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For  seve ra l  yea rs ,  t he  head l i nes  have  
to l d  t he  same  s to ry  aga in  and  aga in :
se i sm ic  changes  a re  unde rway  i n  t he  
Amer i can  re ta i l  ma rke tp lace .
Ove r  t he  l as t  decade ,  t he re ’ s  been  
exp los i ve  g row th  i n  t he  wo r l d  o f  
on l i ne  shopp ing ;  t he  US  Depa r tmen t  
o f  Commerce  repo r ted  t ha t ,  i n  2016 ,  
eCommerce  sa les  i n  t he  US  reached  
$395  b i l l i on ,  a  15 .1  pe rcen t  j ump  f rom 
the  p rev ious  yea r .

Acco rd ing  t o  a  2017  su rvey  by  De -
l o i t t e ,  a  ma jo r i t y  o f  US  Chr i s tmas
shoppe rs—51  pe rcen t—sa id  t hey  
p lanned  to  spend  the i r  ho l i day  shop -
p ing  budge t  on l i ne ,  compared  w i t h  42  
pe rcen t  i n - s to re .  I n  f ac t ,  an  even  
g rea te r  pe rcen tage  o f  De lo i t t e ’ s  
su rvey  responden ts  w i t h  s i x  f i gu re  
i ncomes  (o f  $100 ,000  o r  more )—a fu l l  
57  pe rcen t—sa id  t hey  p lanned  to  do  
a l l  t he i r  shopp ing  on l i ne  du r i ng  l as t  
yea r ’ s  ho l i day  season .

Wi th  t ha t  r ap id  expans ion  o f  on l i ne  
shopp ing ,  eCommerce
bus inesses—par t i cu la r l y  t hose  i n  t he  
appa re l  i ndus t r y - -  have  re l i ed  upon  

the  con t i nu ing  evo lu t i on  o f  t echno logy  
t o  bo th  improve  the  shopp ing  expe r i -
ence  o f  t he i r  cus tomers ,  f ac i l i t a te  t he  
g row ing  on l i ne  demand  fo r  p roduc ts  
and  se rv i ces ,and  reduce  the  h igh  ra te  
o f  on l i ne  appa re l  r e tu rns .

As  t he  wo r l d  o f  r e ta i l  has  moved  
on l i ne ,  t he  d i f f e rences  i n  ra te  o f
re tu rns—espec ia l l y  as  i t  pe r ta i ns  t o  
t he  appa re l  i ndus t r y—has  been  s ta rk .
Wh i l e  t he  ‘ b r i ck  and  mor ta r ’  r e tu rn  
ra te  hove rs  a t  abou t  9  pe rcen t ,  on l i ne
bus inesses  expe r i ence  a  ra te  o f  
r e tu rn  t ha t  i s  more  t han  tw i ce  t ha t  
r a te—wi th  app rox ima te l y  20  pe rcen t  
o f  on l i ne  pu rchases  be ing  re tu rned .  
I n  f ac t ,  du r i ng  t he  annua l  ho l i day  
season - -  depend ing  on  the  i ndus t r y - -  
on l i ne  re tu rn  ra tes  can  sp i ke  t o  any -
whe re  be tween  30  and  50  pe rcen t ;  f o r  
p r i c i e r  i t ems ,  t he  ave rage  ra te  o f
re tu rn  f o r  on l i ne  pu rchases  reg i s te rs  
a  f u l l  50  pe rcen t .  Cons ide r i ng  t he  f ac t  
eCommerce  revenue  i s  es t ima ted  to  
t op  app rox ima te l y  $2 .1  t r i l l i on  i n  
2018 ,  even  a  one - i n -  f i ve  ra te  o f  
r e tu rn  adds  up  to  m i l l i ons  o f  do l l a r s  
o f  l os t  r evenue  fo r  on l i ne  bus inesses .

51%
42%

ONLINE CHRISTMAS SPENDING
IN-STORE VS.  ONLINE

51% o f  US  Chr i s tmas  
shoppe rs  sa id  t hey  
p lanned  to  spend  the i r  
ho l i day  shopp ing  budge t  
on l i ne .  

