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Image: WWD and AlixPartners provide a self-
assessment for retailers diving into AI.
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MERCHANDISING

How can fashion brands
and retailers use big data
and digital technology to
advance their assortment
goals?

202472025 CASE STUDY
PROMPT

The right product in the right place at the right time can be a more
challenging goal than it sounds. Managing an assortment requires
continual adjustment as consumer preferences change, inflation
rises, the economy faces a potential-but-not-yet-real recession,
and “uncertainty” is forever in the air. However, according to
Groysburg et al. (2022), “Buyers are better informed than ever,
with access to a wide range of online resources that help them
evaluate products.”

Fashion brands are leaning on the integration of big data and
digitally-driven resources to support merchant’s decisionmaking,
improving their assortment mix, filling gaps in the product
offering, and maximizing stock-to-sales potential. According to
Emily Reasor (2022), McKinsey & Company’s Senior Partner
responsible for Retail and Growth, “[F]orwardlooking companies
have shown that data and analytics can help them become more
precise in their efforts, as well as more effective in managing
inventory surplus, value perception and margins.” For instance,
merchandisers lean on past performance to inform future decisions.
With the growth of big data and information accessibility, brands
can use data analysis and modeling to make more informed
product decisions (Gaddamadugu, 2023). Brands are increasingly
using data in trend forecasts as well. Brands prioritize insights
from forecasting organizations to ensure they have the right
trends and appropriate inventory levels within their assortment.
Increasingly, forecasting agencies such as Edited, WGSN, and
Heuritech are using digital technologies like machine learning,
web-crawlers, and Al to maximize recommendations based on
data. With the integration of Al-driven digital technology, brands
are able to get a more accurate picture of trends and product
demands. It is expected that merchants will increasingly rely on
data-based and digitally-driven resources, such as forecasting
resources using Al or machine learning, to support a variety of
assortment decisions including pricing and product mix.



https://hbr.org/2022/11/can-ai-really-help-you-sell
https://www.mckinsey.com/~/media/mckinsey/industries/retail/our%20insights/state%20of%20fashion/2023/the-state-of-fashion-2023-holding-onto-growth-as-global-clouds-gathers-vf.pdf
https://illumin.usc.edu/applications-of-technology-in-fashion-trend-forecasting/#:~:text=By%20using%20tools%20such%20as,to%20target%20desired%20consumer%20markets.

= MEN'S APEX STORM PEAK
MEN'S THERMOBALL™ TRICLIMATE® JACKET
N SNOW TRICLIMATE® % $299.00

MEN'S POINT IT DOWN HYBRID
JACKET
$380.00

MEN'S GATEKEEPER 2.0
MEN'S VORTEX JACKET
TRICLIMATE® JACKET §299.00
280.01

MEN'S MARSELLUS
TRICLIMATE® JACKET
§280.00

WHAT FEATURES DO YOU WANT IN YOUR JACKET?

EED IT TO BE P

The NorthFace utilized IBM Watson for early
integration of AI into their assortment management.
Source: Modev; Outside Insight

EXAMPLES

OF BIG DATA
AND DIGITAL
TECHNOLOGY IN
MERCHANDISING

* Brands and retailers are using data with various digitally-driven resources to optimize their
merchandise assortment before the season starts.

* Companies such as PVH and Abercrombie & Fitch both lean on Edited to connect
their company data with external market data to optimize assortments, pricing, and
promotions.

* Brands including Adidas and Louis Vuitton partner use forecasting agency Hueritech
to get data-based trend recommendations for their buying strategies. Hueritech uses
machine learning to analyze 3 million social media images daily, recognizing apparel
details that are important to brands.

* Fashion brands/retailers are using predictive and generative Al to optimize their trend
predictions and inventory management.

* North Face has used IBM Watson (2019), an Al engine, to predict the next big trend
and the most relevant styles, colors and size ratios and improve their ecommerce
assortments (Khandelwal et al., 2021).

* Fuse Inventory uses Al-driven inventory tracking to forecast price fluctuations, order
quantities, promotions and product launches as well as market outliers such as natural
disasters and pandemic (Hickman, 2023).


https://www.modev.com/blog/heres-how-north-face-boosted-conversions-using-ai
https://outsideinsight.com/insights/the-north-face-brings-cognitive-computing-to-e-commerce/

Al-NLP powered search

We use Natural Language Processing (NLP) & Artificial
Intelligence (Al) for deeply understanding user's intent
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YOUR ROLE

You are the Chief Merchant for an existing brand/
retailer of your choice. As Chief Merchant, it is
your responsibility to establish your mix of product,
determine the channels of distribution, and establish
the proper assortment across all channels. You
are responsible for curating the product mix that
best meets your customer’s needs. You use data to
inform your product choices, driving a balance of
the right product in the right place at the right time.
You are currently tasked with integrating additional
data and digitally-driven resources to improve your
brand/retailer’s assortment decisions.




Right, from top to
bottom, left to
right: Shopify's
AI powered search;
Generative AI

for visual

merchandising;

Smart omni-channel

merchandising
solutions.

