figure 18. To the right in the list it is specified which
body type the different sections are referring to. With this the customer gets a clear picture of
which part in the list to look at. The list is divided into; slender/normal, tall slender/normal,
very tall slender, short normal and short big. (www.blacktie.se)

A short explanation is also added in order to inform the customer that the measurement for
waist and inseam are the most critical ones. There is also a tip of how to take the
measurements on an already existing suit. (www.blacktie.se)

4.7.2 Return Form

4.7.2.1 Victoria’s Secret

Victoria's secret is a company selling lingerie and swimwear for women. It is a USA based
company with stores in USA and Canada. The lingerie and swimwear can although be ordered
through Victorias Secret web shop and shipped internationally. (www2.victoriassecret.com)

Victoria’s secret is working with a very detailed return form where the customer is requested
to fill in information in five different steps. In step one the customer for example fill in order
number and address information. In step two the customer chose if they want to return or
exchange the product. In step three the customer should fill in the reason of return or
exchange. The customer can choose between sizing, service, quality, product performance and
style/preference reasons. Each return category is divided into numbered subcategories and the
customers fill in the number for the chosen reason in the return form. For example;
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e Quality

16, Marked, spotted, stained
17, Quality of fabric
18, Workmanship
19, Defective
20, Coordinates did not match
o 21, Item not as on picture
o Style/Preference
o 37, Do not like fabric
o 38, Do not like color
o 39, Do not like style

o O O O O

e Sizing
o Overall
o 28, Too small
o 22, Too big

o Chest/Bust
o 29, Too small
o 23, Too large
o Waist
o 30, Too small
o 24, Too big
o Seat/Hips
o 31, Too small
o 25, Too big
o Rise/Crotch
o 32, Too small
o 26, Too large
o Length
o 33, Too small
o 27, Too large

In step four, the customer can fill in their new order if they have one and in step five it is
explained how the customer should pack and send their returns or exchanges. For a full view
of the return form please see appendix 4. (wwwz2.victoriassecret.com)

4.7.2.2 Ellos Online Return Form

Ellos is a part of the concern Redcats Nordic which is the market leader within eCommerce in
the Nordic countries. (www.ellos.se)

Ellos works with an online return form where the customer that has an account can register
their returns and exchanges within 14 days after delivery. A customer that register a return
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online pay a lower return fee, 30 SEK instead of 40 SEK. If the customer wants to exchange a
product he or she directly get information about the new products availability. The new
product is sent to the customer the next day. An order confirmation is also sent directly to the
registered e-mail address. Customers do not need to fill in the normal return form, this form
should only be added to the package they send back to Ellos. (www.ellos.se)

Today Ellos use the below listed return codes.’

11 Too big

12 Too small

19 Other fitting issues

51 Picture and text do not correspond to reality
71 Regret purchase

61 Defect/Damaged

62 Wrong delivery

4.7.2.3 Asos Product Description

Asos is United Kingdom’s largest independent online fashion retailer offering 35 000 branded
and own labeled products every week. (www.asos.com)

Asos have short and clear product descriptions for its garments. Instead of using whole
sentences, Asos have picked out the most important words in order to make it easier for the
customer to understand the product’s features. Figure 19 gives an example for a description
for a dress.
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5. Result

Based on all information gathered and analyzed in earlier chapters through interviews,
benchmarking, and literature search solutions has been developed with the aim of improving
Halens’ returns management.

5.1 New Codes

In order to give Halens a better picture of the return reasons, new codes have been created.
Today Halens are limited to stick to 10 different codes. Otherwise the IT-system needs to be
updated and reconstructured. The existing codes have been analyzed for their relevance and
contribution of useful information. After this 10 new and reformulated codes are listed. A
detailed version with more alternatives is also created together with a online version.

5.1.1 Basic Return Form

This basic return form is developed to match the existing IT-system where only 10 codes can
be used. Some of the old codes are still used, because of their contribution of information. At
the same time some codes are excluded since they give limited information and to make room
for more value adding codes.

|  Retumcodes | |  Retumcodes |
1 Normal order not picked up by customer 1 Outlost vanlig
2 Back order not picked up by customer 2 Outlost restorder
3 Too late delivery 3 Forsen leverans
4 Wrong item delivered 4 Fel leverans
5 Defectitem 5 Felaktig vara
6 Wrong size 6 Fel storlek
7 Size too wide 7 Forvid
8 Size too narrow 8 For smal
9 Discontented with fabric quality 9 Missndjd med materialkvalitet
10 Not according to picture 10 Motsvarar ej bild
Figure 20- Basic return form English version Figure 21- Basic return form Swedish version

The codes “Wrong size”, “Too wide” and “Too narrow” replaces the codes “Size too small”,
“Size too big” and “Fit no good”. These new codes should give a clearer picture of the true
reason of the return. “Wrong size” indicates that the customer has ordered the wrong size, the
garment is not too big nor too small. “Too wide” and “Too narrow” says more about the shape
of the garment then of the size. These codes can in a clearer way differentiate size and fitting
issues.