SOURCE:  DELOITTE 

42% o f  US  Chr i s tmas  
shoppe rs  sa id  t hey  
p lanned  to  spend  the i r  
ho l i day  shopp ing  budge t  
i n - s to re .
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For  on l i ne  appa re l  bus inesses ,  an  
eve r -expand ing  cus tomer  base  has ,
un fo r tuna te l y ,  a l so  mean t  cop ing  w i t h  
t he  h ighes t  r a te  o f  r e tu rn  i n  t he
eCommerce  space .

Acco rd ing  t o  t he  eCommerce  p la t f o rm  
Shop i f y ,  on l i ne  appa re l  compan ies  
o f t en  con tend  w i t h  cus tomers  who  a re  
15  t imes  more  l i ke l y  t o  re tu rn  i t ems  
than  o the r  eCommerce  shoppe rs .
The  h igh  ra te  o f  r e tu rn  o f  appa re l  
pu rchased  on l i ne  a l so  d i rec t l y  
.

impac ts  compan ies  t asked  w i t h  
f u l f i l l i ng  on l i ne  o rde rs .  “Ove r  t he  l as t  
f ou r  yea rs ,  we  have  seen  ou r  ra te  o f  
r e tu rns  f o r  on l i ne  appa re l  i nc rease  by  
a t  l eas t  5  pe rcen t  yea r -ove r -  yea r , ”  
exp la ins  Mary  Mar r i o t t ,  V i ce  P res i -
den t  o f  Ope ra t i ons  f o r  Raku ten  Supe r  
Log i s t i cs  (RSL) ,  a  na t i ona l  l eade r  i n  
eCommerce  o rde r  f u l f i l lmen t .

And ,  Mar r i o t t  adds ,  t he re  a re  s i gn i f i -
can t  cos t s  assoc ia ted  w i t h  a  h igh  ra te  
o f  appa re l  r e tu rns .

The Costly  Ripple
Effect of  Onl ine 
Apparel  Returns

I t ’ s  impo r tan t  t o  no te  t ha t  appa re l  r e tu rns  t ake

a t  l eas t  t h ree  t imes  more  l abo r  t ime  than  non -appa re l  

r e tu rns , ”  she  says .  “ I n  add i t i on ,  appa re l  has  a  damage  ra te

o f  XX  pe rcen t ,  and  when  a  p roduc t  i s  damaged  i t  can ’ t  be

so ld ,  and  i s  cons ide red  to  be  a  l oss , ”  says  Mar r i o t t .  

“Damaged  p roduc t  doesn ’ t  j us t  pe r ta i n  t o  p roduc ts  t ha t  a re  

r i pped  o r  t o rn .  Damaged  re tu rn  appa re l  i nc ludes  p roduc ts  

t ha t  may  a l ready  have  makeup  o r  deodo ran t  marks ;  and  

each  damaged  appa re l  r e tu rn  has  t o  be  manua l l y  i nspec ted .  

O f  cou rse ,  a l l  o f  t h i s  ( r e tu rned  appa re l )  r esu l t s  i n

s ign i f i can t l y  h i ghe r  cos t s  f o r  t he  c l i en t .

“
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Sta t i s t i c s  i nd i ca te  t ha t  on l i ne  
shoppe rs  con t i nue  to  be  more  i nc l i ned  
to  t ake  advan tage  o f  l i be ra l  r e tu rn  
po l i c i es  t han  the i r  coun te rpa r t s  shop -
p ing  i n -pe rson .
A  recen t  su rvey  o f  on l i ne  appa re l  
shoppe rs  f ound  tha t  a lmos t  70  pe r -
cen t  o f  cus tomers  i nvo l ved  i n  appa re l  
r e tu rns  c i t ed  e i t he r  i nco r rec t  s i ze - -  o r  
co lo r - -  as  t he  t op  reasons  fo r  t he  i t em 
re tu rn ;  i n  f ac t ,  72  pe rcen t  o f  t hose  
re tu rn ing  appa re l  pu rchased  on l i ne  
sa id  t ha t  t he  ava i l ab i l i t y  o f  a  ‘ l i be ra l ,

no  ques t i ons  asked ’  r e tu rn
po l i cy  was  wha t  t hey  va lued  mos t  i n  
an  on l i ne  re ta i l e r .

