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Executive
summary

Note: All figures are in US$.

Sources: (1) US Chamber of Commerce; (2) Deloitte
calculations of BTS spend based on annual consumer survey
projections (n = 1,203) and K-12 enrollment figures from the
US Census Bureau's current population survey—school
enrollment supplement.

Copyright © 2025 Deloitte Development LLC. All rights reserved.

In our 18th annual Back-to-School (BTS) Survey, families
are sharpening pencils and their budgets. Theyre
approaching their second-largest annual spending event'
with a note of restraint, given current economic and
household financial positions. Despite the uncertainty,
parents appear confident they can replace clothing and
refill backpacks by leaning on sawwy shopping habits
they've honed during the past few years of high prices.
Expected spending per child ($570) is flat year over year
(YoY), as parents expect to focus on just the essentials.
Retailers that can appeal to the value-seeking consumer
will likely be best positioned to capture part of the $30.9
billion2 in potential sales (flat YoY) up for grabs.

Our recent ConsumerSignals work indicates that 4 in 10
consumers are showing signs of value seeking: making
more cost-conscious choices, deal-driven purchases, and
convenience sacrifices. This trend has been on an upward
trajectory since the fall of 2024 and the behavior is
showing up in our BTS findings as well. Parents surveyed
plan to focus BTS purchases around big promotional
events in July, spread out expenses over a longer period of
time, trade down to more affordable brands and retailers,
and even scale back on speedy delivery for more
affordable slow shipping.

As younger generations navigate ways to value-seek,
they're turning to technology to find the best deals and
compare prices. Specifically, they're using social media
and artificial intelligence at much higher rates than
older parents, potentially reshaping how retailers can
entice younger cohorts. For retailers that can appeal to
the tech sawvy, there could be real rewards, as
respondents that plan to use social media in their
shopping journey spend 1.8x compared to non-social-
media shoppers.

There will be other opportunities for retailers as well.
Nine in 10 shoppers surveyed say their child has a
must-have BTS item in mind and 62% say they are
often influenced by their child to spend more. In
addition, over half mentioned theyd be willing to
splurge on a first-day-of-school outfit for their child.

So, what does this value-seeking environment mean
for the year ahead and the holiday season? Time will
tell, but retailers may be wise to use BTS to test
promotions and messaging, shore up loyalty
programs, and confirm they are reaching younger
generations through the proper tech channels.

2025 Deloitte Back-to-School Survey
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Executive
perspectives

Families are taking a cautious approach to the
BTS season as economic expectations and
household financial positions dip to the lowest
level in the past five years. They're pulling back
in all categories except clothing and
accessories and plan to spend an average of
$570 per child, similar to last year.

Copyright © 2025 Deloitte Development LLC. All rights reserved.

With economic concerns on their mind,
parents are honing their value-seeking skills
to keep budgets in check—nearly half plan to
spend the most at mass merchant retailers
(46%, versus 40% in 2024). They're also
planning to jump on mid-July promotions
(46%), spread out expenses over a longer
period of time (61% of spending will occur by
the end of July, versus 66% in 2024), and
switch brands if their preferred brand is too
expensive (75%, versus 67% in 2024).

Younger generations’ tech-first shopping
approaches are contributing to new
expectations around engagement. Nearly
half of millennial and 75% of Gen Z parents
surveyed are expecting to use social media
in their BTS shopping journey.

2025 Deloitte Back-to-School Survey
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Cheat sheet

Parents surveyed plan to spend $570 per child on BTS
items this season (flat YoY). The cautious spending
comes as economic expectations and financial
situations dip to the lowest level in the past five years.

The overall BTS market spend holds relatively
steady at $30.9 billion (flat YoY). Clothing and
accessories is up (+6%), while school supplies (-3%
YoY), tech products (-8% YoY), and home, health, and
other are down (-12% YoY).

Lower-income parents (+10% YoY) are expecting to
spend more because of higher prices, while middle-
income (-7% YoY) and higher-income (-9% YoY)
parents pull back spending given economic and
financial concerns.

90% of surveyed parents plan to enroll their
children in extracurricular activities (versus 86% in
2024) and plan to spend $532 (versus $582 in 2024) on
fees and equipment.

62% say their children often influence them to

spend more (same YoY) and 57% can be enticed to
splurge on a first-day-of-school outfit.

