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WARDROBING – LONGTIME BANE OF THE E-COMMERCE SECTOR – CONTINUES TO DAMAGE AND PERPLEX RETAIL BUSINESSES. HOW CAN IT BE MITIGATED? 

Known as the practice of returning an item purchased online after it has been used for a full refund, wardrobing mainly pertains to expensive ‘one use’ articles of clothing, although isn’t limited to the garment industry, hitting electronics with strong force. The National Retail Federation of the United States reported in 2017 that nearly 72% of all retailers were victims of wardrobing. Returns are detrimental to retail operations, affecting warehousing, supply chain and merchandising, and have forced a substantial number of small businesses to turn away from online trading. High competition in the industry means that e-stores are forced to offer return policies that entice consumers and grow conversions even if that means absorbing the postage costs of delivery and return shipping. It can also mean accepting damaged items so as not to risk a bad consumer review, which is seen to cause more harm than the cost of a return. 
	Projects are in the works to reduce legitimate returns, such as 3D body scanning technology from start-ups like Naked Labs, Body Labs and Virtusize. But what are solutions to combat illegitimate ones? Checkpoint Systems has recently launched security tags that should help ensure a robust returns policy. Retailers can quickly place the ‘R-Turn Tag’ in a visible position on the product without damaging it. It can then be easily removed by the customer after purchase. But once the tag is removed, the item can no longer be brought back: a label underneath the red tag clearly states that only an item with an intact R-Turn Tag can be returned.  
[bookmark: _GoBack]Other than this, reducing wardrobing may come down to modifying returns policies: strategically rejecting returns of the product categories that suffer most from wardrobing; trading returns for store credit; having customers pay for return shipping, rewarding only loyal customers with returns; or, for multichannel retailers, encouraging in-store returns. A clear return policy should be prominently displayed on FAQ and checkout pages, and in shipment packages. Another option is to offset shipping costs by charging customers a fee for subscription or for their first order. Finally, although returns are difficult to predict, companies should implement or invest in a good returns and reverse supply chain management system, such as Supply.AI. 