G i ven  tha t  r ea l i t y—and  i n  l i ne  w i t h  
t he  adage  tha t  ‘ necess i t y  i s  t he  
mo the r  o f
i nven t i on ’—i t ’ s  no t  su rp r i s i ng  t ha t  
bus inesses  w i t h i n  t he  on l i ne  appa re l  
sec to r  a re  l ead ing  t he  way  i n  o f f e r i ng  
p roduc ts  and  se rv i ces  des igned  to  
m in im ize  t he  ra te
o f  eCommerce  re tu rns .

I n  an  age  whe re  o rde r  f u l f i l lmen t  
houses  a re  t r ans i t i on ing  t o  au toma-
t i on , re tu rn ing  appa re l  pu rchased  
on l i ne  rema ins  a  ve ry  l abo r  i n tens i ve  
bus iness ;  as  a  resu l t ,  t he  cos t s  
assoc ia ted  w i t h  t he  h igh  ra te  o f  
on l i ne  appa re l  r e tu rns  o f t en  o f f se t s  
t he  sav ings  p rov ided  by  au toma t i on .  
The  resu l t i ng  h ighe r  l abo r  cos t s  a re
o f ten  passed  on  to  t he  c l i en t ,  i n  t he  
f o rm  o f  hou r l y  l abo r .

O f ten t imes ,  o rde r  f u l f i l lmen t  houses  
tha t  have  seve ra l  appa re l  cus tom-
e rs—such  as  t hose  ope ra ted  by  
RSL—also  requ i re  l a rge r  f ac i l i t i es  t o  
accommoda te  a  re tu rns  a rea .  The  
i nc rease  i n  o rde r  f u l f i l lmen t  squa re  
f oo tage  fu r t he r  adds  t o  t he
bu rgeon ing  cos t s  o f  on l i ne  appa re l  
r e tu rns .

“AI” :  The Key to Customer 
Satisfaction and Fewer  Returns
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One  o f  t he  l eade rs  i n  add ress ing  t he  h igh  
re tu rn  ra te  con f ron t i ng  t he  on l i ne
appa re l  i ndus t r y  i s  London -based  Ra-
ku ten  F i t s  Me .

“We  o f f e r  cus tomers  a  f i t  and  s i ze  recom-
menda t i on  p la t f o rm  tha t  he lps  shoppe rs  
f i nd  t he  bes t  f i t t i ng  appa re l  f o r  t hem on  
re ta i l e r  s i t es , ”  exp la ins  K imber l ey  Ca r -
r ,Raku ten  F i t s  Me ’s  Ch ie f  P roduc t  O f f i -
ce r .  “By  us ing  consumer  i n fo rma-
t i on—such  as  age ,  he igh t ,  we igh t  and  
body  shape—we ma tch  t ha t  i n fo rma t i on  
t o  ga rmen t
measu remen ts  t o  gu ide  t he  shoppe r  t o  
t he  bes t  s i ze ,  and  a l l ow  them to  rece i ve  
f eedback  on  how c lo thes  w i l l  f i t  aga ins t  
key  body  po in t s . ”

Ca r r  adds  t ha t ,  i n  add i t i on  t o  use rs ’  b i o -
me t r i c  da ta ,  Raku ten  F i t s  Me  a l so  u t i l i z -
es  da ta  on  cus tomers ’  ga rmen t  f i t ,  s t y l e  
p re fe rences  and  ou t f i t s  pu rchased .  
Founded  i n  2010 ,  Raku ten  F i t s  Me  he lps  
shoppe rs  unde rs tand—and  v i sua l i ze—ap-
pa re l ’ s  f i t  aga ins t  a  body ;  once  tha t  i s  
done ,  t he  company ’ s  A I  t echno logy  p ro -
v ides  a  pe rsona l  r ecommenda t i on  t o  t he  
shoppe r .

