AllSaints adopts AI-first platform to accelerate fashion retail decision-making
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AllSaints is overhauling its buying and merchandising stack with an AI-first platform designed to speed decision-making and free merchant teams from repetitive data work.
The London-based fashion chain has chosen Impact Analytics to replace a legacy environment built on spreadsheets and manual processes with a single, AI-native planning suite. According to the company in a statement, the rollout will be phased and will cover CortexEye for business intelligence, allocation and replenishment, markdown and promotional pricing optimisation, merchandise financial planning, and assortment and range planning.
The shift centres on shortening the retailer’s weekly trading cycle. Currently, preparing AllSaints’ Monday trading packs requires teams to begin compiling data as early as Sunday to reach clarity by Monday afternoon. Under the new arrangement, the full Monday trading pack will be available by 8:00 a.m. on Monday, segmented by department and team, enabling faster, more focused action across markets.
“One of the four pillars of our transformation is to become data-driven and powered by AI,” said Alfie Meekings, Chief Transformation and Technology Officer at AllSaints. “We have a great team, but they have to spend so much time manually pulling and analysing data. This partnership allows us to eliminate repetitive, low-value tasks so our merchandisers can focus on understanding what is truly happening in our brand and make quicker, higher-quality decisions to get the right products in the right places for our customers.”
Impact Analytics describes CortexEye as a decision-intelligence tool that lets retail leaders query enterprise data in natural language and receive explainable answers about what is driving performance. According to the vendor, the platform fuses signals from merchandising, marketing, pricing, supply chain, store operations and external factors in real time, delivers high conversational AI accuracy and can cut diagnostic investigation times substantially. The company said in a press release the technology achieves 97% conversational accuracy and can reduce investigative workflow times by up to 50%.
“Brands like AllSaints are at an inflexion point where speed, clarity, and confidence in decision-making are critical,” said Prashant Agrawal, Founder and CEO at Impact Analytics. “This partnership is designed to replace fragmented spreadsheets with a unified, AI native platform and business intelligence solution that amplifies merchant expertise, accelerates planning cycles, and drives measurable impact across buying, pricing, and inventory decisions.”
Industry coverage of the deal notes that retailers increasingly seek automated, insight-led planning to improve forecast precision and to reallocate staff time from data preparation to interpretation and strategy. Reports from trade outlets indicate AllSaints’ move mirrors a wider push in fashion retail toward integrated platforms that combine financial planning, replenishment and promotional optimisation.
AllSaints frames the project as part of a broader transformation programme; the company intends the platform to surface the most material signals to merchants so that weekly meetings start with clear priorities rather than manual report building. For its part, Impact Analytics positions the work as a transition away from fragmented spreadsheets toward an end-to-end merchandise planning lifecycle.
While vendors’ performance claims are compelling, retail executives typically weigh such promises against integration complexity and data governance needs when replacing entrenched systems. Analysts say success will hinge on how quickly the platform can be populated with clean, connected data and how effectively teams adopt the new workflows.
AllSaints will phase the deployment across merchandising functions, with the stated aim of accelerating planning cadences and improving the speed and quality of commercial decisions.
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