MARKETING

2027 CASE STUDY

2027 Theme

Learn more about the topic of

the 2027 Case Study, Unlocking
Hidden Potential: Identifying
High Value Consumer Groups, and
the importance of this topic in the
fashion industry.

General Guidelines

There are specific requirements in
how your case study is completed.
This section will explain general
expectations.

Marketing Focus

Each discipline takes a unique
approach to the annual theme to most
directly align with the needs of the
discipline. In this section, learn about
the expectations for Marketing.

Required Content

Specific content is required within
your case study submission. Use
the required content as a checklist
to ensure you have included all
necessary components within your
case study.

Judging Criteria

Judging is a blind process following
specific criteria. Checkout the criteria
to understand what considerations
are most important in case study
development.

Getting Started

Once you have an understanding

of the expectations and layout of
the 2027 FSF Case Study, use the
resources provided in this section to
get started with your own case study
concept.




Introducing the 2027 Case Study Theme

Unlocking Hidden Potential:
Identifying High Value
Consumer Groups

"a new era of brand and product discovery is on the horizon.” Industry-wide, both

major fashion brands and emerging micro-brands are evolving to be ever-present,
meeting consumers wherever they are, at each moment of the day. This change is helping
consumers to find brands that fit their unique lifestyles. Yet, the plethora of choice
and availability in fashion commingles with a critical challenge; “fashion shoppers are
overwhelmed with choice, which negatively impacts their engagement and conversion
rates with brands.” While consumers are demanding more utility from each brand
experience, they are also exhausted. As a result, many consumers feel they are overlooked
and underserved, with their needs not being focused on by brands. As brands seek to
build deeper connections to consumers, understanding the needs and wants of unique
consumer groups is critical to establishing brand staying power (Napoli & Rees, 2025).

The fashion experience is rapidly changing. According to the State of Fashion 2025,

In the 2027 Fashion Scholarship Fund Case Study, you will explore how a fashion brand
or retailer of your choice can unlock hidden potential and build a connection with the
unmet, overlooked, and underserved needs of a specific, unique consumer group that
has the potential to be highly valuable to the brand. You will identify and define the
specific consumer group, proposing an opportunity for the chosen brand or retailer to
meet the demands of their lifestyles. Your consumer group may be aligned by factors
such as generation, region, lifestyle, or hobbies. Further, they are likely to be affected by
shifting societal and cultural priorities, generational or intergenerational trends, emergent
communities, and/or shifting manners of living. The consumer group you select can be a
small microcosm or a large entity.
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https://www.businessoffashion.com/reports/news-analysis/the-state-of-fashion-2025-bof-mckinsey-report/
https://www.wgsn.com/insight/article/675887f3e277c41b83cc31eb

You must demonstrate how the identified consumer has been hidden,
overlooked, or underserved and why the consumer group presents high
value to the brand going forward. The identified consumer cohort must
logically align with the priorities of your selected fashion brand or retailer.
The consumer group must also benefit from the brand serving them in an
intentional manner. Given the diversity of consumers within the United
States, your case study must focus on a consumer group within the

USA. However, your selected brand may be based in the USA or another
country.

You will need to bring this theme to life in the case study you
present.




Topic Selection
You wil develop a case study exploring the current challenges and future
opportunities for an existing fashion brand or retailer as they relate to high
value consumers. The following guidelines will support your selection of a
suitable fashion brand/retailer and how your ideas are presented in a creative
and professional format.

Brand & Retailer Selection
1. Fashion or related industry. The fashion brand/retailer that you choose
must be a fashion apparel, accessories, footwear, home, beauty, or health
& wellness brand.

2. USA-based consumer. Given the diversity of consumers within the United
States, your case study must focus on a consumer group within the
USA. However, your selected brand may be based in the USA or another
country.

3. Generally well-known. The brand/retailer(s) that you select should be
generally well-known. Given the diversity of consumers within the United
States, your case study must focus on a consumer group within the
USA. However, your selected brand may be based in the USA or another
country.