“Th rough  A I ,  we  a re  ab le  t o  use  th i s  
cus tomer  da ta  t o  con t i nua l l y  imp rove
recommenda t i ons  f o r  shoppe rs ,  as  we l l  
as  he lp  b rands  improve  the i r  f i t ,  and  
l aunch  new ranges  to  bo th  be t t e r
se rv i ce  shoppe rs ,  as  we l l  as  he lp  t o  
cu ra te  ou t f i t s  and  pe rsona l i zed  wa rd -
robes , ”  exp la ins  Ca r r .  “The  u l t ima te  goa l  
i s  t o  imp rove  the  on l i ne  shopp ing  expe r i -
ence—and  pu t  t he  f un  i n to  shopp ing  f o r  
c l o thes  on l i ne . ”

Wh i l e  “ s i ze  gu idance ”  f o r  appa re l  shop -
pe rs  has  ex i s ted  s i nce  mass
manu fac tu r i ng  rep laced  ta i l o r i ng  a round  
the  t ime  o f  t he  Second  Wor ld  War ,  ove r  
t he  l as t  seve ra l  yea rs  eCommerce  re ta i l -
e r s  have  been  t r y i ng  t o  supp lan t  o r  
r ep lace  the  f i t t i ng  room expe r i ence  w i t h  
s i ze  gu ides .

“Our  A I  t echno logy  he lps  t o  i ns t i l l  con f i -
dence  ( i n to  shoppe rs ) ,  wh i l e  a l so  he lp ing  
re ta i l e r s  l ower  ra te  o f  r e tu rns  and  
i nc rease  ( cus tomer )  l oya l t y , ”  says  Ca r r .  
Ove r  t he  cou rse  o f  t he  l as t  seve ra l  
yea rs ,  Raku ten  F i t s  Me  has  seen  i t s  
cus tomer  base  rap id l y  expand ;  acco rd ing  
t o  Ca r r ,  t he  company  has  ass i s ted  35  
m i l l i on  “un ique  shoppe rs  g loba l l y ” ;  as  t he  
company  con t i nues  t o  expand  i n to  new 
marke ts ,  t ha t  number  i s  expec ted  to  
con t i nue  to  exponen t i a l l y  g row .

O f  cou rse ,  as  new A I  t echno logy  deve l -
ops ,  i t  i s  i ncumben t  on  compan ies  such  
as  Raku ten  F i t s  Me  to  f u r t he r  i nves t  i n  
eve r -evo l v i ng  s ta te -o f -  t he -a r t  t echno lo -
gy .  “We ’ re  con t i nu ing  t o  i nves t  i n  shop -
pe r - f ac ing  i nnova t i on ,  and  fea tu res  such  
as  body  imag ing  v i a  pho to  up load ,  as  
we l l  as  A I  capab i l i t i es ,  t o  f u r t he r  unde r -
s tand
wha t  d r i ves  pu rchases ,  as  we l l  as  
imp rove  f i t t i ng  recommenda t i ons  t ha t  can  
be  o f f e red  t o  on l i ne  shoppe rs , ”  Ca r r  
exp la ins .  The re  i s  emp i r i ca l  ev idence  to  
suppo r t  t he  i dea  tha t  A I  t echno logy  can  
have  measu rab le—and  s ign i f i can t—pos i -
t i ve  impac t  on  bus inesses ’  bo t t om l i ne ,  
and
he lp  ensu re  t ha t  t hey  mee t  t he i r  f i nanc ia l  
goa l s .
A  recen t  D ig i t a l  T rends  su rvey  o f  more  
t han  13 ,000  techno logy ,  marke t i ng ,  and  
c rea t i ve  p ro fess iona l s  conduc ted  by  
Adobe  found  tha t  o rgan i za t i ons  u t i l i z i ng  
A I  a re  50  pe rcen t  more  l i ke l y  t o  exceed  
the i r  own  bus iness  goa l s .

