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Defining O nline Fashion Retail & E-=Commer ce
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The History of Fashion Retail

S (, CH&H(- L3 - (Y, #&B)0,." - 1 -C
S (, L #&) " :B99-1 - 7( 3&!  * .. (.-), -DM#)2
), -N&#% &, . ( ,!'.D( -* #8& -"#)(, .#& ,-D" # ) ) (&
SRR 1) R (0 ) (-l s (1 0 =) (V1

“H# 0# L ( C

L) L #C 2 ) ( #(:BBA1#') )O)'D L # #" 1)
CLH&ELE)Y TR # -&H% 1), ("4 )(-))( )& -#.CO0,." ), -



)", &:999- ( ;9:9-D HW( I'),.,, H&,--. M & )% */*1#."
W %, ) (-1 L B))@H " &C

B & . ." & 3 ,13##& -"#(. (-), HEC ), #!

). (-, 1o 1& .#& /,03D1)"  , -& --*#% =<T#
9:9@ )y (- -, L )R L) (- --), -, )* ( D
(L), 0 )Y (&H#(-& -, TH( B! (#L.1 -8, ;B
(:9:<D -"¥)( 1), . (-#)(- )I(. ),)0,=9T) ** &', %
L, O/ #(." #  ..D(."1& & -"( 1) ., ', %1 -0&
S@:C> #y63H

#'x # #&3D) &H#(  -"H)(, .#& ,-DEF " - ( D* /. .#(1] *-) #(!
L0 (1 -#(, (.3, -D#** | - )(, . #& ,-O#&B.)-/, 08 (. "#O #

) 3O#M&, . #& (0#)(  (.# )(H( (I*)(."# #&B) 08&* -.)(!
) (&#(, . #&* - ( C

Under standing Aber crombie @ Digital Transformation
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Abercrombie & Fitch Co. Stock Price
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Abercrombie & Fitch Co. Online Sales Revenue
as a % of Total Revenue
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The Role of Digital M arketing: Crocs
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Crocs, Inc. Online Sales Revenue
as a % of Total Revenue
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Pioneering Digital Appar el: Nike
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Nike, Inc. Online Sales Revenue

as a % of Total Revenue
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The State of Brick-and-M ortar: Nordstrom

(3., #AH(&B #%( ' ),.,, .#&,-, -, /N1 &#H.) *.)." - ( 1D
##. &8I #0 (-& - "(( & - #(*)#.D), -.,)C &) " ), -.,))°

2* #( ?2>T - *#%#() (&#(-& -K,)'< ;T.)><TL,)"';9: B);9 ;9D "#

B, -1 -*#H&3 HO( 3 ,)H(, 0 () --) #. 1S &H#) #( )
), -& - 1) :BC,)' :9: B):9:<DP,&&,0(/ , - >TK,)"
S>Co#&Q#.)S:=C?B #8&D (." * , (1), 0(/ . #/. &)) (&K
& -#(, - 3)(8ATK)'< ;T.)<=TLC (*),.D), -.,)' ©).&, 0 (/ )’

Y(I&#(-& - ,)':9: B):9:<# -#&BS .K2"## >LC



Nordstrom, Inc. Online Sales Revenue
as a % of Total Revenue
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Nordstrom, Inc. Stock Price 2004-2024
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The Case for Experiential Retail: Lululemon
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Lululemon Athletica, Inc. Online Sales Revenue
as a % of Total Revenue
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