



SHOWROOMING: THE FUTURE OF RETAIL?

Eri Koizumi

THE NEXT GENERATION OF STORES WHERE CUSTOMERS TRY ON GARMENTS THEN BUY ONLINE LATER HAS BEEN GAINING TRACTION

Hybrids between e-commerce and bricks-and-mortar stores, where customers could browse items and order them for delivery, have previously been explored by Amazon and various non-fashion retailers. However, a new generation of ‘showrooming’ fashion shops is now emerging in Japan. Focused on giving clients the opportunity to try things on, it is shifting the onus from a ‘purchase’ to an ‘experience’-based business model.

In November, Uniqlo’s sister brand GU opened its first ‘showroom store’ in Tokyo’s Harajuku area, showcasing only a limited sample of their men’s and women’s collections in store. Customers can then purchase through GU’s online store from their smartphones, with orders delivered to a designated delivery address, or later collected at a GU store. Zara, too, has opened a Zara Pop-Up Online Shop in Tokyo’s Roppongi Hills that is minimal, visually refreshing and less crammed than an ordinary retail store because it only displays samples. 

Independent retailers are trying out the new model, too. The Reracs Fitting House by The Reracs is a consumer-facing showroom that doesn’t hold store stock. They carry only samples of their full men’s and women’s collections in store. Clients can try on and purchase clothes directly through the store’s POS, using in-store iPads, or through their personal smartphones. They then receive their order at a designated delivery address a few days later. 

It’s not only bricks-and-mortar retailers who are cashing in on the trend: e-tailers see it as a way to venture into the offline world. Select shop Third Magazine is an e-commerce store where the emphasis is placed on customer service. Their staff, who have previous experience as stylists or store managers and possess superior customer service skills, offer personalized styling suggestions that are tailored to an individual customer’s needs. They now run offline styling events where customers can try things on and get a personal stylist’s advice – another iteration of ‘showrooming’.

[bookmark: _GoBack]What are the benefits of this model? Firstly, it requires less space as no stock is held on the premises. Secondly, for the same reason, it allows for more sparse visual merchandising, creating a luxury feel. Thirdly, it allows for meaningful interpersonal interactions between the customer and highly skilled staff (as Third Magazine’s example shows), leaving the mundane tasks of processing payments and checking out to machine algorithms. Finally, it eliminates queueing time, thus enhancing customer experience. 