“Discontented with fabric quality” and “Not according to picture” are totally new codes that
cover new areas of information. It is hard for the customer to predict the exact fabric quality
by just looking at the pictures and reading the product description. By having the code
“Discontented with fabric quality” the customer can inform Halens that they are dissatisfied
with the choice of fabric. This information can be used in order to avoid future returns, by
improving the fabric quality in the product development process. “Not according to picture”
is used when the customer for different reasons do not think that the garment incorporates to
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the picture. This indicates the importance of an accurate picture that shows how the garment
really looks like. If this code has a high return share Halens must think about how the
products are displayed.

5.1.2 Detailed Return Form

To give an even clearer picture about the return reasons a detailed return form has been
constructed. To make it as clear as possible and easier for the customer to fill in, the return
codes have been divided into different categories. Under each category different choices are
listed that the customer can choose between.

.~ pelivey  sing  Fabric
1 Too late delivery 5 Overall too small 11 Too thin
2 Wrongitem delivered 6 Overall too big 12 Too thick
3 Normal order not picked up by customer 7 Too wide 13 Too flaccid
4 Back order not picked up by customer 8 Too narrow 14 Too stiff
9 Too short
10 Toolong
 Quaiy  oOther
15 Defectitem 18 Not according to picture a e n S
16 Workmanship 19 Discontented with replacement article
17 Marked / spotted / stained

Figure 22- Return form English version

.~ leerans  stolek  Material
1 Forsen leverans 5 Forliten generellt 11 Fortunn
2 Fel leverans 6 Forstor generellt 12 Fortjock
3 Outlost vanlig 7 Forvid 13 Forsladdrig
4 Outlost restorder 8 Forsmal 14 Forstel
9 Forkort
10 Forlang
© Kvaltet  Ouge
15 Felaktigvara 18 Motsvarar ej bild a en S
16 Bristfalligt hantverk / sémnad 19 Missn6jd med ersattningsvara
17 Flackig / smutsig

Figure 23- Return form Swedish version

Under the category “Delivery” the codes listed already exists today and are believed to give
enough information to Halens. Under the category “Size” a larger amount of codes are
available in order to specify the specific size issue. The customer must think a bit more about
why the size was not good. This gives more detailed information back to Halens. The
“Material” category gives information about the feeling of the fabric. Compared to the code
“Discontented with fabric quality” in the basic return form, these codes give more detailed
information of the exact problem. Here the customer can specify if the fabric is too thin, too
stiff etc. Under “Quality” two new codes are added to the already existing code “Defect item”.
Together these codes specify issues involving the garment quality, covering both defects like
stains and broken seams. Under the last category “Other”, “Not according to picture” is added
to the excising “Discontent with replacement article”. All these new codes are believed to
make it possible for Halens to work more actively with returns avoidance.
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5.1.3 Electronic Return Form

When using an electronic return form information can pass through the information system
faster than a regular form. It also makes it possible to gather more information from the
customers, by using more detailed questions. The customer is probably willing to fill in and
answer a certain number of questions as long as it does not take too much time and effort.
Although, too many questions can be confusing for both Halens and the customer. If Halens
gets too much information from the customer it might be hard to process in a good and
efficient way. Focus must lie on the quality and not quantity of the questions, so that
necessary and useful information is gathered.

By using an online return form
Halens can receive information
from the customer much faster. This
means that Halens can work with
returns avoidance in an earlier stage
in the processes in order to avoid
unnecessary returns. After receiving
this information Halens can both do
changes in its own supply chain
processes in order to correct the
mistakes and also inform the
customer  through the online
communication system and
customer service about the issue.
Halens can also in an earlier stage
meet  customer demand and
expectations.

The customer can also save time by
using this type of form. Exchanges
and returns can be done more
smoothly. For example, a well
known loyal customer can get the
privilege to get a replacement
article sent out before the actual
returned product reach Halens. The
system might also make it possible
for the customer to see if the
wanted product is available in
stock.

An electronic return form that the
customer can fill in online can
contain codes like in figure 24.