4. Publicly traded. It is suggested (but not required) that you choose
a company that is publicly traded so that information regarding the
company is easily accessible.

5. For Business Strategy Applicants:

Alix Partners Consumer Sentiment Index. While it is not required, it is
suggested that you select one of the brands/retailers highlighted in the
Alix Partners Consumer Sentiment Index for Fashion, Beauty, or Home
(available in the ‘Resources’ section). These reports provide insights to
what is driving brand performance and consumer desire, allowing you to
maximize your insights and knowledge as a foundation for your case study.

LR
| Case Study Slide Deck
Case studies must be submitted as slide decks in landscape orientation, with
slides sized for on-screen show 4:3 or 16:9 display (approximately 10" x 7.5").
Files can be created in any software of the applicant’s choosing, such as

PowerPoint, Keynote, Adobe InDesign, or Adobe lllustrator. However, all cases
must be submitted in a flat PDF format without video or sound.

GENERAL GUIDELINES

Format Your Way

Your case study must be presented as a slide deck, however, there are
no specific requirements regarding visual design or text format. You are
encouraged to utilize visuals throughout your presentation. It is advisable
to not overload each slide with information, and to keep your presentation
concise and to the point: each slide should take no more than 1-2 minutes to
absorb by the reader.




References

All references should be included within a references/ bibliography page at
the end of your slide deck or annotated in footnotes visible within the slide.
Do not use hyperlinks in a footnote as the content cannot be accessed
once the case study is uploaded.

Stick to the Page Length

The slide deck should be 18-22-pages in length including title, body,
appendices, and references. A breakdown guide is provided alongside
each section to help you determine the cadence of information. However,
it is your responsibility to ensure you do not exceed the maximum allowed
slides. Do not exceed the page limit. Ensure your content connects from
section to section to tell the story you are trying to convey. This is the first
time judges will be exposed to your case study, and they should be able to
fully interpret your intended plans.

Exclude Your Name and School

Your name should NOT be included in your case study. Do not include
your name or college/university affiliation on the title page or anywhere in
the case study as the review process is anonymous. However, your name
will be included on other required documents including your resume and
unofficial transcript; those documents are not a part of the case study
judging process.

Proofread
Be sure to proofread your case study. Points will be deducted for not
following format directions, as well as for grammar and spelling errors.

Al Disclosure

You may use Al programs (e.g. ChatGPT) for brainstorming and help in
generating ideas. However, note that the material generated by these
programs may be inaccurate, incomplete, or otherwise problematic. You
may not submit any work generated by an Al program as your own. If you
include material generated by an Al program, it should be properly cited like
any other reference material.

GENERAL GUIDELINES
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GENERATE
LIFESTYLE APPEAL
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Objective: Establish a 1-year (or longer) strategic marketing
plan that addresses the unique lifestyle needs of an expanding
consumer group through diverse engagement tactics.
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Your Role: Director of Marketing

ou are the Director of Marketing for an
Yexisting brand or retailer of your choice. It is

your responsibility to develop engagement
strategies that reach consumers throughout the
marketing funnel, from identifying new customers
and engaging loyal customers. Your marketing
tactics must communicate brand actions, goals,
and values. It is also your responsibility to use
analytics to assess the effectiveness of marketing
activities and track engagement of key consumer
groups. Your overarching goal is to drive return on
investment (ROI) through customer engagement
strategies that result in customer acquisition and ...
retention. @miista

Expanded Objective Explanation

our objective is to create a strategic
Ymarketing plan for an existing fashion

brand or retailer to engage a unique
and expanding consumer, addressing their
specific lifestyle traits. When identifying your
target consumer, common characteristics
of the target cohort should be outlined. Your
consumer group should be an existing or
expanded consumer group of your selected
brand/retailer. Your intention is to utilize
specific marketing tactics to create an
emotional bond with the selected audience.
Thus, it's important to be mindful of your
chosen consumer's lifestyle, perceptions, and
priorities, aligning them with brand activities
and marketing goals. Your strategic marketing
plan should solve for a friction point, adding
value for consumers and the brand.

