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Finding the right fit is an easy-to-understand, hard-to-fix problem that nearly everyone 
has a stake in. 

· Shoppers just want the shoes and apparel they buy to look and feel good — the first 
time.

· Brands and retailers want happy customers and they also don’t want to have to deal 
with hassles and costs of returns. 

· And the environment suffers when shoppers repeatedly send back ill-fitting looks, 
creating more carbon emissions in shipping and diverting goods to landfills. 

The bad news is that fit has been a problem for fashion ever since the industry moved 
to mass production. Witness the WWD article from 1937 that is excerpted on Page 16 
and proves to be somewhat overly optimistic with the headline: “Size Standardization 
Dream Nears Reality.” 

The good news is that there are now a host of ultra-high-tech players racing to 
solve the problem in new ways. (The pre-War Seventh Avenue certainly wasn’t 
tackling fit with machine learning or lidar technology). There are also greater 
incentives now to fix fit. The industry is both making a concerted effort to cut down on 
waste and to also cut down on the cost of returns with so much fashion being bought 
online.

This combined WWD/FN Special Report goes deep on fit, exploring the universe 
of tech companies taking the problem on and just how much returns are weighing on 
the industry and the planet. 

FIXING_FIT LET TER FROM THE EDITOR

EVAN CLARK, Deputy Managing Editor, WWD 
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Body data is big, and it’s going places it hasn’t gone before, according 
to fit technology firm Bold Metrics.

The San Francisco-based outfit believes the metaverse could be the technology’s next 
stop, and apparently venture capitalists agree, backing the business recently in an $8 
million series A.

The fight to give online shoppers the right fit is a key priority for e-commerce, giving 
investors like Bessemer Venture Partners, which led the round, plenty of motivation. 
They were joined by Lytical Ventures, ValueStream Ventures and Nanban Ventures, 
bringing the company’s total raised to $12.3 million.

Bold Metrics’ approach to fit-tech eschews long quizzes or fussy phone-measuring 
features, and instead, applies data intelligence to determine fit with just four or five 
questions, and offers tools like its AI-powered Smart Size Chart that include inventory 
algorithms to leverage real-time data and address supply chain issues. The company’s 
largest client to date is Tailored Brands. Nationwide, Men’s Wearhouse and Jos. A. 
Bank stores have armed sales associates with Bold Metrics’ iPad app for contactless 
measuring.

The company’s vision could help set the technology’s path into the virtual world. It’s 
already gotten started by debuting its Body Data NFT in January.

“[It’s] a way for consumers to digitally authenticate their body data information, which 
can then automatically be utilized within a Web3 application,” Daina Burnes, chief 
executive officer of Bold Metrics, told WWD.

In essence, the blockchain tech offers a secure way for a consumer to hold their size 
and fit information, and bring it to any retailer. 

“We produce all the detailed body measurements of the consumer. So it’s like they’re 
being 3D body scanned, but with AI, essentially. And so it creates quite a scalable way 
for retailers and brands to capture the body data of their customers, and relate it to 
the sizing of their garments,” she added.

BOLD METRICS RAISES $8M FOR FIT TECH

Total funds raised by 
Bold Metrics. 

$12.3
MILLION

Hot off of its latest fundraising round, Bold Metrics eyes how 
the category fits into the metaverse. BY ADRIANA LEE

Amazon is looking for just the right foot fit. 

The e-commerce giant has launched a virtual try-on service  
for shoes, helping consumers use their iPhone to see how a pair 
of shoes will look on their feet. 

The service, available in the U.S. and Canada on the Amazon iOS 
shopping app, includes thousands of styles from brands such as 
New Balance, Adidas, Reebok, Puma, Saucony, Lacoste, Asics 
and Superga.

“Amazon Fashion’s goal is to create innovative experiences that 
make shopping for fashion online easier and more delightful for 
customers,” said Muge Erdirik Dogan, president of Amazon Fashion. 

After selecting a pair of shoes, consumers can tap a  
“virtual try-on” button below the product image, point  
their phone at their feet and get an augmented reality  
take on what the style will look like on. The feature also  
lets users quickly switch between different colors options  
for the same style. 

Amazon has become an e-commerce giant, in part, because  
it has been willing to test new approaches and iterate,  
letting consumers lead the way and decide what services  
are most useful. 

That spirit seems alive and well with virtual shoe try-ons. 

“We look forward to listening and learning from customer 
feedback as we continue to enhance the experience and expand  
to more brands and styles,” Erdirik  
Dogan said. 