Category 1% subcategory

Too late

DB Wrong item delivered

Discontented with
replacement article

Oveall too small

Overall too big

Too wide
Sizing

Too narrow

Too short

Too long

Fabric

S s el Defected item

Workmanship

Fit
Not according to

. Fabric
picture I

Color

2" subcategory

1-3days late
4-7days late
8days or more

Wrong size
Wrong color

Chest
Waist
Seat

Chest
Waist
Seat

Too thin
Too thick
Too flaccid
Too stiff

Broken
Marked/spotted/stained

Loose buttons
Bad seems
Wrinkled

Figure 24- Electronic return form English version. (For

Swedish version please see appendix 5)
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When a customer is going to fill in a return reason he or she will enter Halens” web page
where the electronic return form can be found. The customer can then choose among the four
categories, “Delivery”, “Sizing”, “Fabric & Quality” and “Not according to picture”. This will
make it easier for the customer to find and fill in the right cause for the specific return. When
clicking on one of these different follow up questions will follow. Maximum three steps of

questions will be presented to the customer depending on the chosen category.

Incentives in the form of discounts or other offers can also be presented to the loyal
customers, to make it more appealing to fill in the detailed return form online. This will create
a win-win situation for the customer as well as for Halens.

5.1.4 Statistical Analyze System

To easier analyze the gathered information it is important to look at the right information.
When gathering information in the way Halens does today, it can be hard to sort out and
analyze. A more advanced IT-system can therefore be helpful. This system can help by
picking out and showing only the products that deviate from the goals that are set up by
Halens. For example; Halens has an average return level of X %. If a product has a return
level above this number the system will alert and send detailed return statistics to the
responsible person. The system will only alert when the total return level reaches above a
certain level. This level is the point where it is possible to see the trend of the return. This
makes it easier for the personal to analyze only the products with a specific problem.

The weekly statistical report over the returns that the product managers and purchasing
departments go through today consists of all the products within their respective product
category. This includes all products despite their return level. With this more advanced IT-
system where only alerted products will be displayed it will be easier to handle the returns.

On the same sheet as the return statistics that are used today a graph could be added. This will
probably make the different levels of each return code more visual and easier to analyze. On
this sheet it also might be helpful to have a picture or sketch of the garment. This since there
is a large number of products each season and a picture will help to identify which product
that the statistics concerns. Both the graph and the alert system can be helpful both when
using conventional and electronic return forms.

5.1.5 Information Flow over the New Situation

Compared to the current information flow that has been mentioned in chapter 4.6 the new
electronic return form and alert system enables a smoother and quicker information flow. This
will help Halens to work more efficient with its returns avoidance. This picture does not
include the product flow, but only the information flow. The product has the same flow as
before, but enters the flow in a later stage compared to the information.

39



compiie! lrom t!e

electronicreturn forms. alert to the responsible
person every week.

system sends out an

gathered and analyzed.

for next comming solutions for the
season. problems are developed.

Figure 25- Information flow
5.2 Product Descriptions

When describing a product it is important to do it as clear as possible so that the customer
understands the style and fit of the garment. When looking at product descriptions online the
information can sometimes be a bit confusing. The Product Manager and Garment Technician
® talked, during the interview, about the importance of having product descriptions that are
easier for the customer to understand.

For example the crotch height is often described with a measurement in cm. This is
considered not to really mean that much for the customers, especially if they do not know how
to measure themselves correctly. There is also no information available on Halens’ web page
on how to take this measurement. This measurement is believed to have the aim to show if the
pants has a high or low waist. Today the customer has to compare different models in order to
understand if the waist is low or not. As mentioned before a solution to this problem could be
to describe the waist height with for example “Low waist”, “High waist” or “Regular waist”.
This is off course also a question of interpretation but it is believed to give a clearer picture of
the model.

Length measurements are always given in the product description for each model. These
measurements can also be hard for the customer to interpret. The measurement is always
given in only one size, for example in size 38 or M, for ladies wear and because of this it is
hard to translate to other sizes.

These kinds of measurements give only limited information to the customer and at the same
time they can be confusing. Also the way of phrasing the descriptions can seem a bit
unstructured. Today the descriptions can consist of for example incomplete sentences, and
disconnected words. This makes the descriptions scattered and harder to understand. So
instead the product descriptions could be simplified and more lucid like in figure 28 below.
(figure 27 shows the existing product description.)

® Product Manager and Garment Technician at Halens, interview 2010-04-08
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Boyfriend jeans in a straight 5-pocket Boyfriend Jeans
model. Worn details in front and back.
Studs. Length about 84cm in size 38.
Crotch height about 25cm. Wash in 40°. ® Straight leg
90% cotton, 10% polyester. e Low waist

® 5-pocket model

. - . Wi ilsi k f .
Figure 26- Existing product description * Worn details in back and front

for Boyfriend Jeans e Studs
e Wash in 40°

® 90% cotton and 10% polyester

Figure 28- New restructured product
description for Boyfriend Jeans

This new product description is more lucid and will give the customer a clearer picture of the
model and its properties. Together with this description it is important to have a clear and
distinct picture of the garment. The picture gives a deeper understanding of what the garment
actually looks like.

