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Artificial intelligence will open new doors and opportunities for luxury

By DANNY PARISI

With advances in artificial intelligence technology, 45 percent of retailers are planning on using AI to improve the
shopping experience in the next three years, according to a new Boston Retail Partners report.

Boston Retail Partners' "2017 Customer Experience/Unified Commerce Survey" looks into shopping behavior and
trends for the upcoming year. What the report found was that AI will serve as a key bridge between the physical
reality of shopping in a store and the endless possibilities of shopping online.
"Luxury retailers should focus on using AI behind the scenes of customer service and as a fall-back when they miss
the mark on staffing or responsiveness with their primary customer service model," said Perry Kramer, vice
president and practice lead at BRP, Boston.
"A specialty retailer, for example, may target using chatbots and AI for 50 percent of their engagements with a focus
on non-core customers while a luxury retailer may set that target at between 1 percent and 5 percent and consider it
a last resort to meet an established service level for customer engagement," he said.
"Luxury retailers should experiment with AI to analyze leading global trends and leverage predictive analytics to
identify trends in markets before they happen. T he critical piece of this is finding the right way to inform associates
that are working with the consumer so that they can use it as a proactive tool."
Artificial intelligence
Artificial intelligence already plays a key role in several parts of the retail experience. Retailers and brands have
been using chatbots and other AI-powered technology for some time.
But the use of these technologies is set to expand in the near future. BRP predicts that in the next three years, almost
half of all retailers will begin using more AI-powered technology.
T hese new technological additions will be focused on bridging the gap between online and offline sales, a key part
of any modern retailer's strategy.

BRP notes that 67 percent of retailers already offer a consistent product assortment across channels but that many
are still struggling with the finer points of omnichannel retail.

AI can help sell all sorts of products
AI can help alleviate some of those omnichannel issues.
"Using AI to increase the effectiveness of having the right products and the right associates in the right time will
become an absolute requirement for luxury retailers," BRP's Mr. Kramer said. "However, being able to read and
react to a customer in-person using intuition and human intelligence is a long way from being replaced by AI as the
best service option."
Artificial intelligence can be a particularly useful asset to the luxury world as those brands try to have the highestquality service possible for their customers.
"Luxury brands must continue to invest in the in-store and online customer experience using AI and unified
commerce platforms if they are going to maintain the high-touch level of service that differentiates them from
specialty and traditional department store retailers," Mr. Kramer said.
"Having a unified commerce platform that provides the sales associate with visibility to accurate, real-time inventory
without leaving the consumer's side is critical," he said. "T his is where mobile technology, unified commerce and
AI all come together to optimize the customer experience."
Luxury opportunities
Artificial intelligence has already been embraced by the luxury world in some capacities.
For example, a recent addition to the Amazon Echo's capabilities served as an opportunity for fashion brands.
Consumers who purchase the new Amazon Echo will have the ability to receive fashion advice in regard to their
outfits through the device's camera and its artificial intelligence solution. Fashion designers will likely have an
avenue in the future to further connect with consumers through this feature (see story).
Also, French atelier Christian Dior is the latest brand to leverage Facebook Messenger as a method to dispel news
and happenings with consumers.

Dior's AI chatbot
Dior has launched a new experience via Facebook Messenger called Dior Insider. Similar to other brands'
strategies, consumers interested in learning the latest Dior news or who have questions regarding a product can
interact with an interactive chatbot software (see story).
In addition to AI, retailers surveyed by BRP are also planning on using WiFi and mobile applications more in
coming months to target customers.
"Having a mobile vehicle to communicate real-time information on a very broad range of subjects to the sales
associate is imperative," BRP's Mr. Kramer said. "T he topics should range from global retail and fashion trends to
real-time updates about a premier customer who just pulled into the parking lot or entered the store."
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