OBJECTIVE

Curate a new product
assortment maximized
by data and digital
technology

Your objective is to create a product assortment for an existing
brand/retailer. The brand/retailer that you select should be
generally well-known. The brand that you chose must be a
fashion apparel, accessories, footwear, home, beauty, or health
& wellness brand. It is suggested that you choose a company that
is publicly traded so that information regarding the company is
easily accessible.

Alongside your proposed assortment, address how you will
maximize your assortment through the use of big data and/or
digitally-driven resources. You may consider how big data, web
crawlers, machine learning, predictive Al, and/or generative Al
could be used to improve your decisions. Consider if there are
existing resources you can utilize as support for your product
planning and management. You must curate your merchandise
assortment to launch with the support of data and digital
technology. Further, address how your approach will advance the
brand/retailer’s product assortment. Your merchandise assortment
should engage the customer and must apply to one or more
specific channels, such as physical retail (i.e., brick and mortar,
pop-up stores, etc.) or e-commerce (i.e., online, m-commerce,
social commerce). You must address if the product you propose
will be available only on selected channels or across all of the
brand/retailer’s channels.


https://apps.shopify.com/zevi-ai
https://jktech.com/blogs/creating-irresistible-retail-spaces-how-generative-ai-optimizes-visual-merchandising-and-store-layouts/
https://jktech.com/blogs/creating-irresistible-retail-spaces-how-generative-ai-optimizes-visual-merchandising-and-store-layouts/
https://blog.taskmonk.ai/smart-merchandising-the-ground-zero-for-retail-ai/
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CASE STUDY

REQUIREMENTS

& CHECK LIST

SUBMISSION FORMAT

Case studies should be submitted as a 17-21 page slide
deck including title, appendices, and references. The
slide deck should be in landscape orientation, with slides
sized for on-screen show 4:3 or 16:9 display (approx.
10” x 7.57).

Submission files can be created in any software of the
applicant’s choosing, such as PowerPoint, Keynote,
Adobe InDesign, Illustrator etc. However, all cases
must be submitted in a flat PDF format without video
or sound.

REQUIRED SECTIONS

Section I: General Introduction (2-3 Slides)

(0 Title Slide. Must be the first page/slide of the deck.
Include: title, case study discipline (Merchandising),
and one sentence summary of your assortment
concept. Do NOT include any identifying
information (name, school, etc.).

0 Executive Summary. Cover all components of
your case study to provide the essence of your case
study without the fine details in paragraph format,
no longer than 350 words.

(0 Table of Contents. Optional. Outline sections of
your case study.

"ENABLING CHILDREN ON THE SPECTRUM THROUGH ADAPTIVE PHYGITAL FASHIDN"

FASHION SCHOLARSHIP FUND MERCHANDISING CASE STUDY: 2023

JE—

NINTENDD WILL EXPLORE A NEW OMNICHANNEL
APPROACH BY OFFERING A PHYSICAL AND VIRTUAL
ADAPTIVE CLOTHING LINE THAT TARGETS
DIFFERENTLY-ABLED CHILOREN AND TEENS
LOOKING TO EXPRESS THEMSELVES THROUGH BOTH
THEIR PHYSICAL AND VIRTUAL PERSONAS.

5

* THE COLLECTION IS INSPIRED BY THE CONNECTION BETWEEN
CHILDREN ON THE AUTISM SPECTRUM AND THE SAFETY OF
THE DIGITAL SPACE. AMIDST THE PANDEMIC, MANY AUTISTIC
AND SPECIAL-NEEDS CHILDREN WERE ABLE TO FIND RESPITE
IN THE GAMING COMMUNITY AND ON VIRTUAL PLATFORMS.
"THAT COMFORT WILL BE EXPANDED IN THE NEW COLLECTION,
K 4 NINTENDD ENABLED. THE COLLECTION WILL FOCUS ON BOTH
e s SOCIAL COMMERCE AND E-COMMERCE, WITH A PHYSICAL
e, ) . PRESENCE IN NINTENDD FLAGSHIP STORES AS WELL AS
q ) SELECT KDHL'S LOCATIONS.
1 3
- £
(| “' THE PHYSICAL CLOTHING WILL BE CREATED WITH DESIGN ASPECTS CATERED TO THE

N SENSORY NEEDS OF CHILOREN ON THE SPECTRUM, WHILE STILL BEING ACCESSIBLE T0

‘\ A% THE GENERAL POPULATION. THE PRODUCT WILL COINCIDE WITH THE VIRTUAL REALMS

TR UNDER NINTENDD'S UMBRELLA, ALLOWING PLAYERS TO HAVE THE PHYSICAL CLOTHING
YWa 7 TRANSLATED ONTO THEIR N-EAME AVATARS AND STAPLE CHARACTERS. NINTENDO
S GLIOES INTHIS DECKHAVE ww  ENABLED PREGENTS THE OPPORTUNITY TO EXPAND THE SAFE SPACES FOR SPECIAL

‘ BEEN DESIGNED TO MIRROR NEEDS CHILDREN, AS WELL AS GROW THE FASHION SECTOR OF NINTENDD'S BUSINESS
THE VIDED GAME CHARACTERS, CONTRIBUTING TO A MORE ACCESSIBLE ERA OF THE CHILOREN'S ELOTHING INDUSTRY.