The same kind of focus can be applied to all different product categories.
5.3 Measurement Instruction

Today Halens' measurement instructions are considered to be a bit unstructured and are not
used by the customers in an extensive way. They instructions are divided into five different
categories; “Ladies wear”, “Ladies wear — big sizes”, “Children’s wear”, “Menswear”, and
“Shoes”. Under each category it is explained how to and where on the body the measurements
should be taken. Underneath this information the measurement lists and explanatory texts are
placed.

When entering a product’s page and choosing “Size guide”, the corresponding category is
shown. Under this tag measurement instruction is displayed for all products within the
category, everything from dresses to bras and shoes.

To make it easier for the customer to find the right information for the selected garment, the
measurement instructions could be divided even more then it is today. When selecting for
example a dress, measurements that are relevant for this certain product could be shown and
all unnecessary information excluded. For example, when entering the size guide for a bra, the
customer is only interested in this information.

If the customer wants to look at the whole measurement list it can still be available at the
customer service department. Here the categories can be listed into four categories; “Ladies
wear”, “Menswear”, “Children’s wear”, and “Shoes”. Under each category subcategories can
be placed. For example under ladies wear the subcategories can be; “Trousers”, “Bras” and
“Big sizes”. The page can look as following figure 29.
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Size Guide Ladies

Trousers Bras Big sizes

Measure close to the body, all measurementsin the tables emanates from this. Measure yourself
only wearingunderwear. If you let somebody else measure you, the measurements willbe more
precise.

Tip! If your measurements are between two sizes we recommend that you order the bigger size.
(Allmeasurements are givenincm)

A. Chest width
Measure around the body where the bust is the biggest. Preferably when wearing a bra.
B. Measurement below bust
These measurements are for bra’s. Measure around the body below the bust as tight as possible.
C. Waist width
Measure around the waist.
D. Seat width
Measure the where the seat is the biggest. (about 20cm below waist)

Size 32 34 36 38 40 42 44 46 48 50 52 54 56
Bust width A 78 82 86 90 94 98 102 106 112 118 124 130 136
WaistwidthC 60 64 68 72 76 80 84 88 94 100 106 112 118
Seat width D 84 88 92 9% 100 104 108 112 117 122 127 132 137

Garment lengths
o Dress and coat lengths are measured from the shoulder.
e Skirt lengths are measured from below the waistband.

Figure 27- Size guide for Ladies Wear - Main page (Source for pictures, www.halens.se)

This is the main page for ladies wear. Here is a general description about how to take the
necessary measurement and which measurement that correspond to each size. This page cover
information for all products except trousers, bras and ladies wear in big sizes.

The jeans and bra guide that Halens are developing can also be placed on this page
underneath the respective subcategory.
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Size Guide Ladies

Trousers Bras
Upperwear Trousers Underwear

Measure close to the body, all measurements in the tables emanates from this. Measure yourself
only wearingunderwear. If you let somebody else measure you, the measurements willbe more
precise.

Tip! If your measurements are between two sizes we recommend that you orderthe bigger size.
(Allmeasurements are givenincm)

A. Chest width
Measure around the body where the bust is the biggest. Preferably when wearing a bra.
F e B. Measurement below bust
These measurements are for bra’s. Measure around the body below the bust as tight as possible.
Waist width
Measure around the waist.
D. Seat width
Measure the where the seat is the biggest. (about 20cm below waist)

Lal B
(@]

E { E. Side lenght
Measure from the waist over the hip and down to the sule of your feet. The side length in the product
description is always the length from the waistband to the bottom of the garment.
F. Height

Measure the height from head to feet without shoes.

International sizes M L XL XXL XXXL

Bust 92 9F 100 104 110 116 122 128 134 140
Size 0 42 44 45 48 50 53 54 56 58
Size forsportswear 4 5 6 7 a8 9 10 11 12 13

Figure 28- Size guide Ladies Wear - Big Sizes main page (Source for pictures, www.halens.se)

Figure 30 gives an example of how a subcategory can be constructed with measurement
instructions and related information. For this subcategory “Big sizes”, an extra level of
categories has been added. Today all these categories are placed on the same page. This can
be perceived as confusing since a lot of information is displayed at once. An example of how
a subcategory for “Big sizes” can look like is shown in figure 31 below.
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Size Guide Ladies

Trousers Bras

Upperwear Trousers

Measure close to the body, all measurementsin the tables emanates from this. Measure yourself
only wearing underwear. If you let somebody else measure you, the measurements willbe more
precise.

Tip! If your measurements are between two sizes we recommend that you orderthe bigger size.
(Allmeasurements are givenincm)

A. Chest width
Measure around the body where the bust is the biggest. Preferably when wearing a bra.

F Py B. Measurement below bust
all These measurements are for bra’s. Measure around the body below the bust as tight as possible.
g—‘— C Waist width

Measure around the waist.