Cottonbro Studio

As an example of a brand connecting with a specific consumer group through strategic marketing,
LL Bean recognized a shift in their core consumer cohort to be aligned by lifestyle and interest
across multiple generations. Their intergenerational consumer is drawn to the heritage and quality
of LL Bean legacy products, while also valuing personalization and unique, customized product
appeal. Within the LL Bean marketing strategy, they embraced viral trends and added in-store
experiences to draw consumers into the LL Bean brand experience, embracing their classic Boat
and Tote, lovingly dubbed the ‘Boatkin’. The consumer-centric marketing strategy drove an almost
15% increase in foot traffic to its retail stores in 2025 (Lafontaine, 2025).



2027 CASE STUDY
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REQUIRED SECTIONS

Section 1: General Introduction (7-2 slides)
[] Title slide

[ ] Executive summary

Section 2: Establish Your Brand (3-4 slides)

[] Introduce your chosen fashion brand or retailer

[ ] SWOT analyses of your chosen brand or
retailer

[ ] Current brand/retailer strategies, challenges,
and/or marketing activities
Section 3: Case Study Research (2-4 slides)

[ ] Research in suggested areas: Industry
landscape, society, consumer and lifestyle,
macroeconomics

Section 4: Purpose & Goals (7-2 slides)

[] Purpose of marketing plan aligned with goals

[ ] Outline objectives achieved through marketing
plan

Section 5: High Value Consumer (2-3 slides)

[ ] Consumer and lifestyle research

[ ] Create 2-3 consumer personas

Section 6: Strategic Marketing Plan
(2-4 slides)

[ ] Strategic marketing plan with specific tactics
including:
[] Timeline, duration, and channels of each tactic

[ ] Tactics connection to the marketing funnel

Section 7: Marketing Tactics (7-2 slides)

[ ] Connect marketing activities to an analytical
assessment of performance

[ ] Key performance indicators (KPIs, minimum of
3, no more than 6)

[] Connect the KPIs to marketing tactics and
customer performance objectives

Section 8: Marketing Mock-Up (7-2 slides)

[ ] Create an example of marketing content
within your strategic marketing plan

Section 9: Future Growth (7-2 slides)

[ ] Outline plans to scale or exit depending on
its success

Section 10: Conclusion & References
(2-4 slides)

[ ] Conclusion

[ ] Bibliography (also known as, references or
works cited)

(Optional) Section 11: Use of Al (1 slide)

[ ] Address how advanced technology, such
as Al, was used in the creation of your case
study and/or how it would be used within
your proposed marketing strategy. For
example, you may address if it will support
content creation, consumer engagement, or
other aspects of your proposed plan.

[ ] Alternatively or additionally, you may
address how advanced technology, such
as Al, was used in the creation of your case
study.

[ ] In addition to the ‘Use of Al' section, please
be sure to clearly reference any use of
Al in your case study in text or within the
reference list.

(Optional) Section 12: Appendix (0-5
slides)

[ ] Present additional, supplemental ideas that
support your project and add significant
value

Important: The recommended slides per section are suggestions only. It is your responsibility to ensure your total slide deck, from the very first to very last slide,

falls within the 18-22 slide requirement.

Case Study excerpts from 2026 Top Four Marketing Scholarship Recipient Flora Medina