MAPS, AND THEMES IN THE

A NINTENDD FRANCHISE. ' B Q: =

K

Above: Example of Section 1: General
Introduction; 2023 FSF Chairman’s Award
recipient Clay Lute



Section 2: Establish Your Brand (2-3 Slides)

[0 Brand Comparison. Share a brief comparison of
two brands that you have researched.

0 One of the brands should be the brand/retailer
you select for your concept.

O Include alnclude a comparison of current digital
technology and/or data strategies used (if they
have been implemented and information is
available).

[0 Chosen Brand/Retailer Introduction. Building on
your brand comparison, introduce your chosen brand.

O Include an overview of your brand/retailer’s
strengths, weaknesses, opportunities, and threats.

(O Address how your chosen brand would benefit
from anew merchandise strategy that incorporates
data and digital technology. You may also choose
to emphasize opportunities within the product
offering.

Section 3: Research (3-4 Slides)

Summarize key findings from your research regarding
the evolving fashion industry and merchandising
opportunities relating to big data and digital technology.

[0 Technology Research. Address evolving digital
technology and data trends that are important to your
brand/retailer and merchandising.

O Identify leading trends that can be utilized to
support assortment and/or for your brand/retailer.

[0 Industry Research. Summarize key findings from
your research regarding the evolving fashion industry.
You may address competitor activities, technology
advances in adjacent industries, or assortment and
merchandising strategies.

NINTENDD WAS FOUNDED IN 1883 AND
HAS CREATED OVER 250 OF THE MOST
RECOGNIZABLE FRANCHISES IN THE
'WORLD.

THE BRAND HAS A PRODUCT
ASSORTMENT IN TOYS, CLOTHING, TECH,
AND HOME ACCESSORIES.

COMPARATIVE

KOHL'S EXISTING ADAPTIVEWEAR

- CARRIES TODOLER, KIDS, AND ADULT
AUAPTIVEWEAR

= ONLINE ONLY, NO IN-STORE AVAILABILITY
- NO PHYGITAL INTEGRATION

- HEAVY USE OF POLYESTER ACROSS
CATEGORIES

~ MISSING PRODUCT CATEGORIES SUCH AS
SOCKS AND UNISEX OPTIONS

~ NO CHARITY PARTNERSHIP

- MINIMAL ADVERTISING

KOHLS N'meE'ﬂfn‘iEn

Above:

NINTENDD IS THE IDEAL CHOICE FOR AN!

ADAPTIVE CLOTHING LINE GIVEN ITS

ICONOGRAPHY IN POP CULTURE, AND THE
EMOTIONAL CONNECTION PROVIDED BY ITS,

FRANCHISES

ANALYSIS

NINTENDD ENABLED
~ CHILDREN AND YOUNG TEEN FOCUS

- IN-STORE AND ONLINE AVAILABILITY
- PRODUCT PHYGITAL INTEGRATION

- CORE MATERIALS ARE COTTON AND TENCEL

- OFFERS SOCKS, SWEATSHIRTS, JOGGERS,
TEES, AND POLDS

~ CHARITY PARTNERSHIP WITH THE COLOR OF
AUTIEM

- FULL PRODUCT ROLLOUT INCLUDING
MARKETING, SOCIAL MEDIA PRESENCE, AND

PRESS \/f/

9

Example of Section 2: Establish Your

Brand; 2023 FSF Chairman’s Award recipient

STRENGTHS
- LICENSED CHARACTERS PROVIOE AN
EMOTIONAL CONNECTION
- NINTENDO IS ONE OF THE LARGEST VIDED
GAME COMPANIES IN THE WORLD
- KOHL'S 1S ONE OF THE LARGEST
DEPARTMENT STORE CHAINS IN THE UNITED
STATES
- KOHL'S AND NINTENDD ARE ABLE TO
PROVIDE ACCESSIBLE PRODUCTS AT
AFFORDABLE PRICES

OREORTUNINAES?
~ MARKET ENTRY FOR KOHL'S WITH
METAVERSE INTEGRATION
~ INDUSTRY WHITE SPACE WITH
SPECTRUM-DESIGNED CLOTHING
~ GROWTH OPPORTUNITY INTO NEW TARGET
DEMOGRAPHICS, PRODUCT CATEGORIES, AND
FRANCHISES
~ NEW OPPORTUNITY FOR PARTNERSHIP
BETWEEN THE TECH AND FASHION INDUSTRIES

CIENEIN ENENENE

Clay Lute

WERRNESSES] SWOT ANALYSIS

i

= WILL REQUIRE MANPOWER FOR TECHNICAL

DEVELOPMENT

- CUSTOM FABRIC DEVELOPMENT IS NEEDED
~ CHEWABLE CLOTHING FEATURES REQUIRE

BPA CERTIFICATION

THREATS

- GOVERNMENT RESTRICTIONS DN ADAPTIVE

CLOTHING

- INCREASED MATERIAL COSTS INCREASE LOP

COST OF GO00S
- SOCIAL STIGMA ARDUND CATERING T0 A
MARGINALIZED GROUP

Above: Example of Section 3: Research, 2023

FSF Chairman’s Award recipient Clay Lute



REQUIRED SECTIONS (continued)

TARGET CUSTOMER Section 3: Research (continued)

