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‘SMART MIRROR’ TECHNOLOGY USES DATA AND IMPROVED SERVICE TO ENHANCE THE OFFLINE EXPERIENCE

The fitting room has been one of the most enduring pain points of the shopping experience, associated with long lines, lackluster service and poor lighting. Yet, it is also one of the most crucial spaces in a store. According to research by Alert Tech, shoppers who use fitting rooms are seven times more likely to make a purchase than those who don’t. It may be why an increasing number of retailers have begun to explore ‘smart mirror’ technology to enhance their fitting room experience.

Smart Mirror companies Oak Labs and MemoMi are being explored by brands such as Polo Ralph Lauren, Marie Claire’s new pop-up store and multibrand store Reformation. As mirrors with an embedded touch screen, they allow customers to scan their clothes onto the screen, explore matching items, check different sizes and colors, and even adjust the lighting. From the screen, customers can even alert shop staff to deliver other items directly to the room. Oak Labs has recently launched a one-tap check out feature.  

For stores, the value of these mirrors doesn’t just lie in a more streamlined customer experience, but in the opportunities provided by the data they collect. “The future of retail will be dependent on our ability to capture and intelligently apply learnings from these metrics between digital and physical points of commerce,” says Vice President of Oak Labs, Jenni Samuels. “From there, we will be able to optimize real world operations as keenly as we can a webpage, more intelligently purchase and merchandise, and provide customized service to customers across channels.”  

[bookmark: _GoBack]One brand embracing this new frontier of in-store analytics is Rebecca Minkoff, whose store clothing sales have tripled expectations with the help of Oak Lab’s mirrors. “We’re selling a lot more clothing than we thought we would, but [also] we’re getting tremendous data as a result,” Rebecca Minkoff CEO Uri Minkoff told Digiday earlier this year, noting that fitting room technology allowed the company to realize a demand for evening wear, even though it has traditionally sold office attire.  

Of course, with more data available, retailers will need to become savvier at responding to it on a daily basis. Still, with its data and convenience, the technology has the potential to usher in an exciting new wave of in-store analytics and a synced online and offline shopping experience.

www.memorymirror.com 
www.oaklabs.is 