=1 ® @& 4
AUGUST JIJ_I.Y JUNE _ MAY

Sinca the launch af Mad Lab in August 074, the pasiom

MBI G 18 101 )

mmllI
mmnnlmmdﬂumnudm dulmm Io

numwwwulm nnlmlw. the zampaign

L —

bl Lan, nging
e SEnERME 10 Th platiom

T I\ g
Expmimine,

‘ Social Media  infuencer Partners

Btz Wil e armounzed va 7
Iivstaggenm + TTok on Crocs. )
ceouites, and prom oled thioagh
Infusrces partnersips
= W lessagram, TIKSak, and ¥auTiibe
Corsklered e foreliest geeeraton, Oeneraten Tis & cohort of digitsl
satwes who S¥ge 0 182 geruae sl CEATeED 10l & sene of s“ﬂ:‘::w it
wnsmnlmcmmm by weat Crars i rm.gnmm,m..u.gn Belonging. Being comfortzble in online spaces, Gea 2 ks drons 1s sodal n g i Bl
Wk, g Al e n 0ubecd ik i "‘Mﬂ“
B Al i - A s e - Umbalsec e st Sain g
T et vyt UL g o LT oo FErp
and encouraging belonging are key elements :::‘:': z‘w& e 425 o '::;: L St ki 11Tk ot )
» '+ g s oasd acmme:
in building Gen Z's trust in tech owaig horaee they basy af bl v
-Gt st o v bl = = =
e Mad Lab, pad « ABZ% 52k ey Woe fa be heingt e coaers 1233 of el consaners) ‘ Podcasts O Email + Text Caopy Voice
' + ATE saybomg achve I (b omaniy  Fnportast ia e, + Baskethalvas s mod popuiarsperte |
- + ~F e s e ey g el
comsumers wil mate € < 1o, o e zpmmd:hhlmmuuthu hran e T ar b bt iy ot il el i
Engagieg consumirs Mimigh . e MeBkz wilibacore 3 mal © T donfT e e el s T kb B - AT b o el 1% o a1 susety coptrm i s
< s ety g
A, 203
L =S

"T.hrf.‘.l.gn MeBitz, the Crocs customer will find
_‘Ille in shoes that are truly their own.

L —
ety

ot s il i g
= Sty s v b
ey

= ke

® ]
JANUARY FEBRUARY

ey 3 T b icuianta  ubray L Digtal e

Mty 1330 ey ot wt s shcmcasig
v il sttt

4X/.nlmnt!! 1:20

monthly fiyMeBiz
posts : MeBitz crested

Mmlamuﬂunwulsmfowmumm (R —

+ Gonsuraess subrat ther Mol desigrs on| [ sk Mt Ll E ngy

. nmmmwmmuwnuw Wt Loty cvere
Flfght st pa—

# [t e
P Buvehirs 400 ik Witk borsccil 4wk presnition b 20 ek, ST

Winng SesiEners recare: [y scotper - nd

+ Thei Ses prechuced fos vk e pobli purchisy ool oene e

Pk sociiencha et cre nade 1 seeirgsany et Sisn g

s e
. ey b FH
o pis .
« B 382
| e b 1 arena | APRIL ittt e st
o e b e i e 4

9



2027 CASE STUDY

MARKETING

INDUSTRY EXAMPLES

Consider examples of assortments created by existing fashion brands and retailers to
target consumer segments.

Miu Miu
n‘ | " As a part of a campaign dedicated to contemporary
n‘ i “ thought and culture, Miu Miu celebrated women who

break convention with a literary pop-up, Miu Miu
Summer Reads (Miu Miu, 2025).

SUMMER READS

e | CREW
Recognizing the surge in J ‘
nostalgia and the demand for
tactility across Generation Z
and Generation X consumers,
J Crew relaunched their
physical catalogue to
maintain relevancy with
existing customers while
drawing in a new customer
(Lieber, 2024).

Miu Miu

J Crew

New Balance

Worn by supermodels in London

and dads in Ohio.

New Balance reclaimed
its “dad shoe” to appeal
to fashion-forward city
dwellers with marketing
messages such as,

“Worn by supermodels in
London and dads in Ohio”
(New Balance, 2024).