THE CHILD THE PARENT
AAIMING TO TARGET CHILDAEN AND TEENS THAT ALIGN WITH AIMING TO TARGET THE PARENTS OF CHILOREN OF SPECIAL

THE CUSTOMER DEMOGRAPHIC FOR NINTENDD'S VIDED GAMES. NEEDS WHO ARE LOOKING FOR CLOTHING SOLUTIONS THAT D C onsumer Res earch . Summarlze ﬁndln g S from
THIS INCLUDES BOYS, GIRLS, AND NON~EINARY YOUTH IN ALIGN WITH THE SENSORY NEEDS AND HOBBIES OF THEIR
THE AGE RANGE OF B-15. CHILDREN. . .
consumer research and identify the target customer
- BOYS XXG-KKL OLOER MILLENNIALS WHD ARE IN-TUNE WITH TECHNOLOGY
- GIALS XXS-XAL AND VIRTUAL SPACES. Segment(s) you hope to attract.

‘THIS CUSTOMER IS VIDEQ GAME CENTRIC. IN PARTICULAR, THESE PARENTS WILL RECOGNIZE THE NINTENDOD
THEY GRAVITATE TO FREE-WILL STYLE GAMES LIKE ANIMAL ICONOGRAPHY FROM THEIR OWN CHILOHOOD ENTERTAINMENT.
CROSSING, WHICH ALLOW CHARACTERS TO CHOOSE THEIR . . . .
PHAIETLES HERSPETAZE ELCAONA 23 AE AMLAE 1o (0 Describe your target customer bearing in mind
THE PLAYER'S VIRTUAL CHARACTERS ARE REPRESENTATIONS BEST HANDLE THE NEEDS OF CHILDREN ON THE SPECTRUM. .. .
mﬁnﬁ?ﬁf&ﬁsr:ﬂ:ﬂ#m ;’;ﬁ;:;:?‘l:fl‘ DUR CUSTOMER VALUES SOCIAL AND ECOMMERCE MODALITIES y()ur brand ’ S Current market pO Sltlonlng and
AUTISTIC ADOLESCENTS SPEND THE MAJORITY OF THEIR GIVEN THE CHALLENGES OF SHOPPING IN-PERSON WITH ..
ENEEIDS R AT BTVEE O-SEEEN A e A competitive advantages.
OFF-SCREEN INTERACTIONS. MIDDLE-CLASS INCOME WITH ENOUGH DISPOSABLE INCOME
TO CREATE A COMFORTABLE LIFESTYLE FOR THEIR CHILDREN.

SIZING: CONNECTING T0 YOUNGER PARENTS AGES ~30-40, PRIMARILY

- THIS CUSTOMER IS LOYAL TO A BRAND AND PRODUCT,
TENDING TO BUY THE SAME ITEM IN DIFFERENT VARIATIONS THIS PARENT IS COMMITED TO THE AUTISTIC COMMUNITY AND

e e O Illustrate what motivates the customer segment
and what is the best way to appeal to them given
lifestyles, behaviors, and attitudes.

Above: Example of Section 3: Research; 2023 . . .
FSF Chairman’s Award recipient Clay Lute O Impact. Demonstrate how this research highlights

a gap and/or an opportunity for your chosen brand/
retailer. This should tie together the research about
the brand/retailer’s market, consumer, and digital or
data support opportunities.

PHYGITAL INTEGRATION Section 4: Big Data and Digital Technology

THE GOAL WITH NINTENDD ENABLED IS TO BLEND

Py .
THE CUSTOMER' PHYSICAL AND DIGITAL AV (LA UG 00 Merchandisin g Su p po rt ( -2 Slides )
EXPERIENCE. THE PHYSICAL PRODUCT ASSORTMENT MARKETING TERM THAT DESCRIBES

18 INSPIRED BY THE CLOTHING OF THE CHARACTERS BLENDING DIGITAL EXPERIENCES WITH

IN THE FRANCHISES OWNED BY NINTENDD. USING PHYSICAL ONES.

NINTENDD'S DEVELOPMENT TEAM, WE WILL GIVE

THE CUSTOMERS A CODE ATTACHED TO THE HANG
TAGS OF THEIR ITEMS TO CONNECT T0 AN IN-GAME INzDal qUTEL UE ETISUMER EPENNDIE

o e A ™ ezom 55158 Lok A SENFEANT O Big Data and Digital Technology. Introduce how

PHYSICAL PERSONA TO THE AVATARS USED INCREASE FROM THE $48.12 BILLION IN

Eor T T i W i you will use big data and/or digital technology
6 resources to support your merchandise strategy and
) how it addresses opportunities for your chosen brand/

ALL ITEMS IN THE NNTENDD ENABLED COLLECTION retailer.

CAN TRANSLATE TO THE IN-GAME AVATARS IN

A

y C
: -
@ l“v POKEMON GO, ANIMAL CROSSING, WII SERIES, ANII
S Y }\ e e e e o O Explain how your product mix aligns with the

) , o, proposed strategy and why you have selected this
type of merchandise.

Above: Example of Section 4: Support for
Merchandise Assortment, 2023 FSF Chairman’s ] Address the Support Strategy’s sultablhty to your

A d ipitent Cl Lut
vare rectptent thay He chosen brand, the product assortment, and the
integration into the business.