Amazon also noted that the service gives brands a new way to 
present themselves on its platform. 

“Innovation and elevating consumer experiences are at the core 
of New Balance,” said Melissa Worth, senior vice president of 
North America at New Balance. “We’re excited to showcase our 
footwear selection in Amazon Fashion’s Virtual Try-On for Shoes 
as we continue to look for immersive ways to engage our shared 
customer base.”

AMAZON LAUNCHES 
VIRTUAL TRY-ONS 
FOR SHOES
The e-commerce company is moving 
sneaker shopping into augmented 
reality. BY EVAN CLARK
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The fitting room. It’s an important stop on 
the shopping journey, but for many 
consumers, it can be a time-consuming 
and frustrating experience, where 
precious hours are wasted trying on 
product after product to find that 
perfect fit. 

In recent years, a growing number 
of technology companies have begun 
applying advanced data analytics, 
machine learning and AI to solve this 
age-old issue. Their aim is not only to 
improve the customer experience but also 
unlock greater efficiencies and cost 
benefits for manufacturers and retailers. 

Larry Schwartz, chief executive officer of 
shoe-focused company Aetrex Worldwide 
Inc., which developed an in-store foot-
scanning technology, noted that issues 
with fit have led to high return rates for 
merchandise that are likely to increase 
with the expected growth of e-commerce. 

“The why [for our technology] is 
improving the fit experience when you’re 

SIZING UP THE PROBLEM
As technology firms work to solve the problem 
of fit in apparel and footwear, here is what they’re 
up against. BY JENNIE BELL

not in store,” he said. “That’s what this is 
for — to solve a huge problem.”

But fit tech firms have their work cut out 
for them. Throughout the fashion industry, 
there are steep challenges to overcome 
that are often ingrained in the 
manufacturing process — and that  
extend on a global scale. 

Within apparel and footwear, each 
category has its own distinct fit issues. 
Below is a synopsis of some of the top 
concerns for both. 

APPAREL: SORTING THROUGH THE CHAOS 
Prior to the industrialization of clothing 
manufacturing in the 19th century, apparel 
was hand-made by tailors, dressmakers, 
servants and housewives to an individual’s 
specific measurements and preferences. 

Since the dawn of mass production, 
though, shopping has been based on 
sizing systems created from generalized 
information, such as waist, hip and height 
measurements. 

The problem, explained Jessica Murphy, 
founder of the size adviser platform True Fit,  
is that the human body comes in many 
shapes and dimensions that can’t always 
be represented by simplified systems.

“If we look across our data, we bucket 
customers in one of three different 
shapes, with a round stomach being 
about 28 percent of our customers. But 
round means a lot of different things,” she 
said. “It could be you’re carrying your 
weight up higher or lower, or you’re 
carrying it on the sides.”

Another challenge in regard to fitting is 
that there is no global standardization for 
apparel sizes. Systems vary by region, by 
country, by brand and sometimes by 
factory. This issue is certainly not new to 
customers, but the increased 
globalization of fashion — thanks to the 
internet and social media — has further 
complicated the situation.

Murphy said the problem stems back to 
the way those systems are created.  
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“A size scale really depicts the mirror 
image of what a brand thinks of its 
customer base,” she said. “So when they 
size something small, medium, large or 
extra-large, medium is meant to depict 
the middle of the size scale for that 
demographic, for that brand. It’s evolved 
to intentionally not fit a standard.”

Also adding complexity to the fit process 
is personal preference, which is a bigger 
factor in apparel than in footwear. Murphy 
said even between two customers with 
the same body shape, height and weight, 
they could make different choices based 
on how they like to wear their clothes 
— for instance, loose versus tight. “That’s 
why solving for fit is not just a math 
problem,” she said. “It’s about getting into 
the psyche of a shopper and 
understanding: What do they deem ‘fit’?”

According to True Fit’s data on customer 
return rates, the two apparel categories 
that are the most challenging for 
shoppers are denim and dresses — what 
Murphy describes as “structured clothing” 
that is designed to produce a specific 
silhouette. Denim, in particular, comes 
with an array of variables, from the shape 
of the leg openings and how the waist 
falls on the hips to the amount of stretch 
in the material and even where the 
pockets are placed.

“There is no way one single shopper can 
sift through this chaos to get it right for 
themselves,” said Murphy. “If we can 
organize the world’s data around this, then 
we can help find those perfect matches.”