Rakuten fits  me:
The AI  Solut ion to  High Return 

Rates for  Onl ine Apparel
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Ask  any  re ta i l e r  abou t  t he  p r i ce  
t hey  pay  f o r  r e tu rned  p roduc ts ,  and  
you  a re  a lmos t  ce r ta i n  t o  hea r  t a l es  
o f  f i nanc ia l  woe ;  f o r  examp le ,  a  
s tudy  by  Raku ten  F i t s  Me  found  tha t  
w i t h i n  j us t  t he  f i r s t  s i x  mon ths  i n  
2016 ,  56  pe rcen t  o f  r e ta i l  cus tomers  
i n  t he  Un i t ed  K ingdom re tu rned  
c lo th ing  pu rchased  on l i ne ;  t he  t o ta l  
cos t  o f  t hose  re tu rns  was  es t ima ted  
to  be  abou t  $28  b i l l i on  (US)  pe r  
yea r .
I n  f ac t ,  t he  cos t  assoc ia ted  w i t h  
hav ing  a  l i be ra l  r e tu rn  po l i cy  i s  so  
s i gn i f i can t  t ha t  some  compan ies  
have  s ta r ted  t o  re -eva lua te  t he i r  
p re -ex i s t i ng  re tu rns  po l i cy .

Recen t l y ,  L .L .  Bean ’ s  Execu t i ve  Cha i rman  Shawn  Gordon  pos ted  a  no te  on  t he  
company ’ s  Facebook  page  exp la in i ng  why  h i s  company  was  end ing  i t s  ‘ l i f e t ime  
sa t i s fac t i on  gua ran tee ’ .  Go rdon  no ted  tha t

“ some  ( cus tomers )  have  v i ewed  the  po l i cy  as  a  l i f e t ime  p roduc t  r e -
p lacemen t  p rog ram,  expec t i ng  re funds  fo r  heav i l y  wo rn  p roduc ts  

used  ove r  many  yea rs ;  o the rs  seek  re funds  fo r  p roduc ts  t ha t  have  
been  pu rchased  th rough  th i r d  pa r t i es ,  such  as  a t  ya rd  sa les . ”  He  

added  tha t  t he  changes  to  t he  company ’ s  re tu rns  po l i cy  shou ld  on l y  
“a f f ec t  a  sma l l  pe rcen tage  o f  r e tu rns ” ,

and  cus tomers  w i l l  s t i l l  have  one  yea r  a f t e r  pu rchas ing  an  i t em to  re tu rn  i t ,  
a l ong  w i t h  p roo f  o f  
pu rchase .

The High Cost  of
Returning Items
A Significant  F inancial  Burden

 for  Apparel  Companies
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Meanwh i l e ,  o the r  compan ies  a re  t ak ing  a  
d i f f e ren t  app roach  to  m in im ize  t he  h igh  
cos t  o f  appa re l  r e tu rns .  Fo r  i t s  pa r t ,  
on l i ne  appa re l  company  Revo l ve
has  imp lemen ted  a  mod i f i ed  re tu rns  
po l i cy  t ha t  f ea tu res  a  ‘ r es tock ing  f ee ’ .  
The  company ’ s  res tock ing  f ee  t akes  
e f f ec t  when  a  shoppe r  re tu rns  more  t han  
$7 ,500  wo r th  o f  merchand i se  –o r  ove r  80  
pe rcen t  o f  t he  va lue  o f  t he i r  pu rchases  
—dur ing  a  12 -mon th  pe r i od .  I n  add i t i on ,  
shoppe rs  who  a re  ‘ f l agged ’  f o r f e i t  t he i r  
r i gh t  t o  f r ee  merchand i se  re tu rn  l abe l s .

Amazon , the  domina t i ng  f o r ce  among  
on l i ne  pu rchases ,  a l l ows  cus tomers  t o  
re tu rn  mos t  new  and  unopened  i t ems  
w i th i n  30  days  o f  de l i ve ry  i n  o rde r  t o  
rece i ve  a  f u l l  r e fund ;  a  recen t  s tudy  
revea led  t ha t  Amazon ’ s  ease  o f  r e tu rns  
i s  one  o f  t he  p r imary  reasons  the  compa-
ny  was  respons ib le  f o r  abou t  44  pe rcen t  
o f  a l l  US  eCommerce  i n  2017 .