Section 5: Brand Merchandising (/-2 Slides)

0 Assortment Plan. Develop the initial product
assortment including a SKU plan, your target retail
price, COGS, and markup.



OJ 6-Month Plan. Connect your assortment plan to a OUR HODDIE, CREWNECK, AND ZIP HDODIE ARE
SPECIALLY DESIGNED TO MEET THE NEEDS OF
CHILDREN AN TEENS ON THE GPECTAUM THE HOOUIES

6-month sales plan detailing projected monthly sales, T, ] FEAURE A D8 T 1 ALEWOVER 0 A,

. . . WEIGHTED FEEL, AND WHEN PULLED UP OVER THE
receipts, markdowns, gross margin, and inventory 2 SR D L L
OF THE HOODIES ARE FORMULATED TO BE BPA FREE

turnover. AND CUSHIONED T0 MAKE CHEWING ON THEM SAFE IF

NEEDED. THE ITEM IS MADE WITH PRINTED TAGS

RATHER THAN HANG TAGS, HELPING TO AVDID ANY

IRRITATION CAUSED BY UNNECESSARY SEAMS.
THE STYLES COME IN THREE DESIGNS INSPIRED BY THE

(0 You may use the template provided or a template WAKD NIV WAL CASENG. M T
provided by your educator or mentor. U -SHAT WS R T 45 0

COMFORT IN MIND FOR CUSTOMERS WITH
SENSORY NEEDS. THE T-SHIRTS ARE TAGLESS,
AND SEWN WITH FLAT SEAMS TO AVOID ANY
UNNECESSARY RUBBING AGAINST THE SKIN. THE

O In addition to presenting your sales plan, be sure NECKLINE OF THE T-GHIRTS 15 WIDER THAN

STANDARD TO AVOID ANY TIGHTNESS WITH

to explain your method and key figures used. Also B
explain any assumptions made within your sales SR I T
plan. You may utilize the appgndlx to provide it

further details of your analysis if needed. ENABLED PRODUCT

MERCHANDISE PLANNING
Section 6: Planning & Allocation (/-2 Slides)

SEEIEE
|

0 Launch Plan. Outline your initial merchandise
launch plan, explain when and how your product will
be available to consumers. This may be on a single
channel or across channels.

0 You may also consider wholesale, retail, and/or
direct-to-consumer.

0 Distribution Plan. Develop a distribution plan for
the chosen brand/retailer’s various channels, such
as in-store and e-commerce channels. If relevant

THIS COLLECTION HAS A

and applicable, you may propose an omni-channel IO CuED MDA DM NSO
P msi:ll'll';rzrllln:nvg; ';(I::L's PRE:E:::E?:FWE ERELIEERAH N

strategy. JEimE | e | S,
RATED EDUCATION SYSTEMS FEATURED ON THE ABAETIVE | LT HIN]

i Tl Rl B

O Propose a percentage allocated to the channels C O mummmewne  wwemsers  DEOUSROO
1 : : THE COLLECTIONWILL ~ MONTH, THE PRODUCTS TEMATHEESNAREL B

and explaln your reasoning for the lnventory a ]uuuculuzmuususnn WILLBE FEATURED DN A PTURES RSEC L

. GN WITH THE LAYDOWN FORMAT, AS
© BACK-TO-SCHOOL CALENDAR WELL AS ON-FIGURES
FOR FALL 2024. WITH MODELS IN-LINE

THE NINTENDD FRANCHISE
AS AN ATTENTION GRAB FOR
THE CHILDREN.

investment by channel.
'WITH THE SPECIAL
NEEDS COMMUNITY.

(0 Address how your assortment will be distributed
to maximize sales and customer engagement.

O Encompass all channels proposed in your
launch plan.

Above: Example of Section 5: Brand

0 Consider factors such as timing and product Merchandising & Section 6: Planning &

origin. Allocation, 2023 FSF Chairman’s Award
recipient Clay Lute



REQUIRED SECTIONS (continued)

IN-STORE
MERCHANDISING
PLAN

Above: Example of Section 7: Visual
Merchandising; 2023 FSF Scholar Sabrina
Martinez

EXPANSION

FOLLOWING A NINTENDO ENABLED NINTENDO ENABLED
SUCCESSFUL INITIAL PLANS TO EXPAND ITS PLANS TO LAUNCH A
LAUNCH, NINTENDD PRODUCT OFFERING HOMEWARE

ENABLED WILL INTD SPRING/SUMMER, COLLECTION, INCLUDING
EXPAND ITS STORE OFFERING ¢ BEDDINE, TOWELS, AND
PRESENCE IN KOHL'S SWIMWEAR, SHORTS, § BATHROBES THAT ARE

TO 75 LOCATIONS AND FOOTWEAR DESIGNED TO MEET THE

THROUGHOUT THE WHILE EXPANDING SENSORY NEEDS OF

UNITED STATES. » INTO ADULT SIZES. D CHILDREN ON THE @

SPECTRUM.

Above: Example of Section 8: Future Growth;
2023 FSF Chairman’s Award recipient Clay
Lute

Section 7: Visual Merchandising (/ Slide)

OO Visual Guidelines. Create a visual merchandising
(VM) aesthetic to align with your merchandising
strategy.