’ D. Seat width
Measure the where the seat is the biggest. (about 20cm below waist)
E | E. Side lenght
Measure from the waist over the hip and down to the sule of your feet. The side length in the product
description is always the length from the waistband to the bottom of the garment.
F. Height

Measure the height from head to feet without shoes.

Underwear, corsets and girdles

Measurementbelowbust Waist (girdles) Ordersize Bust width

B-kupa C-kupa D-kupa E-kupa (DD

78-82 78-82 a0 94-96 9E-98 48-100 100-102
8387 83-87 a5 9a-101 101-103 103-105 108107
ge-92 ge-92 a0 104-106 106-108 108-110 110-112
93-97 93-97 95 109-111 111-113 113-114 118117
9a-102 98-102 100 114-116 116-118 118-120 120-122
103107 103-107 104 11911 121123 123124 125127
108-112 108-112 110 124-126 126-128 128-130 130-132
Measurement below bust Waist (girdles) Ordersize Bust width

F-kupa G-kupa H-kupa
7a-82 78-82 a0 102-104 104-106 106-108
g3-87 a3-87 a5 107-108 109-111 111-113
ge-92 ag-92 90 112-114 114-116 116-118
93-97 93-97 95 117-118 11911 121123
9a-102 93-102 100 122-124 124-126 126-128
103107 103107 105 127-128 129131 121132
108-112 108-112 110 132-134 134-136 136-138

Figure 29- Size guide Ladies Wear - Big Sizes — Underwear (Source for pictures, www.halens.se)

Today’s apprehension at Halens is that the customer does not know how to pick the right size
and how to do the measurements correctly. So in order to help and guide the customer a
complement to today’s measurement instructions can be made with pictures and film clips. A
shortcut to this can be placed on the main page for each product category, according to the
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examples above. This information could also be presented directly on the product’s page
where the product description is located. The shortcut can be placed in direct conjunction with
the existing size guide shortcut.

The pictures must correlate to the measurement instructions and to the different collections,
ladies, men’s, and children’s wear. This means that for example for ladies wear — general
information, pictures could be shown for bust, waist and seat. Inspiration can be taken from
Black Tie’s instructions that are explained in chapter 4.7.1.

The film clip has the same purpose as the pictures, to facilitate when the customer take the
measurements and thereby guide them to the right size.

5.4 Size Guiding

As mentioned earlier the customer is believed to have difficulties finding the right size when
purchasing products online. It is also thought that the customer does not measure themselves
and compare these measurements according to Halens’ measurement lists. Today Halens are
discussing the opportunity to use three different measurements, bust, waist and seat, in order
to guide the customer to the right size. This function will be added to the web shop where the
customer will have the ability to fill in his or her measurements. The idea is then that the
system will suggest a size for the chosen garment. Bust, waist and seat measurements are
chosen since they are thought to give an overall picture of the customer’s body shape.

Pop-up window available at each garment’s page or in
Size gwde the personal account.

(Measurements in cm)

. The customer must take his or her measurements,
Bust: Waist: Seat:

according to the measurement instructions available on
| | —| the web page, and fill in the numbers in the guide.

Figure 30-Size guide

Size guide Recommended size:
(Measurements incm)
Bust: Waist: Seat:
86 | 68 | ¢

Figure 31- Size guide with size recommendation

In order to take this one step further a personal account can be created. Today the customer
must register with name, address and personal identity number in order to finalize a purchase.
After doing this, a personal account has been created that can be used for future orders. The
size guide function could be added to this existing account to give the customer a higher
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service level. When signing into the system it will automatically generate a size suggestion for
the selected garment. If the customer chooses to not sign in, the three different measurements
can be filled in manually for each garment if this help is desirable. This size guiding should
only be seen as a help for the customers that want it and not be compulsory. It should
although be easy for the customer to fill in this on their personal page in order to get this extra
service and help.

Today the customer log in to the personal account first when entering the cashier. To make
the account more available a shortcut should be placed directly on Halens’ main web page.
This makes it easier for the customer to sign in and get the desired help.

When possessing this information about the customer measurements it is easier for Halens to
analyze the return reason. For example: If a customer order a product in size 38 and returns it
because it is too big, Halens can go to the personal account of the customer and compare the
ordered size to the registered measurements. Then Halens can get an idea of if the customer
just ordered the wrong size or if there is a problem with the fit of the garment.

Halens can also gather these measurements in order to get an overall picture of how its
customers’ bodies look like. This information can then be used when developing new
collections.
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6. Analysis

In this chapter the improvements will be merged together with the initial theoretical
framework and empirics. The trustworthiness of the improvements will be analyzed
corresponding to the gathered information.