990 =&

Dazed Digital

10


https://www.miumiu.com/us/en/miumiu-club/special-projects/miu-miu-summer-reads-2025.html
https://www.dazeddigital.com/fashion/article/44382/1/new-balance-new-campaign-dad-shoe-ugly-sneakers-990v5
https://www.wsj.com/style/fashion/j-crew-print-catalog-is-back-demi-moore-42f99c7c?gaa_at=eafs&gaa_n=ASWzDAgkv_rSx65F3ni4MmmIV0ZComwpjtZ1_kZoK7qDeiD5ksC89Xqc-ppphL89MVc%3D&gaa_ts=68893518&gaa_sig=mVIfmTHqzL4IbsE3Dyfxg7TriT4VJkKVGn5QOF-C8yYbimmIeMUePy2dYhmYyTHTT-XJblJTk6-jkUKnpPmcHw%3D%3D

FSE

VETEMENTS

VETEMENTS

Recognizing the growing appeal of
body modification among luxury
consumers, VETEMENTS launched
the VETEMENTS Tattoo Experience
at Coachella, where attendees could
select a design to have tattooed free
of charge

(Vetements, 2025).

Learn more about marketing to meet the needs of unique consumer lifestyles.

Bloomberg. (2025, September 2). Nike's
Female Basketball Stars Are Outshining
Their Male Counterparts. Business of
Fashion. https://www.businessoffashion.

com/news/sports/nike-wnba-
basketball-stars-collaboration-sneakers-
trainers-jordans/

Circana LLC. (2025, October 8). Circana
report reveals shifting generational
tides in consumer spending. https://
www.circana.com/post/circana-report-
reveals-shifting-generational-tides-in-
consumer-spending

Crawford, H. (2025, September 9). How Y2K
Teen Brands Are Winning in the TikTok
Era. Business of Fashion. https://www.
businessoffashion.com/articles/retail/
legacy-teen-retailers-hollister-american-

eagle-pacsun-y2k-gen-z-tiktok/

Epsilon. (2025, April 29). 6 generational
insights to shape your marketing
strategy. https://www.epsilon.com/us/
insights/blog/generational-marketing-
strategy-insights-adweek

Epsilon. (2025, March 10). Your guide to
cross-generational marketing in 2025.
https://www.epsilon.com/us/en/

Meliana, P. (2025, July 2). Marketing to
6 generations: The ultimate 2025

playbook. ContentGrip. https://www.
contentgrip.com/marketing-different-

eneration

Sykes, M. & Butler-Young, S. (2025, October
1). Sports and Fashion Are Tighter
Than Ever. But Who's Really Winning?
Business of Fashion. https://www.
businessoffashion.com/articles/sports/
nfl-wnba-sports-fashion-collaborations-
success-failure/

Takanashi, L. (2025, September 12). Why
Luxury Needs to Rethink How It
Speaks to Gen Z. Business of Fashion.
https://www.businessoffashion.com/
articles/luxury/why-luxury-lost-gen-z-

customers/

Takanashi, L., Kwon, J., Butler-Young, S., &
Baskin, B. (2025, September 24). The
Debrief | Gen Z Isn't Buying Luxury’s
Story. Business of Fashion. https://
www.businessoffashion.com/podcasts/
luxury/the-debrief-gen-z-isnt-buying-

luxurys-story/

Access the linked Business of
Fashion articles for free with the
free BOF student membership!