Copyright © 2025 Deloitte Development LLC. All rights reserved.

In 2025, 61% of planned spending is expected to occur
by the end of July, down from 66% in 2024.

46% plan to shop during the Amazon Prime Day sales
for BTS products, similar to 2024.

Parents plan to shop across five retail formats on
average, similar to 2024.

Mass merchants (83% versus 77% in 2024) and online
retailers (68% versus 65% in 2024) are top destinations
for those surveyed, as consumers continue to value-seek.

32% plan to spend most of their budget in-store with
an average spend of $501, while 24% plan to spend
mostly online with an average spend of $601.

41% of BTS shoppers surveyed plan to use social
media in their shopping journey and typically spend 1.8x
compared to those who do not use social media.

Consumers are becoming more comfortable using Al
than six months ago (40%) and 33% plan to use it for
BTS shopping, with Gen Z embracing it at an even higher
rate (67%).

Consumers are value-seeking, with 75% (versus 67% in
2024) willing to switch to more affordable brands,
while 65% (versus 62% in 2024) will shop at more
affordable retailers over preferred ones.

Private label remains a top way to save money, with
51% planning to purchase (same as 2024).

Cashback websites will be used by 26% of surveyed
parents.

Consumers (71%) are willing to wait longer for
delivery if it's free or more affordable.

88% don't feel guilty about sending their children to

school with pre-owned items (versus 74% in 2024), but
only 33% plan to do so.

2025 Deloitte Back-to-School Survey
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Spending
trends
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Families look to keep o o o
BTS budgets tight Expected BTS spending is 7% below 2021 levels, despite higher prices in nearly all

categories
and spend on par 8 R 6 coond mer el
. verage spend per chi
with last year 86 51> SPENCP
-7% absolute change since 2021

@ L ]
Consumer price index, percentage I—$76
change (May 2021 to May 2025):' e . Flat YoY .
Statio'nery'/stationery +30% $612 $597 $586
supplies/gift wrap
Boys' apparel +14%
Girls’ apparel +4%
Boys' and girls’ footwear +4%
Per_sonal computers and “11%
peripheral equipment

2021 2022 2023 2024 2025

A

Inflation peaked in June 2022

Notes: Deloitte calculations on BTS spend based on annual
consumer survey projections (n = 1,203).

Sources: (1) Consumer price index, Bureau of Labor Statistics; (2)
2025 Deloitte Back-to-School Survey.
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Economic uncertainty
and household financial
situations are weighing
on parents ...

52%

of parents are anxious about the
potential for higher prices on
BTS items’

Note: n = 1,203.

Questions: (1) To what extent do you agree or disagree with the
following statements? - % agree/strongly agree; (2) Thinking about
your household'’s assets (home, cash, car, etc.) and your liabilities
(credit card bills, mortgage, etc.), would you say your household's
financial situation today is ...?; (3) In your opinion, what is your
overall outlook for the US economy in the next six months in 2025
compared with today? Would you say it will likely ...?

Source: 2025 Deloitte Back-to-School Survey.

Copyright © 2025 Deloitte Development LLC. All rights reserved.

Household financial conditions and the economic outlook have reached their

lowest levels in five years

Percentage of respondents
® 2021 2022 (O)2023 @2024 @ 2025

83%

0 0
o 78% 76% 78%

Similar or worse household financial
situation than last year?

54% s 54%
0

41%

28%

Expect the economy to weaken
in the next six months3

2025 Deloitte Back-to-School Survey



... as parents cut back
on other expenses to
make room for BTS

52%

of parents plan to cut back on other
areas (eating out, entertainment,
etc.) to budget for BTS shopping,’
same as 2024

By household income:

2024

64% <$50K

57% $50K-$99K
39% $100K+

Note: *Deloitte calculations on BTS spend based on annual
consumer survey projections.

Questions: (1) To what extent do you agree or disagree with the
following statements? — % agree/strongly agree (n = 1,203); (2)
Why will you likely spend less/more on back-to-school items this
year? (n = 424 spending more, 173 spending less).

Source: 2025 Deloitte Back-to-School Survey.

Copyright © 2025 Deloitte Development LLC. All rights reserved.