FOOTWEAR: WHEN 2D IS 3D 
Like clothing manufacturers, shoemakers 
developed simplified sizing systems to 
help sell footwear on a mass scale. 
Traditionally, when a customer visited a 
shoe store, a salesperson would 
determine their correct size using a 
Brannock device that takes two 
measurements: the length on the medial 
side of the foot and the width at the  
toe joints.

But that is a flawed system, points out 
Schwartz of Aetrex Worldwide Inc. “A 
foot is a three-dimensional object and 
you’re trying to find a package for it in a 
shoe, but it won’t necessarily fit based 
just on length — or even width.”

Other factors that can impact the feel of a 
shoe are the height of the instep, the 
shape of the arch and the width of the 
heel — none of which are assessed by 
traditional sizing methods. 

For shoe buyers, the only solution has been 
to try on multiple styles and sizes to find 
the perfect fit. But even with trial-and-error, 
retailers say some customers persist in 
wearing the wrong size. Michael 
Wittenstein, general manager of Karavel 
Shoes in Austin, Texas, recently told 
Footwear News, “They come in here and 
say, ‘I’m a size 7 — I’ve always been a size 7.’ 

They stick with what they think they’ve 
always been.”

In part, that’s due to the fact that — as 
with apparel — footwear sizes are not 
standardized and vary widely, so 
customers might be a size 7 in one sneaker 
and a 7.5 or even 8 in another style. 

Fit technology firm Volumental recently 
studied 800 of the most popular running 
shoes and compared them with foot 
scans of 90,000 customers who bought 
one of those styles. “We were able to 
show that only 60 percent of all the styles 
actually fit true to the size. So 40 percent 
are larger or smaller,” said vice president 
of footwear research Ales Jurca.

When factories manufacture shoes,  
they build the product around a last  
(a physical model of a foot), but  
those lasts are in some cases decades  
old and were developed using very 
limited customer data. 

Brent Hollowell, chief marketing officer  
at Volumental, noted that to fix sizing,  
the key isn’t necessarily to change  
lasts and the way shoes are made,  
but to prioritize fit at every level.  
“It is an incredibly important element  
of the way you feel in something. So  
as an industry, we need to stop 
commoditizing fit as if it’s just this 
throwaway thing. It’s everything,”  
he said.
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The pandemic surge in e-commerce 
orders highlighted an old and costly 
problem for fashion — the return of 
looks that consumers bought, but just 
don’t want to keep. 

And with inventory and supply chain 
issues meeting a world of economic 
worry, the additional hit to the bottom 
line is the last thing merchants need.  

But returns are a complicated problem, 
touching both what styles brands choose 
to make and how consumers pick what  
to purchase. 

“This is a big, big issue and people aren’t 
really talking about it because retailers 
don’t have a way to really solve it,” said 

Jessica Couch, a fit specialist, as well as 
founder and chief executive officer of Luxor 
& Finch Consulting. “Returns and dead 
inventory are indications that brands have 
created something that people do not want, 
or they were mismatched to in some way.”

There’s no conclusive data on just how 
much shoppers are returning each year. 
Couch’s firm did a study in 2018, 
estimating that more than $64 billion 
worth of apparel, footwear and 
accessories were returned annually. The 
National Retail Federation released a 
survey nearly three years later, saying that 
U.S. retailers lost more than $400 billion 
in revenues because of returns across all 
of retail in 2020.  

Ill-fitting looks are the number-one reason 
consumers return products. 

“We’ve seen a lot of technology 
companies and a lot of different 
companies pop up that are really 
concerned with measurements. [Saying] 
let’s get you scanned; let’s get you 
measured,” Couch said. “And that’s cool. 
But anthropometric data alone is only one 
part of the fit issue. The second part of 
the fit issue is actually preferences. A lot 
of technology companies have not 
accounted for really understanding the 
preferences of a customer.”

For instance, a shirt that one customer 
might like tailored, another might like 
oversized; a tall person might not want to 
wear a pair of pants the way a petite 
person would, and so on.  

“Fashion is still trying to assume they 
know what consumers want and create 
these products for art’s sake, or create 
these products because this has been 
what’s been selling for the last however 
many years,” Couch said. “A lot of  
times brands aren’t producing what 
consumers are demanding. The brands 
are looking at after-the-fact trends of 
what sold and what didn’t, behaviors  
after they happened. We need to  
be looking at predictive behaviors,  
about understanding these behaviors 
within segments.”