As stated before it is important that the improvements contribute to help, inspire and inform
the customers in order to gain additional sales and increased profit through decreased returns.
This needs to be considered for all the effort that is put in the improvement work.

6.1 Halens’ Returns Management

Rogers (Rogers et al., 2002) talk about the importance of collecting the right information from
the customers and to analyze it in the most efficient way. During the interviews at Halens, it
became clear that a lot of efforts are put into returns management already today. If Halens
would follow and implement the suggested solutions in this thesis work its returns
management are believed to be even more efficient.

Halens are more or less working with the “5 R’s” (Vitasek et al., 2006). The company has for
example a separate returns department within its warehouse which leads to faster handling of
the returns that contributes to a higher level of competitive advantage. With the suggested
online return form this process could be even faster because of the gain of real-time
information.

Purchase and design departments at Halens today, have a very close collaboration.
Knowledge and ideas are shared between the departments in order to get a fast and smooth
product development process. An efficient product development process leads to increased
efficiency, higher quality and shortened lead times according to Heden & McAndrew (2005).

It is important for a company to know and understand customer wants and needs. If the
perceived experience is less than expected the customer will feel unsatisfied. This can hurt the
customer loyalty and also create a bad reputation that travels mouth-to-mouth. Since loyal
customers tend to spend more money and create more value for the company this gap between
the expected and perceived experience must be avoided. (Harrison, A & van Hoek, R, 2008).
Halens are constantly working with decreasing this gap, by for example studying returns
statistics and their reasons. The communication about the product also contributes to a
decreased gap. If the product is explained in a good way the customer knows already when
putting the order, what he or she will receive. The better the information is, the less room will
be created for misunderstandings.

Returns avoidance is an important part of the returns management. Work efforts have to be
put into avoiding the returns before they occur in a both long term and short term ways. If the
returns although appears, it is important to solve them as fast as possible. (Rogers et al.,
2002). Halens have this mind set throughout its entire reverse logistics flow. For example
Halens is trying to find the best quality for the right price in order to avoid returns caused by
quality issues.
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6.2 New Codes & Return Forms

Today most companies within eCommerce use very similar return codes. It can, for all
investigated companies be questioned if their codes really give enough significant information
about the return reason. Nine to ten codes seems to be the most common number that the
studied companies use. As mentioned earlier, it is the IT-system at Halens that sets this limit.
This IT-system is although possible to modify in order to make it suitable for a higher number
of codes. The question is of course what the ideal number of codes is? When using a large
number of codes the company can gain more detailed information about the return reason. At
the same time there must most likely be a tradeoff between the number of codes used and the
number that the customer is willing to answer. Too many codes can be confusing and
exhausting for the customer to go through, and also hard for Halens to analyze.

When formulating and evaluating the codes, different questions can be asked, for example;
What information do we need from the customer in order to be able to deliver better products?
How can we formulate these questions in order to make them as clear as possible for the
customer to understand them? The aim with the new return codes is to give Halens more
valuable information from the customers. In order to gain this, the codes have to be
formulated in a clearer and better way.

The codes that Halens has developed today, in the project group regarding the return codes,
are among others “Too long” and “Too short”. These codes are thought to give limited
information back to Halens. The customer is probably not as sensitive to these variations, as
for the width in the garment.

When having a higher amount of codes a good idea can be to divide the codes into different
categories. This will make it easier for the customer to choose the right code for the specific
problem. Victoria’s Secret is a good example of a company that is working in this way.
Halens’ return codes have been restructured in this way in the detailed return form. This
structure and the number of codes selected are thought to be reasonable for the customer to
evaluate. This should also give more significant information about the return reason to
Halens.

Another idea is to use an electronic return form which gives Halens the opportunity to gather
information faster and thereby also respond to the customer faster. Since the majority of
Halens’ customers are ordering online, they are probably also willing to fill in the return form
online. Unlimited amount of questions can be used with this system in order to increase the
amount of gathered information. But again, it is important to focus on the quality of the
question rather than the quantity. This type of form also makes is possible to have different
return codes for different type of product categories, ladies wear, men’s wear and so on. Also
different products within the categories can have different return codes.

To get a more reliable return statistics it is important to get information about how many
customers that actually fills in the return form. As explained earlier, Halens fill in code
number 5 — “Do not correspond to expectations”, when the return form is unanswered.
Instead, this could be registered separately in the IT-system in order to get a more reliable and
clear statistics. If the number of unanswered return forms is high, this might indicate that the
codes are hard to understand or that they do not correlate to the problem.
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6.3 Product Descriptions

Today the product descriptions at Halens and the competitors are quite similar. Many of them
use incomplete sentences and disconnected words, which can make them seem unstructured
and hard to understand. The aim with the product descriptions should instead be to describe
the garment as clear as possible with as few words as possible. It is although not easy to
choose the right words that describe the product to the customer in an accessible way.