insights/resources/cross-generational-
marketing
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https://www.businessoffashion.com/news/sports/nike-wnba-basketball-stars-collaboration-sneakers-trai
https://www.businessoffashion.com/news/sports/nike-wnba-basketball-stars-collaboration-sneakers-trai
https://www.businessoffashion.com/news/sports/nike-wnba-basketball-stars-collaboration-sneakers-trai
https://www.businessoffashion.com/news/sports/nike-wnba-basketball-stars-collaboration-sneakers-trai
https://www.circana.com/post/circana-report-reveals-shifting-generational-tides-in-consumer-spending
https://www.circana.com/post/circana-report-reveals-shifting-generational-tides-in-consumer-spending
https://www.circana.com/post/circana-report-reveals-shifting-generational-tides-in-consumer-spending
https://www.circana.com/post/circana-report-reveals-shifting-generational-tides-in-consumer-spending
https://www.businessoffashion.com/articles/retail/legacy-teen-retailers-hollister-american-eagle-pac
https://www.businessoffashion.com/articles/retail/legacy-teen-retailers-hollister-american-eagle-pac
https://www.businessoffashion.com/articles/retail/legacy-teen-retailers-hollister-american-eagle-pac
https://www.businessoffashion.com/articles/retail/legacy-teen-retailers-hollister-american-eagle-pac
https://www.epsilon.com/us/insights/blog/generational-marketing-strategy-insights-adweek 
https://www.epsilon.com/us/insights/blog/generational-marketing-strategy-insights-adweek 
https://www.epsilon.com/us/insights/blog/generational-marketing-strategy-insights-adweek 
https://www.epsilon.com/us/en/insights/resources/cross-generational-marketing 
https://www.epsilon.com/us/en/insights/resources/cross-generational-marketing 
https://www.epsilon.com/us/en/insights/resources/cross-generational-marketing 
https://www.contentgrip.com/marketing-different-generation/ 
https://www.contentgrip.com/marketing-different-generation/ 
https://www.contentgrip.com/marketing-different-generation/ 
https://www.businessoffashion.com/articles/sports/nfl-wnba-sports-fashion-collaborations-success-fai
https://www.businessoffashion.com/articles/sports/nfl-wnba-sports-fashion-collaborations-success-fai
https://www.businessoffashion.com/articles/sports/nfl-wnba-sports-fashion-collaborations-success-fai
https://www.businessoffashion.com/articles/sports/nfl-wnba-sports-fashion-collaborations-success-fai
https://www.businessoffashion.com/articles/luxury/why-luxury-lost-gen-z-customers/  
https://www.businessoffashion.com/articles/luxury/why-luxury-lost-gen-z-customers/  
https://www.businessoffashion.com/articles/luxury/why-luxury-lost-gen-z-customers/  
https://www.businessoffashion.com/podcasts/luxury/the-debrief-gen-z-isnt-buying-luxurys-story/  
https://www.businessoffashion.com/podcasts/luxury/the-debrief-gen-z-isnt-buying-luxurys-story/  
https://www.businessoffashion.com/podcasts/luxury/the-debrief-gen-z-isnt-buying-luxurys-story/  
https://www.businessoffashion.com/podcasts/luxury/the-debrief-gen-z-isnt-buying-luxurys-story/  
https://www.businessoffashion.com/articles/luxury/tag-heuer-and-new-balance-team-up-on-a-high-end-co
https://www.instagram.com/p/DISjvKwCd3k/?hl=en
https://www.businessoffashion.com/subscriptions/packages/students/

Scholarship winners are showcased at the annual FSF Live Gala
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Industry leadership are also honored at the annual FSF Live Gala



http://www.fashionscholarshipfund.org

FSE

JUDGING CRITERIA

Your case will be reviewed by industry professionals including the FSF Board of Governors, FSF
Mentors, and FSF Alumni. The percentages below represent the portion of the score that will

come from each respective category.

Creativity & Feasibility

Merchandising, Marketing, Business Strategy

(40%)

Design & Product Development (20%)

+ Is the applicant’s idea unique, inspiring,
and innovative?

+ Is the applicant’s idea well-thought-out
and conceivably executable?

+ Isthe applicant’s idea clearly connected
to the selected brand/ retailer?

Research & Development
Merchandising, Marketing, Business Strategy
(40%)

Design & Product Development (20%)

« Has the applicant researched the selected
brand/retailer, demonstrated depth of
knowledge of the company’s activities
and competitive positioning as relevant to
the presented concept?

« Has the applicant conducted thorough
research regarding the retail landscape
and the attitudes, behaviors, and lifestyle
traits of the intended consumer?

« Has the applicant addressed how
consumers will benefit from their
proposed concept?

+ Has the applicant clearly demonstrated
the quantifiable business benefit of the
creative concept?