THE RETURNS RUNDOWN
Fit plays a key role in the multibillion-dollar problem of returns. BY KELLIE ELL

And it’s not just that consumers all have 
their own unique body profiles. Brands all 
have their own sizing schemes. 

“There are multiple sizes,” said Craig 
Johnson, founder of Customer Growth 
Partners. “Let’s say, there are different 14s: 
your rear end might be bigger, smaller, 
higher waist, lower waist, or whatever it 
might be. There’s no standard. 

The amount retailers lost  
to returns in 2020,  

according to the NRF.

$400
BILLION
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“And the fact that so many brands have 
gone to extended sizing — some of which 
they might not sell in the store — has 
added to the returns issue,” Johnson said. 
“In the old days, you go to a store and you 
try something on and it either fits or 
doesn’t fit. Now, retailers are offering 
those extended sizing. And you have a 
situation where you don’t even have a 
chance to try it on in the stores, because 
all of those sizes are fulfilled online. And 
then you have to try it on [at home] and 
the consumer really doesn’t know 
whether it’s going to fit or not. 

“Most brands have a difficult time 
executing and maintaining that 
consistency with correct fit, especially 
when you get into those extended sizes,” 
he said. “In the extended sizing, that’s 
where you get the biggest percentage of 
the returns, because there’s no standard 
plus sizes. I mean, what’s a standard 22?” 

There are other issues, too. 

Even big-box retailers like Target Corp. 
and Walmart Inc. are struggling to 
purchase the correct assortment amid 
supply chain issues at a time when 
consumers have swiftly shifted shopping 
patterns. At other times, retailers change 
factories for a collection, which leads to 
inconsistencies with fit, causing shoppers 
to abandon the brand.  

The return to occasionwear and even 
office casual also exacerbates the problem. 

“The cozy and comfy stuff, it’s slouchy in 
quality,” Johnson said. “The exact fit on it 
didn’t matter that much. But with dressier 
stuff, you do want it to fit.”

And with inflation on the rise, Johnson 
pointed out that some budget-conscious 
shoppers are returning discretionary items 
to pay bills or other necessities. “Those 
returns are starting to crop up,” he said. 

But whether they are caused by an 
ill-fitting look or monetary issue, returns 
not only sap retail profits, but cut into 
future revenue potential. 

“When a customer makes a return they’re 
less likely to ever shop at this brand again, 
especially if they’re brand new,” Couch 
said. “And you’re not just going to lose 
that one consumer. You’re going to lose 
that community of who they talk to, 
because we all know how fast bad news 
spreads, especially with an item you didn’t 
like. In a consumer-centric economy, the 
consumers have all the power. You have 
one time to wow them and you have one 
time to get it wrong.

“If you’re a big retailer, you may be able to 
afford someone having a bad experience,” 
she said. “But if you’re a smaller brand, 
you really may not be able to afford to 
take those returns back, just because  
of the way your brand is set up and the 
cost structure.”

Here, some suggestions from Couch and Johnson on where to get started:

ASK CONSUMERS FOR 
INSIGHTS ON RETURNS 
“When people are making returns, 
they’re not telling brands why 
they’re making the return — and 
brands aren’t always asking,” 
Couch said. “Brands are making 
assumptions that people can self-
navigate to the right product. So 
they get it; they return it.”

Couch suggests companies and 
brands ask consumers why they’re 
making the return. This could lead 
to insights that would better serve 
them in the future.

GATHER CONSUMER SEGMENT DATA 
Couch said companies have to find out: “What are your consumers’ main 
sizes? What are they shaped like? What are their bodies like? What are the 
main things that they’re keeping in their closets?” Couch said. 

RETURN TO STORES 
Inviting consumers to shop in real life 
would help reduce the returns rate, 
Johnson said. Companies and brands 
can do this by offering special  
events, activations or deals available 
in stores only. 

“The goal line is that you’re trying to 
increase the number of people who 
fulfill [orders] through the stores,” 
Johnson said. “Because retailers  
know that when people tried on  
stuff in the stores there’s a hell of a  
lot better chance that they won’t 
return it, versus not trying on until 
they get home.”



The new data portal will help take the guessing out of footwear development.

Aetrex Is Transforming the Future of 
Footwear Development With Foot.com

I n today’s digital world, finding the right 
fitting footwear online is a common 
challenge, for both shoppers and shoe 

retailers. Aetrex, a leading foot scanning 
technology, orthotics, and wellness footwear 
company, is positioned to revolutionize the 
shoe development process today. Aetrex’s 
Foot.com Data Portal will be offering 
participating brands complete, accurate, 
global 3D foot data that will allow Footwear 
Developers around the world to create 
highly informed, anatomically correct lasts 
for a better overall fit. 