Asos is a good example of a company that is using short and precise descriptions. Only
necessary information is presented to make it easier for the customer to understand what type
of product it is and what details it has.

Halens could also work towards this direction and erase all unnecessary information. Too
much information can be confusing and hard to understand for the customers. The idea is
instead to make a list out of the product description, which is thought to give a better
overview of the product.

6.4 Measurement Instruction

Customers are thought to be unaware of how to do the measurements correctly. They are
probably not even measuring themselves at all. Because of this, Halens are talking about the
importance of guiding the customer to the right size. Having clear and distinct measurement
instructions and measurement lists is thought to be the key.

Too much information and too many measurements can be hard for the customer to
understand and accept. Many customers might not even have a measuring tape at home. They
think they have a certain size and are just ordering that size, without looking if their true body
measurements comport with Halens measurement lists.

To help the customer with this issue the measurement instructions could be clearer than they
are today. By adding pictures and film clips together with the measurement lists, the
instructions can be easier to interpret. A company that is working in this way, where pictures
are displayed together with the measurement instructions, is Black Tie. Also by categorizing
the measurement instructions and measurement lists according to the respective product
category, the customer can more easily find the right information for the selected type of
product.

By displaying the measurement lists and instructions in a clearer and more inspiring way the
customer should feel encouraged to take his or hers own measurements. The goal is to make
the customer choose the right size right away in order to avoid returns caused by the lack of
knowledge concerning sizing.

6.5 Size Guiding

An issue that has been discussed with Halens is the need to guide the customer to the right
size. The customers are thought to be unaware about what size they have which therefore
makes it hard for them to order the right size on the garments.

If the customers measure themselves according to the measurement instructions and fill in
these in the size guide explained in chapter 5.4, Halens will recommend a size for them. If the
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customers fill in these measurements into their personal page, Halens can more easily get an
overview of how the customers’ bodies look like. For those articles that the system has alerted
that concerns sizing issues, the statistics can be analyzed and compared with the customers’
profile. This makes it possible for Halens to be proactive in its product development processes
in order to avoid future returns.

The size guides that Halens are developing for jeans and bras are considered to be a very good

help for the customers. This will help them understand the differences in fit between different
models.
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7. Conclusion

The aim with this thesis work was to focus on the return codes and analyze how much
information Halens can get out of them in order to use them more extensively. It was also to
analyze in what way Halens incorporate the received information into the improvement work
and product development processes. These statements has served as the foundation of the
work, but the focus has although changed a bit during the thesis work. Since Halens already
are working quite a lot with using returns statistics in the product development processes,
focus also needs to be on surrounding areas in order to avoid returns from the beginning.

A case study on the chosen company has together with a competitor analysis given deeper
understanding of how some of the leading companies within eCommerce are working in the
related areas. An abductive and open work method has been helpful since there is limited
information available concerning the selected subject. It has also made it possible to change
direction and tackle new emerging problems as the work has progressed. The last step in an
abductive reasoning is to test the hypothesis in real life situations. This step has though been
excluded in this thesis work. Halens is although recommended to carry out this last step in
order to analyze the suggested solutions’ relevance.

This thesis work is only covering the aspects of the investigated company and the authors own
thoughts and knowledge. To get a wider picture of the subject and the improvements that has
been suggested, it would also have been very interesting and necessary to look at the problem
formulations from the customers’ point of view.

It is important to think both in short term and long term ways to get an overall working
returns management. All levels within the company must have the same goal and structure of
working with the returns, as the same way a regular supply chain is followed. Short term
avoidance concerns those things that can be done quickly in order to avoid future returns.
Returns are arriving, problems are found, and solutions are initiated. The more long term
avoidance would be to look more in an overall picture of the company. Here, for examples
lead times can be analyzed in order to make them more efficient, or suppliers can be
investigated in order to find the best quality to the right price.

Returns management can make it possible to gather information from the customers in an
efficient way through the return forms. In order to gather this information it is important to
have return codes that really give a picture of the return reason. By knowing what the
customers does not want it is also possible to know what they want. The new codes that have
been developed in this thesis work have the aim of painting this picture more clearly than the
existing codes do today. The new codes are restructured and formulated in such a way that
they are believed to give more significant information about the customers’ actual return
reason back to Halens.

When gaining information in an early stage in the logistics flow, work efforts put in returns
avoidance can be improved. If Halens can gather information from its customer earlier then
they are today the returns avoidance can be more efficient. The aim is to be proactive in order
to avoid future returns. The use of an online return form can make this process more efficient
compared to a regular return form. By using an online version information from the customers
can be gathered as soon as the customer makes the decision about the return. Since Halens are
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working with seasonal products it is especially important to detect problems and solve them
as fast as possible.