With little wiggle room to pull back, lower-income parents expect to have to spend

more, while middle- and higher-income groups plan to make cuts

Top reason for
spending less/
more YoY?

Average BTS spend per child, by household income*

+$43
+10% YoY
[ '

$462
$419

Lower income (<$50K)

68% are spending
more due to

higher prices

@ 2024 @ 2025

-$36

-7% YoY
® ®

$552

$516

Middle income ($50K-$99K)

51% have less
money to spend
this year

-$65
-9% YoY

$721

$656

Higher income ($100K+)

60% are worried
about the
economy

2025 Deloitte Back-to-School Survey
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BTS estimated market spend likely to hold steady

Spending on clothing and accessories rises, while parents plan to pull back across all other categories

Share of total spend on BTS, by category

®2024 2025
$1268 $1348

$8.6B
$7.9B $74B  $7.2B -12% YoY

Estimated market spend
flat YoY versus $31.3B in 2024

. $2.7B  $2.4B
N

Clothing and Tech products School supplies Home, health,
accessories and other®
% shopping the category 90% 37% 97% 63%
Share of spend 40% 27% 24% 9%

Notes: Deloitte calculations on BTS spend based on annual consumer survey projections (n = 1,203) and K-12 enrollment figures from the US Census Bureau’s current population survey—school enrollment
supplement; (a) tech products include computers and hardware, electronic gadgets, and digital subscriptions; (b) other includes personal hygiene items like sanitizers, face masks, and furniture for home (desks,

chairs, etc.).
Source: 2025 Deloitte Back-to-School Survey.

Copyright © 2025 Deloitte Development LLC. All rights reserved. 2025 Deloitte Back-to-School Survey 11



Consumers show their value-seeking savviness possibly at the expense of loyalty

Shoring up loyalty programs and emphasizing value for money could entice price-conscious customers

65% are willing to wait longer for delivery
if it means lower/no shipping costs’

75%

will shift brands if

will shop at

affordable retailers 4
over preferred ones,’ Demand for standard (2+ days) shipping
versus 62% in 2024 is up (76% versus 63% in 2024)?

the preferred brand
is expensive,’
versus 67% in 2024

will buy BTS items using cashback websites’

51%

will shop for private labels over name brands,’
same as 2024

Questions: (1) To what extent do you agree or disagree with the following statements? — % agree/strongly agree (n = 1,203); (2) Are you likely to use any of the following services during the upcoming back-to-school
season? (n = 1,038).
Source: 2025 Deloitte Back-to-School Survey.

Copyright © 2025 Deloitte Development LLC. All rights reserved. 2025 Deloitte Back-to-School Survey
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Extracurricular activities remain a priority, but parents surveyed look to trim costs

Parents plan to spend a sizeable amount on extracurricular activities

900/ average spend on extracurricular activities per child?
0 versus $582 in 2024, -$50 YoY
parents plan to enroll their children in extracurricular activities,” 0 3
versus 86% in 2024 71% plan to spend same or less than last year,
T versus 59% in 2024
A higher share of lower- Of these, 70% plan to spend on Respondents say that extracurricular activities
;’;C;mez%zrj)”tls (81%r VerTIUS retail items for extracurricular are important for ...’
01N an to enro sl q
their Ch”drenﬁ’n these 2;“;/5;)6;'i(sszrttcsﬁqument: 87% A child's mental health
activities this year, even Ay 83% Developing skills that artificial intelligence can’t
versus 72% in 2024
though half of them (47%) compete with

say it strains their budget.”

55% Keeping children engaged while the parents
are at work

Note: *Deloitte calculations (n = 1,203).
Questions: (1) To what extent do you agree or disagree with the following statements? — % agree/strongly agree (n = 1,081); (2) How much do you plan to spend on extracurricular activities (e.g., dance, art, sports,

etc.), including sign-up fees and equipment, this academic year? (n = 1,081); (3) How will your spending change on extracurricular activities (e.g., dance, art, sports, etc.), including the cost for sign-up fees and
equipment? (n =1,081).
Source: 2025 Deloitte Back-to-School Survey.

Copyright © 2025 Deloitte Development LLC. All rights reserved. 2025 Deloitte Back-to-School Survey 13



Parents are considering
tradeoffs as they
contemplate the cost
of a packed lunch

42%

of parents say their children bring
lunch from home on most school
days'

$164 is the average amount
respondents feel is reasonable to
spend for daily lunch per month?