Clearly there’s a need in the market for this 
type of data tool given 30-40 percent of 
e-commerce returns are for footwear alone– 
one of the largest return rates online, 
according to Aetrex.

Aetrex’s Data Portal, launching August 
2022, is targeted to global footwear 
manufacturers in need of the tools and data to 
develop better fitting footwear. The website 
boasts a membership-based model allowing 
users to view and extract 3D foot data through 
a clickable world map that provides statistics 
by location, broken down by gender and foot 
size, among other metrics.

A first in the footwear technology segment, 
Aetrex’s Data Portal uniquely culls its own 
historic data gathered from its newest Albert 
2 Pro and Albert 3DFit foot scanners. These 
3D scanners are engineered with a pure 
computer vision model, a proprietary process 
that collects comprehensive foot data to 
create accurate 3D reconstructions of the 
foot. This 3D data enables Aetrex to provide 
users with complete, accurate measurements 
from any aspect of the foot, and from any or 
all scans in its database.

Aetrex explained that although our feet and 
footwear are 3-dimensional objects, most 
people today are still measuring feet with just 
one or two dimensions, such as length and 
width. Their database of 3D foot scans can 
help footwear developers determine the ideal 
dimensions for anatomically correct lasts, 
resulting in better fitting shoes.

The company said, “To help explain how 
measuring in 2 dimensions just doesn’t work, 
picture a thermos that you need to mail to a 
friend, but you need a shipping box to mail it. 
You measure the length and width of the 
thermos, but how could you possibly get a 
thermos (which is a 3D object) into the 
correct package with just 2 dimensions? The 
same process applies to our feet and footwear.”

 “Measuring in just length and width might 
have worked for many years when people were 
just buying shoes in store. They could try on as 
many pairs as they wanted or needed to get the 
right fit. But today, with so many purchases 
being made online through e-commerce, it just 
doesn’t work. That’s why the return rates have 
been so abysmal,” Aetrex explains.

Larry Schwartz, Chief Executive Officer at Aetrex, said, “An easy-to-use database with 
complete, accurate 3D measurements of the foot hasn’t been available in global format until 
now. Our mission with the Data Portal is to provide our brand partners with the complete 
data they need to create anatomically correct, highly informed lasts for shoes that not only fit 
more comfortably but also enhance the wearer’s performance.”

“With foot.com, footwear developers can drill down to the data they need for the type of 
shoe they are developing. For example, if a footwear brand wants to develop an anatomically 
correct last for a women’s shoe size 8, they can download complete 3-dimensional data for an 
average size 8 in a particular region, or pinpoint one country,” said Kumar Rajan, Senior Vice 
President of Engineering at Aetrex. 

Although the portal can allow you to measure any aspect of the 3D foot, Aetrex will 
launch with 16 key measurements that are “vital to footwear design,” inclusive of foot 
length, width, ball girth, arch height, long heel girth, among other key inputs. Additionally, 
portal users can export aggregate data or download raw data of the unique, anonymous foot 
measurements in the database.

 “We feel Foot.com will help advance footwear development across many categories, but 
we believe it will have the biggest impact in the comfort, work and athletic space. It gives 
footwear developers a tool and a process to help create better fitting footwear with 
biomechanical benefits for superior products. And we believe manufacturers who use our 
Data Portal will have a competitive edge,” said Gregory Starr, VP of Product Development 
at Aetrex.

Aetrex explained that e-commerce is becoming a bigger part of shoe purchases every year, 
and currently, the online shopping experience is broken for the consumer. “Finding the right 
shoe fit when shopping online is a real challenge. Returns make it more expensive for 
retailers because they must pack up and ship out multiple pairs of shoes and deal with the 
returns and extra time for processing,” said Brad Kinnas, VP of Digital Marketing and 
Ecommerce at Aetrex.

Plus, all the extra packaging waste and gas emissions are not good for the environment. 
And, the experience is not great for consumers, either. Kinnas continues, “Shoppers 
sometimes have to buy multiple pairs of shoes in the same style to find the right fit. 
Therefore, the future of footwear sizing and fitting is 3D scanning and 3D measurements.”

A leading technology company in the footwear space, Aetrex explains it is always looking 
for ways to evolve and innovate. “This includes enhancements with our hardware for our foot 
scanning technology, our software, 3D printing for our orthotics line, mobile updates – and 
more,” says Schwartz. Innovation is always top of mind for Aetrex, making them a key brand 
to watch in the Fit Tech space.

