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In this section, WeAr reviews the best apps and software platforms used by retailers and brands. Some of them are available to all stores; others are exclusive to one retailer or territory, but will hopefully inspire others and help them keep abreast of changes in the digital fashion landscape.

FASHICON
Fashicon is a new app that founder Ekaterina Lambert describes as an “Instagram for fashion and fashion only”. Users can predictably upload pictures, as well as like, comment and receive immediate advice on a specific look. The platform also offers a reward system to entice potential users. Consumers in emerging markets often have the buying power but not the confidence to choose and style designer goods; no wonder Fashicon already has 30,000 registered users in China, its target market. Lambert is planning to add brand partnerships, a credit system for styling services and other features that are in the pipeline.
www.fashicon.com 

TULIP
Tulip is a mobile platform that is designed to empower offline stores and sales associates. It provides a number of suites for both management and salespeople. Its ‘Mobile Associate’ app offers features for Assisted Selling, Clienteling, Checkout and Store Communications. Through Tulip, sales associates are given dashboards that allow them to send personal messages, automate follow-up communications and leverage in-store analytics. They can also search inventory, conduct check-outs from anywhere in the store and correspond with the in-store team. For its management suite, Tulip visualizes key sales metrics and makes them accessible at the associate, store and fleet level. It also provides tools that integrate with order management systems to track and facilitate buying online and picking up in store. Tulip is currently used by Michael Kors, Tory Burch and Saks Fifth Avenue, among others. 
https://tulip.com

EDITED

[bookmark: _GoBack]The analytic software platform Edited aims to give retailers information about pricing, assortment, demand and competitive metrics. It is constantly harvesting and crunching data about types of products, how well they sold in specific colors and sizes and at what price point in various stores worldwide, and feeding this information back to retailers and brands, helping them to make merchandising and pricing decisions. Visual merchandising tips and strategic insights are also offered via a newsletter. The platform currently has data on over 700 million products and is used by globally acclaimed brands like Topshop, Ralph Lauren and Mango. 
www.edited.com 