To  d i rec t l y  add ress  t he  cos t l y  i s sue  o f  
r e tu rns  w i t h i n  t he  appa re l  sec to r ,  Ca r r  
says  t ha t  Raku ten  F i t s  Me  ac t i ve l y  uses  
bo th  quan t i t a t i ve  da ta  f r om ons i t e  behav -
i o r ,  as  we l l  as  pu rchase  and  re tu rns  da ta  
when  p rov id ing  recommenda t i ons .  The  
goa l ,  she  exp la ins ,  i s  t o  deve lop  recom-
menda t i ons  ( f o r  bo th  on l i ne  appa re l  
shoppe rs  and  re ta i l e r s )  t ha t  a re  l oca l i zed  
to  coun t r y / reg ion ,  as  we l l  as  t o  spec i f i c  
b rands ,  t he reby  he lp ing  ensu re  t he  pe r -
sona l i za t i on  o f  t he  cus tomers ’  on l i ne  
shopp ing  expe r i ence .  The  end  resu l t :  
f ewer  p roduc t  r e tu rns .

44%

Amazon ’ s  ease  o f  r e tu rns  i s  one  o f  
t he  p r imary  reasons  the  company  
was  respons ib le  f o r  abou t  44  pe r -

cen t  o f  a l l  US  eCommerce  i n  2017 .

Ease of
Returns
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I n  ou r  expe r i ence ,  up  t o  90  pe rcen t  o f  on l i ne  
shoppe rs  a re  w i l l i ng  t o  sha re  t he i r  da ta ,  i n  

exchange  fo r  t he  s i ze  and  f i t  r ecommenda t i ons  
we  o f f e r ;  and  i n  t he  f u tu re ,  we  expec t  t ha t  w i l l  

ex tend  to  i n t roduc ing  shoppe rs  t o  t he  bes t  f i t t i ng
b rands ,  and  i t ems  spec i f i ca l l y  se lec ted  f o r  t hem, ”  

Ca r r  exp la ins .  “Tha t  w i l l  mean  mak ing  
recommenda t i ons  no t  j us t  on  f i t ,  bu t  a l so  on  

(pe rsona l )  p re fe rence  and  s t y l e—t rue  ‘ omn i - channe l  
expe r i ences ’  t ha t  can  be  de l i ve red  no t  j us t  on l i ne ,  

bu t  t h rough  i n - s to re  t oo l s  o r  r ecommenda t i on  
gu idance  to  shop  ass i s tan t s .

“

”

However ,  i n  o rde r  t o  a t t a i n  t he  op t ima l  on l i ne  pu rchas ing  expe r i ence ,  cus tomers
have  to  a l so  be  w i l l i ng  t o  p rov ide  f eedback - -  and  i ns igh t - -  i n to  t he i r  own  p re fe rences .
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Ul t ima te l y ,  as  A I  t echno logy  con t i nues  t o  
advance ,  t he  resu l t s  w i l l  be  seen  i n  
imp roved  des ign ,  p l ann ing  and  p roduc -
t i on  o f  appa re l .  I n  add i t i on ,  l ower i ng  t he  
ra te  o f  appa re l  r e tu rns  resu l t i ng  f r om 
advanced  A I  t echno logy  can—and  a lmos t  
ce r ta i n l y  w i l l—he lp  t o  e l im ina te  was te  i n  
wha t  i s  cons ide red  to  be  t he  second -
l a rges t  po l l u t i ng  i ndus t r y  i n  t he  wo r l d :  
t he  f ash ion  i ndus t r y .

Look ing  ahead ,  t he  pace  o f  g row th  i n  
eCommerce—and  the  re la ted  t echno logy  
t ha t  se rv i ces  i t - -  w i l l  l i ke l y  i nc rease  ove r  
t he  nex t  f ew  yea rs .

“ I n  t he  nex t  two  to  t h ree  yea rs ,  t he  A I  
t echno logy  w i l l  advance  to  t he  po in t  
whe re  shoppe rs  w i l l  no  l onge r  need  to  t r y  
t h i ngs  on  i n - s to re , ”  exp la ins  Raku ten  F i t s  
Me ’s  K imber l ey  Ca r r .  “As  recommenda-
t i ons  f o r  ga rmen ts  and  s i ze  a re  f u r t he r  
pe rsona l i zed  to  each  i nd i v i dua l ,  t h i s  
won ’ t  necessa r i l y  mean  tha t  t he  f u l l  
i n - s to re  f i t t i ng  room expe r i ence  w i l l  be  
d ig i t a l l y  r ep l i ca ted  v i a  i n te rac t i ve  3D  
ava ta rs .