Aetrex’s Data Portal on Foot.com is 
launching in August 2022.

FEATURE W I T H
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THE FIT SOLUTIONS UNIVERSE
A look at nine companies helping brands and consumers  
connect with the correct size. BY JENNIE BELL and EVAN CLARK

Known for manufacturing its own line of comfort footwear and 
orthotics, Aetrex Worldwide Inc. entered the fit technology 
business in 2002 with the debut of its iStep digital foot analysis 
system. That program evolved with the introduction in 2017 
of the Albert foot-scanning platform, which now consists of 
the Albert 2 Pro and 3DFit devices. The Albert 2, which is 
present in more than 600 stores, captures comprehensive 3D 
measurements of the foot, including length, width, girth, in-step 
and arch height and conducts a static pressure scan. Customers 
can then access the scans on the company’s Foot.com website 
to inform purchasing decisions. Next up, Aetrex will launch a 
Data Portal on Foot.com allowing shoe manufacturers to view 
and extract global 3D foot data broken down by gender, foot 
size, country and more.

AETREX WORLDWIDE INC.
_TEANECK, NEW JERSEY

MySize lets customers use their cell phone as a measuring tape, putting their 
body profile into a program with sophisticated algorithms that make sure 
fashion fits. Ronen Luzon, CEO, said recently: “MySizeID has continued to gain 
traction and now reaches 1,000-plus retail customers with additional reach 
throughout the world, including the U.S. and Turkey.”

The multifaceted company also just launched its FirstLook Smart Mirror, which 
it described as “an interactive, mirror-like touch display that provides shoppers 
in physical stores with an enhanced, online shopping experience and contactless 
checkout.” MySize is publicly traded and on track to log $5 million in sales this 
year based on its existing business. 

MYSIZE
_AIRPORT CITY, ISRAEL 

Fit:Match, which works with brands 
such as Savage x Fenty and Fabletics, 
sees fit as a three-dimensional problem 
that requires a 3D solution. Founded 
by CEO Haniff Brown in 2018, the 
company determined that both survey-
based fit analysis and surrounding body-
scanning fit analysis both have issues. 
Instead, it uses the lidar technology baked 
into certain iPhones to map a users body 
and then matches them to a digital twin 
— made by an IRL person of very similar 
size who has tried the looks to ensure 
proper fit. 

Fit:Match maintains that only 20 percent 
of women are wearing the proper bra  
size and that its solution increases that  
to 92 percent. 

The company is clearly looking at both 
the consumer and the business side of 
the fit equation, noting, “Our partners 
rely on our recommendations to make 
key decisions around fit, personalization, 
product design and inventory 
management, to drive an overall improved 
shopping experience.”

FIT:MATCH 
_ FORT LAUDERDALE, FLORIDA
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In October 2020, Wiivv Wearables Inc. rebranded as FitMyFoot, 
following the appointment of an executive team led by former 
Microsoft executive Chris Jolley as CEO and footwear expert 
Brett Ritter as president. The company is focused on promoting 
foot wellness. Its flagship technology uses biomechanics, as 
well as 3D imaging and printing to create flexible, comfortable 
custom footwear and orthotics for people based on photos 
they’ve captured on the firm’s Foot Science app. FitMyFoot 
algorithms are built on more than 12 million data points, and the 
products are validated in third-party biomechanics laboratories 
and tested by customers to ensure optimum comfort and 
function.

FITMYFOOT
_VANCOUVER, BRITISH COLUMBIA

True Fit is a machine learning system that is driven by the 
apparel and footwear industry’s largest connected dataset, the 
Fashion Genome. The company utilizes an extensive collection 
of data from more than 17,000 brands to offer personalized 
suggestions about how a product will fit. Shoppers create a 
True Fit profile online based on questions about their current 
wardrobe and can then receive recommendations from 
True Fit’s hundreds of retail site partners, including J. Crew, Kate 
Spade, PacSun, Ralph Lauren and Lands’ End. In December 
2021, the company announced a $30 million fundraising round 
after its annual recurring revenue grew 85 percent. It now has 
roughly 90 million active members.