O Present visual guidelines to properly execute
the visual strategy. This may be a mock-up of
the store or e-commerce interface, a planogram,
or a visual merchandising directive.

O If relevant, consider the visual merchandising
nuances for channels considering the proposed
digital technology or data insights, how may the
VM vary?

Section 8: Future Growth (/-2 Slides)

O Growth Plans. Outline your plans to scale your big
data and digital technology-backed merchandising
strategy if it is successful.

O Consider how you might address the evolving
desires of customers while maintaining a focus
on the product assortment.

O For example, consider additional services,
products, or technologies you might wish to
integrate in the future.



Section 9: Conclusion & References (2-4 Slides)

Use the final slides for your conclusion, bibliography,
and any footnotes.

[0 Conclusion. Your conclusion should be your final
statement expressing the importance and relevance
of your idea for the brand you have selected and
the industry. This may utilize a traditional recap
approach, touching on key points, or you may
utilize creative storytelling to instill understanding
and importance.

[0 References. All text references should be properly
formatted using a format such as APA, Harvard,
or Chicago style. Images may be cited with the
source name listed under the image on each page,
such as “Vogue” or “WWD”. Alternatively, image
citations may be provided in a separate list with web
addresses only.

Section 10: Appendix (No more than 5 slides)

Optional. Use the appendix to present additional,
supplemental ideas that support your project concept.

10

IN 2025, THE MARKET VALUE OF IN-GAME PURCHASES IS
PROJECTED TO SURPASS $74.4 BILLION. 41.4% OF AUTISTIC
AADDLESCENTS AND CHILDREN SPEND THEIR FREE TIME PLAYING
VIDED GAMES.

THE GROWTH OF VIDED GAME AND METAVERSE SPENDING OFFERS A
NEW MARKET FOR THE RETAIL AND FASHION INDUSTRY. THE
EXISTING CONNECTION BETWEEN THE AUTISTIC COMMUNITY AND
THE VIRTUAL WORLD IS A KEY PLATFORM FOR NINTENDD TO EXPAND
UPON.

NINTENDD ENABLED PROPOSES A UNIQUE OPPORTUNITY FOR
NINTENDD AND KOHL'S TO LEAD THE TECH AND FASHION INDUSTRIES
INTO THE PHYGITAL FUTURE WHILE UPLIFTING THE COMMUNITY
THAT HAS HELPED SHAPED THE ONLINE EXPERIENCE.

AN INVESTMENT IN YOUTH ON THE SPECTRUM IS AN INVESTMENT IN
THE FUTURE OF FASHION FOR ALL.

Above: Example of Section 9: Conclusion;
2023 FSF Chairman’s Award

APPENDIX

“Primarily, it's been women who
are young and very diverse.”
Guzman went on lo describe the
Sitwils [ Generu on 2 customer as averaging 33 years of
strac age, with 65 percent of shoppers
between ages 18 and 35.

i customers are
35 percent Black, 30 percent white
and 20 percent Latina. Guzman
described customer income as
moderate with Savage X Fenty
claiming 50 percent of her
intimate wallet share.”
-Natalie Guzman,

Savage X Fenty Co-President and
Chief Marketing Officer

recipient Clay
Lute

“In the United
States 70% of the
population wears
asize 14 or
higher yet less
than 20% of
clothing made is
within that size
range.”

-CNBC

“The average plus-sized
woman “is only spending
20 cents on the dollar that
women in smaller sizes are
spending on apparel.”

CNBC

Above: Example of Section 10: Appendix;
2023 FSF Scholar Sabrina Martinez



COMPETITION
GENERAL GUIDELINES

FORMATTING

Do notinclude your name or college/
university affiliation on the title page
or anywhere in the case study as the
review process is anonymous.

No specific font or format will
be enforced. 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.

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.

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.

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

ELIGIBILITY

*  You must be a full-time
sophomore, junior, or senior.

*  You must be graduating no
earlier than Spring 2025.

*  You must demonstrate a desire
to pursue a career in fashion.

* To receive on-campus support,
you must be enrolled in an FSF
member school.

Al DISCLOSURE

You may use Al programs (e.g. ChatGPT)
forbrainstorming and helpin 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 AI program, it should be properly
cited like any other reference material.

VIRGIL ABLOH'S™ “POST-
MODERN" SCHOLARSHIP

The mission of the Virgil Abloh™
“Post-Modern” Scholarship Fund is

to foster equity and inclusion within
the fashion industry by providing
scholarships to students of academic
promise of Black, African American, or
African descent. Mr. Abloh named the
fund “Post-Modern” to represent that
recipients will not only receive funds,
but will also be given access to vital
career support services and mentoring.



REQUIRED DOCUMENTS

Completed FSF Case Study

Current Resume

Current Unofficial Transcription

*New for 2025* Prepare an (approximately) 90 second
video containing your responses to the following
prompts:

Explain why you have decided to select your case
study discipline.

Tell us about your interest in the fashion industry
and career aspirations.

Tell us about your background and any experiences
that make your situation unique.

Required for all applicants: Please submit a 250-word
maximum written response identifying the top five
Named Scholarships you’re most interested in applying
for, and why.

IN ADDITION: If you are an international student
only: Submit a 250-word maximum response to
address the following question:

e As an international student, what would it mean
to you to become an FSF Scholarship recipient?