“ I ns tead , ”  Ca r r  adds ,  “ t hese  advance -
men ts  w i l l  mean  tha t  a l l  t he  i n fo rma t i on  
requ i red  by  t he  shoppe r  i n  o rde r  t o  
se lec t  and  pu rchase  the  r i gh t  i t ems  w i l l  
nega te  t he  need  fo r  h im  o r  he r  t o  t r y  on  
t he  ga rmen t  be fo re  pu rchas ing  i t . ”
Wh i l e  A I  t echno logy  w i l l  con t i nue  to

improve  and  enhance  the  appa re l  buy ing -
expe r i ence ,  Ca r r  says  t ha t  t he  ac t  o f  
shopp ing  f o r  c l o thes  w i l l  s t i l l  r ema in  a  
v i sce ra l ,  pe rsona l  expe r i ence  fo r  mos t  
cus tomers .

“Fash ion—and  c lo th ing  i n  gene ra l—is  a  
ve ry  emo t i ona l  expe r i ence  fo r  
shoppe rs ,  and  many  w i l l  con t i nue  to  f i nd  
t he  f i t t i ng  room expe r i ence  to  be  en joy -
ab le , ”  she  says .  “Even  w i t h  advances  i n  
t echno logy ,  many  shoppe rs  w i l l  s t i l l  t r us t  
t he  t ac t i l e  expe r i ence  o f  t ouch ing  t he  
c l o thes ,  and  ac tua l l y  see ing  wha t  t he  
ga rmen ts  l ook  l i ke  on  t he i r  body . ”

I n  t he  com ing  yea rs ,  advancemen ts  i n  A I  
t echno logy  w i l l  undoub ted l y  con t i nue  to  
t r ans fo rm the  way  re ta i l e r s  se l l—and  
consumers  pu rchase— appa re l .

Unde rs tand ing  how to  max im ize  t hose  
techno log i ca l  advances—wh i l e  s t i l l
p rov id ing  cus tomers  w i t h  an  op t ima l  and  
pe rsona l i zed  shopp ing  expe r i ence—wi l l  
l i ke l y  de te rm ine  wh i ch  re ta i l e r s  u l t ima te -
l y  succeed  i n  t he  e ra  o f  advanced  A I .

“We  wan t  t o  be  ab le  t o  o f f e r  RSL  cus tom-
e rs  t he  l owes t  poss ib le  cos t s ,  and  
improv ing  A I  t echno logy - -  and  the  resu l t -
i ng  l ower  ra te  o f  appa re l  r e tu rns - -  wou ld  
a l l ow  us  t o  do
jus t  t ha t . ”
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Abou t  Raku ten  Supe r  Log i s t i cs

Founded  i n  2001 ,  Raku ten  Supe r  Log i s t i cs  (RSL)  i s  a  

l eade r  i n  ecommerce  o rde r  f u l f i l lmen t ,  ass i s t i ng  l ead ing  ecommerce

re ta i l e r s  t o  i nc reasespeed  o f  de l i ve ry ,  imp rove  o rde r  accu racy ,  dec rease  

sh ipp ing  cos t s ,  and  i nc rease  cus tomer  sa t i s fac t i on .  RSL ' s  c l oud -based  

fu l f i l lmen t  p l a t f o rm  fo r  o rde r  and  i nven to ry  managemen t  f ea tu res  

i n teg ra t i on  w i t h  popu la r  ecommerce  p la t f o rms ,  and  au toma t i c  o rde r  

impo r t i ng  f r om on l i ne  marke tp laces ,  i nc lud ing :  Amazon ,  Magen to ,  

Wa lMar t  Marke tp lace ,   and  Shop i f y .  RSL ' s  2 -Day  De l i ve ry  Ne twork  

o f  who l l y  owned  and  ope ra ted  f u l f i l lmen t  cen te rs  a l l ows  

fo r  1 -2  day  de l i ve ry  v i a  g round  sh ipp ing  t o  98  pe rcen t  o f  t he  U .S .