TRUE FIT
_BOSTON

NetVirta is a 3D body scanning and size 
recommendation technology company 
found its start in 2008 when cofounders 
Jeff Chen and Andy Eow were graduate 
students at the Massachusetts Institute 
of Technology and saw an opportunity 
at the crossroads of computer vision 
and smartphones. Chen, chief executive 
officer, and Eow, chief technology officer, 
were aware of the fashion opportunity 
when they set up shop, but started in 
the medical world in 2013 with its app 
CurveCapture, which is the only 3D 
scanning app approved by the FDA.  

NetVirta brought its tech to the fashion 
world in 2017 with a retail-focused 
platform called NetVirta and has been in 
expansion mode. In April, the company 
linked up with Merrell and is powering 
the beta version of the footwear brand’s 
Merrell Shoe Advisor app offering “an 
easy, gamified AR powered 3D experience 
to find the correct shoe, size and fit.”

NETVIRTA
_BOSTON
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The company’s proprietary 3D foot-
scanning technology analyzes the 
foot anatomy to reconstruct the exact 
foot shape and detect detailed foot 
dimensions including length, width, 
height and girth. Its ScanMate 3D 
device is available in more than 350 
retailers spanning at least 40,000 stores 
in 48 countries. Key partners include 
Decathlon, Intersport, Hotter Shoes, 
SportsDirect and others. SafeSize, which 
was founded in 2012, also offers an online 
solution, the FitMate 3D app, which 
utilizes ScanMate data to inform product 
recommendations through a retailer’s 
website. In addition to its headquarters 
outside Amsterdam, the company also 
has offices in Ljubljana, Slovenia; Athens, 
Greece, and Shanghai.

SAFESIZE
_ALMERE, NETHERLANDS

Founded in 2012, Volumental’s fit technology is based on a 
3D foot scan that also leverages shopper data and artificial 
intelligence. According to the company, more than 3,000 of its 
in-store retail scanners have been distributed in 47 countries. 
After assessing the 3D dimensions of the foot, the system 
recommends styles in the store inventory that fit that particular 
food shape, taking into account other criteria such as personal 
preference and buying habits. To address the growing shift to 
online shopping, Volumental’s fit program also includes a mobile 
app that is compatible with the iPhone 12 and 13 Pro. It utilizes 
the LiDar scanning feature on the phone to measure foot shape.

VOLUMENTAL
_ STOCKHOLM, SWEDEN

Bold Metrics uses machine learning and mathematical 
algorithms to help shoppers find the right fashion fit with just 
four of five questions. And by doing so, the software as a service 
company aims to help retailers and brands “reduce returns, 
improve sustainability and supercharge their supply chain from 
the ground up.” The company, which works with men’s wear 
giant Tailored Brands, recently raised $8 million in series A 
funding. Next up is the metaverse via its Body Data NFT, which 
launched in January. The token helps users digitally authenticate 
their body data so it can be used in Web3 applications. 

BOLD METRICS
_SAN FRANCISCO 
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Getting the right fit boasts a host of 
environmental and competitive 
advantages.

Well over 100 billion fashion items are 
produced each year and a sizable chunk 
— three out of every five garments, 
according to a McKinsey & Co. analysis 
— heads quickly for the landfill or 
incineration.

“Lack of standardization is fashion’s 
biggest problem when it comes to fit,” 
said Avihay Feld, cofounder and chief 
executive officer of 3D design solution 
Browzwear. “In the days of in-store 
shopping, this wasn’t as big of a problem 
because people could try things on. In the 
era of online shopping, however, the fact 
that no one knows which size is the right 
size results in a lot of returned 
merchandise. That’s bad for business 
(items can’t be resold for full price if at 
all) and bad for the environment 
(additional shipping contributes to the 
industry’s already-high carbon footprint).”

And many founders are as fed up  
as customers. 

Maria Borromeo, cofounder and former 
CEO of Thakoon, was inspired to launch 
ClHu — a genderless athleisure brand 
— that delivers on design and fit for all. 
Launched in March 2022, ClHu currently 
boasts an unheard-of 0 percent return rate.

The brand spent two years creating a 
unique color-coded sizing system that 
allows customers to approach buying 
clothing based on how they want the 
piece to fit rather than the size they think 
they’re supposed to be. ClHu carries 
seven sizes, which compare with a typical 
youth size 10/12 to an adult XXL.

Borromeo said traceability and end-of-life 
(think resale) are all part of the brand 
identity from the get-go. In partnership 
with consumer tech company SharpEnd, 
ClHu has embedded a unique QR code 
within every single garment that allows 
consumers to track the garment 
throughout its useful life, documenting 
the wear — with selfies and notes —  
if they so choose. On the resale side,  
the brand taps Recurate to power its 
“Redo” service.