Questions: (1) What will your child/student most often do for lunch
on a school day? (n = 1,153); (2) What do you feel is a reasonable
amount of money to spend for a child's/student’s daily lunch? (daily
amount * 22 average school days a month; n = 479); (3) “Relative to
last year, the prices we will pay for lunch on school days will likely
be ..." - % higher/a lot higher (n = 479); (4) To manage higher lunch
prices on days my child/student would normally bring a lunch to
school, we may need to take the following actions in the year
ahead: #multi-select (n = 229); (5) What type of meal planning
assistance would be most helpful to you for school lunches? (n =
479); (6) To what extent do you agree or disagree with the following
statements? — % agree/strongly agree (n = 479).

Source: 2025 Deloitte Back-to-School Survey.

Copyright © 2025 Deloitte Development LLC. All rights reserved.

Retailers may have an opportunity to appeal to price-conscious customers looking
for convenient lunch solutions

of parents say that prices for lunch on school days will be
relatively higher this year than last year?

Of those who expect higher prices:*

31% will switch from name brands to more store brands/private labels
27% will switch to a lower-cost main lunch item
22% will buy less fresh and more shelf-stable food that won't spoil quickly

Meal assistance plans that respondents say will be most helpful to them for school lunches®

Weekly meal plans with kid-friendly recipes 27%
Nutritional information and guidelines 14%
Mobile app to aid in meal planning and shop ping 14%
Shopping lists based on meal plans 13%
Customizable meal plans based on dietary preferences 12%
Prepackaged meal kits 11%

45% of parents say “What are we making for school lunch?” is a top pain point for their family®

2025 Deloitte Back-to-School Survey



Shopping
journey
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Planned BTS spending
is less front-loaded Parents plan to jump on mid-july promotions

than last year | |
BTS spend by shopping periods'’

@ 2024 ® 2025

158
o ’ $147
0 $123
of the planned BTS spend is expected
to occur by the end of July,’ —
versus 66% in 2024 $59
49% of parents are planning to $12
spread out BTS purchases over L
time to manage the budget’ Early July Late July Early August Late August
Before July July August September
plan to shop for BTS

items on Amazon Prime Day

in mid-July, same as 20242
Questions: (1) Out of the total you plan to spend on back-to-school Retail extra credit: Shoppers have become accustomed to seeking out bargains during Prime Day in mid-July,

shopping, how much do you plan to spend during the following
periods? (n = 1,203); (2) Do you plan to shop for BTS items during
Amazon's Prime Day sales event in July 20257 (n = 1,038).

Source: 2025 Deloitte Back-to-School Survey.

so retailers can offer deals around the same period.

Copyright © 2025 Deloitte Development LLC. All rights reserved. 2025 Deloitte Back-to-School Survey 16



Nearly half surveyed
plan to spend the most Discount formats dominate top five preferred shopping destinations

Preferred retailer formats for BTS sh ing?2
at mass merchants eferred retailer formats for BTS shopping

Mass merchant retailers TR 7 7%
@ 2024 2025

i ; ]
Online retailers 65%
I 399

Off-price retailers

Top five retail formats where Dollar stores N 5%
arents plan to spend the most:’
5024 P P Warehouse membership clubs I 309%
40% Mass merchant retailers Specialty clothing retailers I GG - %
21% Online retailers 200
7% Specialty clothing retailers Department stores* ’
0 o :
7% ggpgffltcrigﬁias'irfes Office supply/technology retailers N 7% 5
4 Resale or second-hand retailers G—_—— 0% average expected number
- . of retailer formats visited,?
op three reasons for spending . ors M 20 same as 2024
the most at that retailer: PSR
Value for money (54%) Fast fashion apparel retailers NN 3%
One-stop shopping (39%) Retail extra credit: If not
Product availability (31%) Home electronics retailers -k focused on discounts, retailers
can emphasize their value

I 5% ”» :
Bookstores proposition—such as unique

Notes: n = 1,203; *includes luxury department stores, which were Peer-to-peer selling platforms I 1% pI’OdUCtS, anvemence’ and
added in 2025. other benefits.

