RETAIL TREND
NEW SHOPPING TOOLS
As life becomes more and more fast paced, it is getting more and more difficult to grab the attention of hurried passers-by and to pique their interest. One option for fashion stores is to employ innovative techno tools for points of sale (POS).
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The Magic-/Tweet Mirror is a high-tech mirror that has the functionality, if desired, to photograph consumers from all sides in the outfits they are trying on. This allows the customer to compare all the different outfit variations with one another and to share the photos with friends for free via Twitter, e-mail, or text message, in order to ask for advice and ease their purchasing decision. Superdry and adidas Neo have already tested this magic mirror in their stores. This tool is available in the form of Fashion3D from Engage Production, the Multimedia Mirror from Pickn’Tell, and the Magic Mirror from the NYT R&D Lab from Philips Mirror TV.
With the help of a barcode, customers can scan items into the “style assistant,” which then suggests additional (coordinating) items, along with information on material, color, and size. It is an ideal way to persuade the shopper to purchase an entire outfit. An additional option is so-called “gender digital signage,” which uses digital gender recognition to approach consumers in a more targeted way, for example with adverts. Providers include the Emotion Explorer Lab from Spain, as well as the Prestigio from Cyprus, which offers customized indoor and outdoor solutions.
Those who would prefer a shop window that turns heads without a lot of merchandising can install a touch screen, making the glass surface touch sensitive and allowing shoppers to get involved through the shop window. A projected capacitive transparency is simply stuck to the inside of the glass. Tommy Hilfiger and adidas have successfully tried out this tool already.
Perch is revolutionizing retail by introducing a series of game-changing interactive display technologies. The company offers displays which encourage shoppers to touch and pick up products on display, and rewards them for doing so with information, animations and brand-specific media. 

Another way of introducing an interactive element to shop windows is to capture the movements of passers-by through hidden cameras. In this case, image processing software calculates the coordinates and enables interaction between the customer and the image in the shop window. “Smart mannequins” that relay information to shoppers via their smartphones also work in this context. Italian mannequin maker Almax SpA introduced models containing facial recognition technology to glean data on shoppers while they browse. Iconeme Ltd. unveiled technologically enhanced dummies, which can transmit information about the clothes on display direct to mobile devices. Their hardware works within 100 meters of phones that have a downloadable application turned on, enabling retailers to beam details such as price, where to find the product in the store, and links to make a purchase online. It also allows shoppers to get photos and more in-depth descriptions of items, and save looks to share with friends.    