13

Collection Presentation

Design & Product Development ONLY (40%)

« Has the applicant presented their
concept development in a manner that
is clear and supports the final collection
design?

« Has the applicant presented a final
collection that conveys a strong
presentation of design and is fitting to the
intended concept?

« Has the applicant presented technical
design details (through tech flats) that
are easy to understand and show how to
execute the concept?

Clarity

All Disciplines (15%)

« Does the applicant clearly and
consistently tell their story, aligning
direction from executive summary,
through core content, and into the
conclusion?

« Does the applicant’s case follow logical
development and a clear structure; is it
easy to follow and summarize?

« Did the applicant clearly complete each
portion of their prompt?

Format

All Disciplines (5%)

« Did the applicant use correct grammar
and spelling?

« Did the applicant include a title page with
one sentence to summarize the case?

«  Was the applicant’s name and school kept
anonymous?



2027 CASE STUDY

Wondering Where to Begin?
Get Started By Researching
This Year’s Theme

Use the below resources to begin building your
understanding of the consumer and brand opportunities
relating to this year’s case study topic.

@greyhoundoriginal

Use the below resources to support your identification of important consumer
groups.

Coresight Research. (2025, September 21). Coresight Research. (2025, September 25).
Analyst Corner: Understand Who Shops Shoptalk Fall 2025 Wrap-Up: Driving
Where in US Retail, with John Mercer. Retail Forward—Al, Agility, Loyalty and
https://coresight.com/research/analyst- Leadership in Volatile Times. https://
corner-understand-who-shops-where-in- coresight.com/research/shoptalk-fall-

e 2025-wrap-up-driving-retail-forward-ai-

aqility-loyalty-and-leadership-in-volatile-
times

14


https://coresight.com/research/analyst-corner-understand-who-shops-where-in-us-retail-with-john-merc
https://coresight.com/research/analyst-corner-understand-who-shops-where-in-us-retail-with-john-merc
https://coresight.com/research/analyst-corner-understand-who-shops-where-in-us-retail-with-john-merc
https://coresight.com/research/shoptalk-fall-2025-wrap-up-driving-retail-forward-ai-agility-loyalty-
https://coresight.com/research/shoptalk-fall-2025-wrap-up-driving-retail-forward-ai-agility-loyalty-
https://coresight.com/research/shoptalk-fall-2025-wrap-up-driving-retail-forward-ai-agility-loyalty-
https://coresight.com/research/shoptalk-fall-2025-wrap-up-driving-retail-forward-ai-agility-loyalty-
https://coresight.com/research/shoptalk-fall-2025-wrap-up-driving-retail-forward-ai-agility-loyalty-

FSE

Deloitte Insights. (2025, July). Deloitte Global McKinsey & Company. (2025, June 9). State of
Sustainable Behaviors Survey. Deloitte. the consumer trends report 2025: When
https://www.deloitte.com/us/en/insights/ disruption becomes permanent. https://
topics/environmental-social-governance/ www.mckinsey.com/industries/consumer-
deloitte-global-sustainable-behaviors- packaged-goods/our-insights/state-of-
survey.html consumer

Deloitte Insights. (2023, June 28). Financial well- McKinsey & Company. (2024, November 11).
being and consumer resilience. Deloitte. The state of fashion 2025: Challenges at
https://www.deloitte.com/us/en/insights/ every turn. https://www.mckinsey.com/
industry/retail-distribution/consumer- industries/retail/our-insights/state-of-
behavior-trends-state-of-the-consumer- fashion
tracker/consumer-resilience-financial-
wellbeing.html National Association of Convenience Stores.

(2025, September 30). Millennials and Gen

Deloitte Insights. (2023, July 31). Global anxiety Z contribute 32% to consumer spending.
levels in polycrisis. Deloitte. https://www. https://www.convenience.org/Media/
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Have you familiarized yourself with the
How to Apply Guide?

Be sure to read it carefully! It outlines
additional requirements and the available
resources to support your Fashion
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