Questions: (1) At which type of retailer do you anticipate spending I

the most money this back-to-school shopping season?; (2) Which Overseasvalue retailers 0

type of retailer(s) do you plan to visit for your back-to-school
shopping? #multi-select.
Source: 2025 Deloitte Back-to-School Survey.

Copyright © 2025 Deloitte Development LLC. All rights reserved. 2025 Deloitte Back-to-School Survey



Overseas value platforms losing luster as prices rise

Very few plan to turn to these retailers for BTS shopping

3 50/ of parents have shopped with overseas
v/ 0 value retailers in the past three months’

\ BUT 9% plan to shop for BTS

ONLY products at these retailers?

high hay © notlc::‘d have seen fewer ads
5 Itg ‘Iet;prlc:]s aﬁ tdise . for these retailers on social plan to use these retailers’ websites to
etal ers compared to six media in the past month’ research/discover BTS products’

months ago’

Note: n = 1,203.
Question: (1) To what extent do you agree or disagree with the following statements? — % agree/strongly agree; (2) Which type of retailer(s) do you plan to visit for your back-to-school shopping? #multi-select.

Source: 2025 Deloitte Back-to-School Survey.

Copyright © 2025 Deloitte Development LLC. All rights reserved. 2025 Deloitte Back-to-School Survey 18



In-store shopping is still a main draw, but parents plan to spend more online

Parents are more inclined to purchase items like furniture and clothing in-store rather than online

Channel preference of parents for BTS! Percentage of parents who would prefer to shop for

these items in-store versus online2
100% online '
5% @ In-store @ Online

0 .
?r?—gt/gre Furniture AL 30%

14%

S$S601 < 2a% $501

average average Personal hygiene products 56% 44%
spend of spend of |
mostly mostly School supplies 46% 549%
online in-store
shoppers shoppers Computers and hardware

Electronics gadgets 290, 71%

Note: n = 1,203.
Questions: (1) What percentage of your total back-to-school spend do you expect to purchase in-store/online?; (2) | would rather purchase the following items online than in-store ... #multi-select.
Source: 2025 Deloitte Back-to-School Survey.

Copyright © 2025 Deloitte Development LLC. All rights reserved. 2025 Deloitte Back-to-School Survey 19



Parents influenced by
social media represent
an opportunity as they
spend more

41%

of parents plan to use social
media for BTS shopping,’

similar across income groups

By generation:
75% GenZ
46% Millennials
31 % Gen X

Social media users are likely to
spend 1.8x compared to others

Notes: n = 1,203; Gen Z are born between 1997 and 2007,
millennials between 1981 and 1996, and Gen X between 1965
and 1980 ; *Deloitte calculations (n = 492).

Questions: (1) How do you plan to use social media platforms
for your back-to-school shopping? (n = 1,203); (2) To what extent
do you agree or disagree with the following statements? — %
agree/strongly agree (n = 1,203).

Source: 2025 Deloitte Back-to-School Survey.

Copyright © 2025 Deloitte Development LLC. All rights reserved.

Younger parents are more likely than others to use social media sites to complete
BTS purchases

Parents plan to use social media for ...”
(percentage of social media users)
(OOverall ®@GenZ @ Millennials Gen X
55%

. P 53%
Compare prices or features
pare pri e e 4%

57%
I 1% 28% say that they
= B et
Eatidenntial BT products an social
50% media that they
purchase later
| | 51%

Look for deal
O e N 50%

51%
L [17% .
I 31% <«— 3in10Gen Z parents plan to shop for BTS
Make a purchase I 3% on social media sites; 54% say influencers
1% provide quality BTS suggestions

32% of parents say influencer content is more trustworthy than
brand content, but that number climbs to 59% for Gen 72

2025 Deloitte Back-to-School Survey 20



Generative Al for

shopping is being Comfort in using Al is growing, but few use it actively
embraced by younger
pa rents How are parents using gen Al?* Percentage of Surveyed parent52
(percentage of gen Al users)
3 3 /o Compare prices/find deals 66%
of parents plan to use gen Al for :
575 Shopping lchough only e
22% trust it” Summary of reviews 45% only often use them
By generation:
67% GenZ Generate shopping lists 42%
34% Millennials
29% Gen X
4 Discover products 36% feel more comfortable
Trust in Al for shopping is higher using Al now compared
among younger parents to six months ago
54% GenZ :
24%‘: Millennials Personalized suggestions 32% By generation:
17% Gen X 57% GenZ
40% Millennials
38% GenX
between 1581 and 199 and Gen X petween 196 and 1930; Budgeting 31%
*Deloitte calculations (n = 400).
Questions: (1) How do you plan to use generative Al for your back-

to-school shopping needs?; (2) To what extent do you agree or
disagree with the following statements? — % agree/strongly
agree (n=1,203).

