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R E TA I L

In-Store Technology
Brands are amping up in-store technology to
reinvigorate brick-and-mortar and keep people
walking in — and staying in.
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TRYING ON TECH
———
Despite the convenience and
acceleration of digital shopping, we
have also returned to an era where instore customer service and interaction
matters. In-store technology and
innovation targeted at enhancing and
personalizing the consumer shopping
experience is successfully driving
traffic and conversion in retail stores.
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“The majority of people
have already developed an
algorithm for style, even if they
don’t think of it like that.”
Simon Lock
CEO of Ordre
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In-Store
Technology
From product research and try-on to
ordering, pick-up, delivery, and returns,
going shopping is now leveraging the
newest advancements in the tech boom.
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EXPERIENTIAL:
EVOLUTION
TRY ON GETS A TECH UPGRADE

With the e-commerce boom, retailers have to do
more and more in order to capture foot traffic.
Brands are answering the call by curating every
moment of a shopper’s experience — from tech
solutions for common problems to irresistible
in-store activations that capture foot traffic,
engage, and inspire customers to linger.

MEMOMI
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Impact on Retail

EXAMPLES

•

Neiman Marcus’s partnership with Memomi
introduced mirrors in fitting rooms that can
create video playback — so shoppers can see
a 360-degree view of the item — as well as
social sharing, so shoppers can send it to their
friends and family for opinions. With radiofrequency identification (RFID) advances, this
technology upgrades the try-on experience
while providing invaluable data on how often an
item is tried on, but not purchased, and more.1
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EXAMPLES

•

Reformation’s minimalist dressing rooms offer
customers the opportunity to order more sizes,
additional styles, and accessories via touch
screen in each room. Its dressing rooms even
provide different lighting options — both warm

REFORMATION

and cool light — to showcase how the item will
look in different settings, pre-empting the need
to filter images through social media apps.2
•

Rebecca Minkoff tripled clothing sales in its
SoHo “connected store” with tech upgrades
that are keeping shoppers in the store longer.
Every interaction has a tech angle: items are
scanned by RFID upon entering the dressing
room and the smart mirror displays similar
products and allows customers to order more
sizes, styles, and even complimentary drinks.3
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REBECCA MINKOFF

thecut.com
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digiday.com
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EXAMPLES

•

Japanese retailer Uniqlo partnered with university
researchers to create an interactive in-store
activation that matches a person’s neurological
state to their mood and recommends a T-shirt
that fits the mood. In a world that’s increasingly
personalized, consumers can’t help but be drawn
to a product that’s curated specifically for them.4

UNIQLO

•

Sephora’s in-store tech activations seek to solve
common problems makeup shoppers have,
whether finding the perfect shade of foundation
or sampling fragrances without getting a
headache. Sephora’s Color IQ matches customers’
skin tones and creates a profile on their Sephora
app that will match them with complementary
foundations, concealers, and lip colors.5
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STREAMLINING
THE SHOPPING EXPERIENCE

The explosion of omnichannel retail has forced
retailers to keep improving every step of the
shopping experience, from product research and
try-on to ordering, pick-up, delivery, and returns.
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EXAMPLES

•

Buy Online, Pick Up In-Store (BOPIS) is one
of the many ways retailers like Nordstrom,
Macy’s, and Walmart are servicing their
clients. Fast-fashion giant Zara has even
begun using robots for BOPIS purchases:
customers head to an in-store pickup station
and type in their order code, which prompts
an in-store robot to retrieve the customer’s
order and deliver it to a dropbox, making
omnichannel shopping even more seamless.6
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EXAMPLES

•

Convenience-focused concept stores: Both
Walmart’s warehouse club, Sam’s Club7, and
fashion retailer Zara are experimenting with
smaller format store concepts that are focused
on technology innovation. Sam’s Club Go, which
debuted in Dallas in 2018, features mobile
checkout, camera-based inventory tracking, and
digital wayfinding. Zara’s e-commerce-focused
660 square-foot pop-up in Westfield’s Stratford
shopping center in London caters to the online
shopper8, streamlining pickup as well as returns.
Nordstrom Local has placed outposts in the
urban centers of Manhattan and LA to streamline
order pickup, returns, and express alterations.9
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EXAMPLES

•

Fast fashion retailer H&M released artificial
intelligence (AI), technology aimed specifically
at its U.S. customers to support visual search.
Visual search is becoming a popular component
of mobile app experiences, connecting to
social networks like Pinterest, Snapchat and
Instagram. The “See it, Snap it, Shop it” feature
when used via mobile is an omnichannel
assistant, helping consumers with app-based
purchasing and driving social commerce.
The mobile app directs shoppers to the
closest store carrying the specific item.10
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EXAMPLES

•

The industry is still just scratching the surface
with leveraging AI, but initial forays seek to
streamline the product discovery process. Take
West Elm, which partnered with Pinterest to
create Style Finder, a tool that will index your
existing Pinterest boards and recommend related
West Elm products. Similarly, Wayfair — one of
the world’s largest e-commerce companies for
home furnishing — implemented a visual search
function “Search with Photo,” allowing shoppers
to upload any photo and see related products.11
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CBRE and Streetsense’s joint venture helps unlock value for brands and their
customers; reimagine environments where people live, work, and play; drive demand
for clients; and foster community and sense of place. Together, we strengthen
our ability to connect with end users across industries and geographies.
For more on our partnership, please visit us at cbre.us/streetsense.
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