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WITH ITS ABILITY TO TURN DATA INTO POWERFUL INFORMATION, ARTIFICIAL INTELLIGENCE (AI) IS TRANSFORMING FASHION BUSINESSES

Although fashion evokes creativity and imagination, the fashion business is built on predictability. The predictive analytics behind AI technology have the potential to rethink the industry at every step of its value chain, from designing and manufacturing to logistics, marketing and sales. A study by Capgemini revealed that almost 30 percent of the world’s top 250 retailers are incorporating AI, mainly to support sales and marketing. That same study suggested 340 billion USD cost-saving opportunities for retailers by 2022 if they use AI in their wider operational activities, from procurement and logistics to returns. But what exactly can AI do for your business?

AI is capable of enhancing creative processes as well as facilitating forecasting, assortment planning and merchandising for designers and buyers. Retailers need to predict what will sell, and the product’s life cycle, based on the prior year’s sales and intuition about future trends. AI scans and analyzes trends on fashion week runways, and other product images based on silhouette, color and fabric, to help retailers make surer decisions about products and pricing. London-based retail tech company EDITED offers this type of support to clients including John Lewis. Built into these services is competition tracking, which further allows retailers to make the most out of their future and current inventory. 

Perhaps the most compelling use of AI is its capability to predict consumer behavior by drawing on their data sets. Algorithms that know your customer’s browsing habits and purchase patterns can detect future needs and suggest relevant styles, and even calculate fraud risks. For instance, personal styling platform Stitch Fix uses AI tools that handle data from the profiles completed by clients, then go through 30 million combinations of clothing to meet the customer’s tastes and budget. 

In addition to monitoring how people engage with products, AI-enabled systems can identify clients who are at risk of leaving and regain their trust. They further personalize the shopping experience and shape a relationship between brand and client by encouraging customers to share their opinions and by answering their queries. In this way, AI is the power behind the chatbots that are increasingly taking over the “front of house” roles in many e-tail stores. Brands like Louis Vuitton and Tommy Hilfiger have integrated these mechanisms to interact with potential customers and deliver personalized conversational shopping. This has carried over into brick-and-mortar retailers: Farfetch has developed automatic customer recognition as shoppers enter their Store of the Future.

But no need to worry about robots taking over just yet! AI is a powerful tool that can augment human thinking processes by taking care of mundane tasks that can be automated, allowing designers, retailers and buyers to focus on creative decision-making processes and wider tasks, like strategy and execution. 
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