
Mirror - Research Findings



Background
● Mirror is a successful offline store that started back in 1994.

● Has over 400 stores around the world in 32 countries.

● Goal is to make clothes accessible to everyone

● They initially preferred to keep service in person, but with the huge sales opportunity online, they 

decide to take their business online 



Research Plan



Research Goals
1. Determine the current trend of existing players in 

the online retail market

2. Determine people’s motivation for shopping in 

online shops

3. Determine people’s motivation for shopping 

in-store

4. Define the pain points of people when buying 

online



Methodologies
1. Secondary Research

a. Market Research/Market Analysis

b. Provisional Personas

c.  Competitive Analysis.

2. Primary Research

a. 1:1 interviews



Participants
1. Students (16 - 24) who do shopping in-store and 

online in the past 6 months

2. Employed individuals (24 - 39) who have made a 

purchase in-store in the past 6 months

3. Employed individuals (24 - 39) who have made a 

purchase online in the past 6 months



Assumptions
1. People prefer buying online because it’s 

convenient

2. Products online are cheaper because there are 

more discounts/promotions

3. People shop in-store when they want to see and 

try-on the actual product first

4. Returning items bought online is the most 

frustrating thing for online shoppers

5. Younger people (16 - 39) shop online more than 

older people (40+)



Research 
Questions

1. What makes people decide to visit/buy from a 

physical shop?

2. What makes people decide to visit/buy from an 

online shop?

3. What makes people frustrated when buying from 

a physical shop

4. What makes people frustrated when buying from 

an online shop

5. What are the most important factors that 

contribute to an overall positive online shopping 

experience?



Secondary 
Research



The global online fashion 
market was worth $533 billion in 
2018, and is predicted to grow to 
$872bn by 2023



Demographics
● Most of the consumers are Gen Z and Millenials 

(Ages 16 to 39). 

● These cohorts represent around $350 billion of 

spending power in the US alone.

● Gen Z alone will account for 40 percent of global 

consumers by 2020.



Market 
Research
Younger consumers (Millenials and Gen Z) are 

concerned with social and environmental causes, 

favouring brands that are aligned with their values and 

avoiding those that don’t.

Millenials are more likely to find inspiration from 

external sources (e.g., influencers, friends, TV) 



Market 
Research
The time lag between discovery and purchase is a 

pain-point for millennials who continue to expect better 

experiences.

Mobile accounts for 65.4% of traffic to online fashion 

retailers and 57.1% of sales.



Market 
Research
The most important motivations for buying clothes 

online are around choice and price

People abandon clothing purchases online mostly 

because of bad website functionality, slow delivery,  

concerns about quality, and pricing.



Competitive 
Analysis



Provisional 
Personas



Primary 
Research



Interview
I completed interviews from 5 different interview participants. Two are female, and three are male, and 

fall between ages 24 to 36. All interviewees are working professionals, in different fields. All of the 

interviewees lives in Japan, and although most of the physical stores, that the participants mentioned, are 

in Japan, some participants shop from online stores that are based from different countries.



Research 
Synthesis



Empathy 
Map



Empathy 
Map - 
Related 
Topics



Insights

1. One of the greatest concerns of people when 
buying online is making mistakes with sizing.

2. People are motivated to buy clothes for a 
reasonable price.

3. People make better decisions when they 
have enough accurate information.

4. One of the people’s biggest frustration is 
when they feel like their time is being 
wasted.



Needs

1. People need accurate information about 
sizing.

2. People need information about how they 
could spend their money in the best way 
possible.

3. People need to be confident about their 
purchase decision.

4. People need to feel that their time is valued.



Persona



Storyboard



Conclusion



Summary
● From conducting secondary research we were able to:

○ Perform Market Research
○ Do a Competitive Analysis
○ Create Provisional Personas

● From synthesizing empathy research from 5 participants we were able to:
○ Gain insights and derive the user’s needs
○ Create a persona and storyboard that will help with further empathizing with the users, and 

testing future design decisions.



Validations
1. True. But other than that, they buy online 

because of the deals.

2. Not always. There are also a lot in-store deals.

3. True. 3 people from the interviews mentioned 

they tried something in-store first then bought 

online.

4. Partly true. Feeling that time being wasted is the 

biggest frustration.

5. True.

Assumptions
1. People prefer buying online because it’s 

convenient

2. Products online are cheaper because there are 

more discounts/promotions

3. People shop in-store when they want to see and 

try-on the actual product first

4. Returning items bought online is the most 

frustrating thing for online shoppers

5. Younger people (16 - 39) shop online more than 

older people (40+)



Answers from 
Research

1. The ability to check the sizing and quality of the 

product.

2. The convenience, and online deals.

3. The poor quality of customer service, and when 

time is being wasted.

4. Wrong sizing, inaccurate information, and 

shipping delays.

5. Basically, price, information accuracy, and time 

efficiency.

Research 
Questions

1. What makes people decide to visit/buy from a 

physical shop?

2. What makes people decide to visit/buy from an 

online shop?

3. What makes people frustrated when buying from 

a physical shop

4. What makes people frustrated when buying from 

an online shop

5. What are the most important factors that 

contribute to an overall positive online shopping 

experience?



Next Steps
● Define a problem statement using the synthesized research
● Ideate possible solutions from the derived problem statement
● Create and test a prototype