IN ADDITION: If you are a Virgil Abloh™ “Post-
Modern” Scholarship applicant (see previous
page): Submit a 250-word maximum response to the
following question:

* Please explain why Virgil Abloh’s™ “Post-
Modern” Scholarship mission is important
to you. What would like the team carrying
on Virgil’s mission to know about you? We
encourage you to tell us about relevant personal
and fashion-related experiences.

MEOE[EH[ Y
WILLIAMS

EXPERICNCE

ENTER J00 POSITION HIRT

ENTER JOB POSITION MERE



JUDGING
CRITERIA

Your case will be
reviewed by industry
professionals
including the FSF
Board of Governors,
FSF Mentors, and FSF
Alumni,

Creativity & Feasibility (20%)

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

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

Is the applicant’s idea clearly connected to the selected
brand?

Research & Development (20%)

Has the applicant researched the selected brand,
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?

Collection Presentation (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 sheets) that are easy to understand and
show how to execute the concept?

Clarity (15%)

Does the scholar 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 (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?



TIMELINE

Deadline and Announcement
of Competition Results

February 1, 2024

Wizehive, the digital platform used for FSF case
study submissions will open. Your FSF faculty
member will provide you with the Wizehive link.
Complete the Applicant Profile on Wizehive to
participate in FSF Summer Scholar Series which
will run from June — August 2024 (see details on
next page).

October 14, 2024

Submit all required materials on Wizehive
BEFORE 8:59 AM Pacific Time (11:59 AM
Eastern Time) to avoid any issues with submission.
The Wizehive portal will close PROMPTLY at
9:00 AM Pacific Time (12:00 PM Eastern Time).
Besure to allow sufficient time to upload all required
documents (i.e., case study, resume, unofficial
transcript, video) — the Wizehive submission portal
will close automatically at the scheduled time even
if an upload is still in progress. If all documents
are not fully uploaded, your submission will not
be received by the FSF. Please contact Katie
Simone, FSF Program Manager, at Ksimone@)
fashionscholarshipfund.org who will help rectify
any submissions that are incomplete.

You will receive a Confirmation of Submission
to your Wizehive homepage that your submission
process was completed.

Mid-December 2024

The Scholarship competition results will be
announced in mid-December. Results will be sent
to the FSF faculty member at your school. Your
FSF faculty member will share the results with you.
If you are applying from a school without an FSF
Educator, you will be contacted by the FSF team
to be notified of the results. Additionally, results
will be posted to the FSF website. Following
the announcement of results, you will receive a
Welcome Letter from the FSF.



mailto:Ksimone%40fashionscholarshipfund.org?subject=
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SUPPORTING
MATERIALS

Additional resources are available for all case
study tracks in the FSF Student Resources
Dropbox folder.

Attend the Summer Scholar Series

This program consists of workforce preparedness
courses and master classes from industry experts
on relevant topics and current challenges of the
industry. We equip Scholars, Scholar Applicants,
and Alumni for their future internships or full-
time job opportunities.

Ready to Get Started?

To start your research, reference the following
articles.

AlixPartners. (2023). ‘Fail Fast and Fail Forward’
When Implementing Al into Workflows.
WWD. https://wwd.com/business-news/
business-features/alixpartners-fail-fast-and-fail-
forward-when-implementing-ai-workflows-
1235885583/%2¢cx testld=1&cx_
testVariant=cx_1&cx_artPos=1#cxrecs_s

Bain, M. (2023a). The Complete Playbook
for Generative Al in Fashion. The Business of
Fashion. https://www.businessoffashion.com/
case-studies/technology/generative-ai-playbook-

machine-learning-emerging-technology/

Bain, M. (2023b). Generative AI Won’t Be the
End of Human Fashion Designers. The Business
of Fashion. https://www.businessoffashion.com/
articles/technology/generative-ai-wont-be-the-
end-of-human-fashion-designers/

Behance. (n.d.) 3d fashion.
https://www.behance.net/search/
projects?search=3d+fashion&locale=en_US&

Belgum, D. (2023). Martha Stewart Entering Al
Arena With ‘Ask Martha’. WWD. https://wwd.
com/fashion-news/fashion-features/martha-
stewart-artificial-intelligence-ask-martha-las-
vegas-1235764154/

Bell, J. (2023). Searching for Fit With AL. WWD.
https://wwd.com/business-news/technology/
footwear-shoe-fit-ai-volumental-shoeai-le-
chameau-1235715831/

BOLT. (2023). How Al and Web3 Are Shaping
Fashion’s Future. BOF Professional Summit.
https://www.businessoffashion.com/events/
technology/professional-technology-summit-
learning-artificial-intelligence-web3-impact-
fashion/

Center for Humane Technology (2023, March)
The A.l. Dilemma. https://www.youtube.com/
watch?v=xo0VIJKj8lcNQ

Clark, E. (2023). Episode 27: AI’s Arrival, In Retail
and the World. WWD Voices. https://wwd.com/

voices/from-the-newsroom/wwd-voices-podcast-
jordan-fisher-standard-ai-retail-1235652310/