As mentioned earlier it appeared during the thesis work that also other areas within the
company play an important role when trying to decrease the total number of returns. Different
areas that are believed to influence the customers’ buying and ordering behavior have
therefore also been analyzed. Size guiding functions such as measurement lists and
measurement instructions, and product descriptions have been studied and compared in the
case study and competitor analysis. It is considered to be important that all information shown
to the customers are clear and inspiring. The new suggested solutions are believed to present
information in a more lucid and accessible way, where the customer more easily can find the
relevant information for each product.

The suggested improvements, in a summary, are;

e Basic return form — This form is easier for the customer to understand and use than the
current codes. Halens will gain a more accurate picture of the return reason. Today’s
IT-system can be used for this return form, only slight changes are needed in the
formulation of the codes.

o Detailed return form — Also this return form is easy to understand, since the codes are
divided into different categories. This higher amount of codes makes it possible for
Halens to obtain more information in detail about the return reason. In order to use this
type of form changes although needs to be done in the IT-system.

e Electronic Return Form — With this return form Halens can get very detailed return
information from the customers and also receive this information faster. The customer
will with this form gain a higher level of service through quicker exchange etc.

e Statistical Analyze System — This system will help Halens to analyze only the
products with a high return level. This makes it possible to work more efficient with
the returns statistics. Work efforts put in the returns will decrease, solution can be
implemented faster, future returns can be avoided faster, and therefore costs related to
returns can be decreased.

e Product Descriptions — With these new descriptions it will be easier for the customer
to understand the product’s features, which will lead to fewer misunderstandings and
thereby a decreased numbers of returns.

e Measurement Instructions — Due to the categorization of the different measurement
lists it will be easier for the customer to find the accurate measurement list and thereby
the accurate size. This will inspire the customers to take their own measurements.

e Size Guiding — This guide will guide the customers to the right size after taking their
own measurements. This will lead the customers to choose the right size from the
beginning and thereby the returns will be decreased. If the customers put this
information on their personal account, Halens can analyze this information and gain a
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clear picture of how its customers’ bodies look like. Halens can also relate the return
reason caused by size issues to this information. With this function Halens will gain a
more efficient product development process.

Improved product descriptions and measurement instructions will together with the size guide
function help the customer to understand the product’s features and size as close to reality as
possible. All these three improvements will therefore decrease the total number of returns
before they occur.

If a return although appear the different return forms and statistical analysis system will help
Halens to interpret the reason behind the return, so that the return cause can be avoided in the
future.

Since all improvements that have been suggested are interlinked to each other, all of them
should be implemented in order to gain the ultimate result. A first step should be to invest in
the IT-system, so that new and additional return codes can be used. The detailed return form
is a good choice if Halens wants to stick to the forms that are enclosed with the invoice. The
electronic return form is although a better solution due to the gain of information and rapidity
it provides. A second step should be to implement the size guide function. This will be
profitable for both Halens and its customers. The remaining improvements should then be
implemented one by one in order to support each other and help Halens to gain sustainable
returns management results.

Halens is overall considered to be far ahead in their work with returns management. With the
suggested changes Halens are believed to gain a higher level of competitive advantage,
increased number of loyal customers, and thereby also higher profits.
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8. Ideas for Future Improvement Work

In order for Halens to be more success full in returns management additional areas can be
analyzed and improved. This can create further competitive advantages for Halens.

A customer survey concerning the customers’ opinions and thoughts about measurement lists,
product descriptions and return forms can help and guide Halens in its further improvement
work. After a survey like this, for example the measurement lists available at the web page
can be analyzed for their relevance and restructured if necessary. Also the relevance of the
changes suggested in this thesis work, can be examined in a customer survey.

This thesis work is focused mostly on the products and what changes that can be done on this
level. There are also other return aspects that cover the overall picture of the company. These
could for example be the lead times from Halens to the customer. Different customers can
have different opinions concerning the length of an acceptable delivery time. Depending on
the acceptable time the customers can be divided into different groups. For example, for a
customer that appreciates short delivery times only product available in stock can be selected
when doing a purchase. For a customer that is willing to wait, more products with longer
delivery times can be chosen. An investigation can be done in order to find out what lead time
the customers expect. When having this information, the lead times can be optimized. The
strive for even shorter lead times can be eliminated if this is not something that the customers
are requesting.

Another example of a possible return reason might be the quality price ratio. Sometimes a
customer might consider that the quality of a certain product is ok, but the price for it is too
high which ends up in a return. If using an electronic return form a return code could be added
that cover this return reason. This could lead to minimized returns in the future.
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