While CIHu is one exception, apparel 
companies invested less than $200 
million in supply chain traceability  
technology in the last decade, according 
to a recent report from financial think 
tank Planet Tracker. Next-gen materials, 
on the other hand, have scored billions 
and resale is right up there.

Apparel fit technologies, too, are boasting 
solid traction, with True Fit — one player 
used by J. Crew, PacSun, Asics and more 
— logging $157 million in funding since 
inception in 2005. A number of 
other fit tech companies like MySize ID 
boast more than $18 million in funding, 
and Ukrainian startup 3DLook (used by 
Dickies and Tailored Brands) has scored 
around $14 million in funding since its 
relative infancy.

Quoting a 2021 McKinsey report on 
personalization, Whitney Cathcart, 
cofounder and chief strategy officer  
of 3DLook, said, “With 71 percent of 
global consumers today expecting 
personalized product experiences and 
more than 50 percent expecting  
brands to introduce more sustainable 
business practices, fit technology is set 
up to become ubiquitous over the next 
few years.”

There’s countless apparel fit solutions 
with similar funding stories, 
yet fit tech start-up Presize.ai (later 
acquired by Meta), found that 
while fit technology is readily available, 
many of the industry’s top retailers have 
yet to implement it.

How come?

It may be a matter of mind-
set. Fit technology has yet to find its 
footing in the broader digitization picture 
of the fashion supply chain in a few ways.

“Plain and simple — inconsistencies in 
sizing leads to high return rates, not to 
mention customer frustration,” Jessica 
Chee, strategic growth marketing 
manager for ShopThing, a live shopping 
app, told WWD. “Spending the time and 
money to create the right fit means less 
material wasted and fewer returns sent to 
landfills. Unfortunately, for many 
companies, the cost of restocking doesn’t 
make financial sense and it’s easier to 
send the item to a landfill. In the U.S., 5 
billion pounds of returned goods end up 
in landfills each year, creating 15 million 
tonnes of carbon emissions.”

Chee believes retailers and brands aren’t 
correlating the benefits. “If companies 
devoted more of their spending to fit,  
the benefit would be twofold. One: 
customers would love the piece more and 
as a result, it would stay in their 
wardrobes for a longer period of time. 
Two: A better fit means fewer returns, 
which alleviates tremendous stress  
on a company’s supply chain resources, 
the environment.”

FIT’S PLACE IN THE 
SUSTAINABLE SUPPLY CHAIN
While fit tech is a sustainable supply chain 
innovation in abundance, it still lags in adoption.  
BY KALEY ROSHITSH
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While the solutions to fit in 2022 are all new and high tech — 
from AI to machine learning to 3D body scans — the problem  
is old. 

Very old. 

Seemingly ever since apparel and footwear moved to mass 
production, the fashion industry has been struggling to snuggly 
match shoppers with style. 

Eighty-five years ago, WWD was following along as brands  — 
referred to as “resources” — retailers and the rest of the industry 
tried to rally around size standardization so at least there was a 
common understanding of how a size 8 differed from a size 10 
and so on. 

Here, a glimpse of where fashion stood in the issue from the 
pre-War pages of WWD.

FIT: A LONG-STANDING 
PROBLEM
The fashion industry has been working 
to find the right fit for a long, long time. 
BY EVAN CLARK

IT HAS been a truly progressive year for development of that age-old 
Utopian dream — size uniformity and its standardization by industries 
in the apparel business. True, the advancement in past months has not 
been noteworthy among those who produce and sell clothes for women, 
but the approach is definitely there. So much so that in one branch — 
children’s apparel — the Government has taken a leading interest and 
has managed to create among dealers and manufacturers a willingness 
to cooperate. 

In a number of important industries, there has been more or less a 
meeting of the minds on this size question. Its inefficiency and lack of 
coordination dates back many years and, while there have been constant 
pleas and recommendations for a change, in an overwhelming number 
of resources dealing with retailing, the sizing question has remained 
practically at a standstill.

Since retailers have decided to “let their hair down” in acquainting 
consumers with the facts about merchandise, both as to make and 
content, there appears little doubt in the minds of many that proper size 
control must be next in line….

SIZE STANDARDIZATION 
DREAM NEARS REALITY
Progress During 1937 Gives Encouragement 
That Order Will Emerge From Present 
Unscientific State.  
BY HARRY BERLFEIN

WOMEN’S WEAR DAILY, DECEMBER 28, 1937
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