Feitelberg, R. (2023). Tory Burch and Christopher
John Rogers Talk Al, Creativity and Social Media.
WWD.  https://wwd.com/fashion-news/fashion-
features/tory-burch-christopher-john-rogers-talk-
ai-creativity-social-media-1235778285/

Hickman, M. (2023). How Al Is Helping
Retailers Right-size Inventory. WWD. https:/
wwd.com/business-news/technology/fashion-
retail-ai-inventory-sparkbox-radar-fuse-
aptos-1235715819/

Lee, A. (2022). H&M Group is about to go Big
with AI. WWD. https://wwd.com/business-news/
technology/hm-google-cloud-ai-ml-data-supply-
chain-1235238209/

Lee, A. (2023a). Amazon Juices Shopping With
Generative Al Summary of Reviews. WWD.
https://wwd.com/business-news/technology/
amazon-generative-ai-shopping-summary-
product-reviews-1235769594/

Lee, A. (2023b). Amazon Sees Itself Driving
Generative Al in Retail. WWD. https://wwd.
com/business-news/technology/amazon-
letter-to-shareholders-generative-ai-llm-

retail-1235612950/
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Lee, A. (2023c). Generative Al’s Implications in
Fashion. WWD. https://wwd.com/business-news/
technology/generative-ai-implications-fashion-
tech-symposium-1235744715/

Lee, A. (2023d). Shopify on Its New Al-powered
Direction. WWD. https://wwd.com/business-
news/technology/shopify-ai-magic-sidekick-
giants-1235763521/

Lee, A. (2023e). What Brands Need to Know
About Generative Al. WWD. https://wwd.com/
business-news/technology/google-cloud-what-
brands-should-know-generative-ai-1235715057/

Lee, A. (2023f). What to Know About Google’s
Al Apparel Try-on. WWD. https://wwd.com/
business-news/technology/google-generative-ai-
apparel-try-on-1235687957/

Lee, A. (2023g). What to Watch: Fashion, Retail
Tackle Al. WWD. https://wwd.com/business-
news/technology/fashion-retail-ai-1235781718/

Lobad, N. (2023a). Charlotte Tilbury Combines Al
and Artistry for New App Launch. WWD. https://
wwd.com/beauty-industry-news/beauty-features/
charlotte-tilbury-combines-ai-and-artistry-for-
new-mobile-app-launch-1235682829/

Lobad, M. (2023b). How Generative Al Will
Shape the Face of the Beauty Industry. WWD.
https://wwd.com/beauty-industry-news/beauty-
features/how-generative-ai-is-going-to-shape-the-
face-of-the-beauty-industry-1235746766/

Manso, J. (2023). How Beauty Executives Are
Leveraging Al. Beauty Inc. https://wwd.com/
beauty-industry-news/beauty-features/how-

beauty-executives-are-leveraging-ai-1235606453/

Medieros, J. (2018). Here’s How North Face
Boosted Conversions Using Al. Modev. https://
www.modev.com/blog/heres-how-north-face-
boosted-conversions-using-ai

Moin, D. (2023). Lily Al Appoints Its First-ever
President. WWD. https://wwd.com/business-news/
retail/lily-ai-appoints-ahmed-naiem-its-first-ever-
president-1235770398/

Pastore, A. (2023a). Accenture Announces $3
Billion Investment in Al. WWD. https://wwd.
com/business-news/business-features/accenture-
announces-investment-ai-1235686751/

Pastore, A. (2023b). Al Could Be Crucial for
Customer Engagement, Verint Study Claims.
WWD. https://wwd.com/business-news/business-
features/ai-crucial-for-customer-engagement-
verient-study-1235767058/

Richford, R. (2023c). What Will Al Mean for
Pastore, A. (2023). Consumer Sentiment Around
Generative Al Remains Challenging. WWD.
https://wwd.com/business-news/business-
features/disqo-consumer-sentiment-generative-
ai-1235665852/

Fashion? WWD.  https://wwd.com/business-
news/technology/what-will-ai-mean-for-fashion-
brands-design-1235511750/

Salesforce, Inc. (2023). 1 in 6 Shoppers Have
Used Generative Al for Purchase Inspiration —
Salesforce Report. Salesforce: News & Insights.
https://www.salesforce.com/news/stories/trends-
in-retail-2023/

Signals. (2023). Commerce in the age of generative
Al. Mastercard Labs. https://view.ceros.com/

mastercard-labs/signals-commerce-in-the-age-of-
generative-ai-8-1/p/1

Talwar, K. (2023a). Despite Data Concerns, Most
Are Welcoming Al Integration. WWD. https://
wwd.com/business-news/business-features/

despite-data-concerns-ceos-welcoming-ai-
integration-1235728562/

Talwar, K. (2023b). New Research Reveals the
Potential of Commerce in the Age of Generative Al
WWD. https://wwd.com/business-news/business-
features/the-future-commerce-ai-1235765993/

Weil, J. (2023). Generative Al Will Make Over
the Beauty Industry. Beauty Inc. https://wwd.com/
beauty-industry-news/beauty-features/generative-
ai-make-over-beauty-industry-1235606447/

Zaczkiewicz, A. (2023). Klarna, OpenAl Partner
on Al-powered Shopping Experience. WWD.
https://wwd.com/business-news/technology/
klarna-openai-partner-ai-powered-shopping-
experience-1235593866/
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