Source: 2025 Deloitte Back-to-School Survey.

Copyright © 2025 Deloitte Development LLC. All rights reserved. 2025 Deloitte Back-to-School Survey 21



onsumer
preferences
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Many parents are influenced to splurge on a “hot"” BTS item or first-day outfit

Most kids have a must-have item they want for BTS and most are influenced by their friends/family

» By household income:

62%

of parents say
their child’s
preferences

often influence
them to spend
more,’

same as 2024

Notes: n = 1,203; Gen Z are born between 1997 and 2007, millennials between 1981 and 1996, and Gen X between 1965 and 1980.

55% <$50K
65% $50K-$99K
65% $100K+

By generation:

63% GenZ
63% Millennials
61% GenX

57% are willing to spend a little extra
on their child's first-day outfit’

9in 10

parents say their children have a
must-have item they want for BTS?

Top three sources of discovery for
these must-have BTS items:3

38%  Friends/family
21%  Retailer's websites/stores
11%  Social media

Retail extra credit: Retailers can adopt
a marketing approach that emphasizes
nostalgia and the thrill of the first day

Questions: (1) To what extent do you agree or disagree with the following statements? — % agree/strongly agree; (2) What is the one must-have product and/or brand that your child wants for back-to-school this

fall?; (3) Where did your child discover their must-have item?
Source: 2025 Deloitte Back-to-School Survey.

Copyright © 2025 Deloitte Development LLC. All rights reserved.
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What could retailers expect going forward?

Surveyed parents plan to approach the holidays with caution and a continued focus on promotions

Consumers may continue to exhibit Deals and promotions are expected There maybe renewed interest in
a conscious spending approach to play a role in driving traffic American-made products
of surveyed parents plan to shop of surveyed parents plan to shop of surveyed parents plan to buy
for holiday gifts this year’ for holiday gifts during the mid-july American-made products as much
Amazon Prime Day sales? as possible3
Change in holiday spending YoY' T Bv ceneration
ion:
(among those who plan to shop) 76% of surveyed retail executives say yE
More [JSame M Less consumers will make discretionary 62% GenZ
purchases only during promotional 47%  Millennials
12% 57% 31% periods this year* 48% Gen X

Note: Gen Z are born between 1997 and 2007, millennials between 1981 and 1996, and Gen X between 1965 and 1980.

Questions: (1) How will your 2025 holiday gift spending (for yourself or others) compare to last year? (n = 1,203); (2) Do you plan to shop for any of the following items during Amazon'’s Prime Day sales event in July
2025? (n = 1,038); (3) To what extent do you agree or disagree with the following statements? — % agree/strongly agree (n = 1,203).

Sources: 2025 Deloitte Back-to-School Survey; *2025 Deloitte Retail Buyers Executive Survey.

Copyright © 2025 Deloitte Development LLC. All rights reserved. 2025 Deloitte Back-to-School Survey
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About the oo
s u rvey The survey polled a sample of 1,203 parents of school-aged children, with respondents having at

least one child attending school in grades K to 12 this fall. Generations are defined as: Gen Z (1997
to 2006), millennials (1981 to 1996), and Gen X (1965 to 1980). The survey has a margin of error of
plus or minus 3 percentage points for the entire sample.

The survey was conducted online using an independent research panel.

The authors would like to thank David Levin, Srinivasarao Oguri, Rithu Mariam Thomas, Negina
Rood, Kianna Sanchez, and Michele Stoffel for their contributions to this survey.

o 2
¥ <»

Lupine Skelly Ram Sangadi Kusum Raimalani Sangharsh Shinde

Research leader Associate vice president Senior analyst Senior analyst
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Deloitte Consumer Industry Center

The Deloitte Consumer Industry Center provides premiere insights based on primary research on the most
prevalent issues facing the consumer industry to help our clients run effectively and achieve superior business
results. The center is your trusted source for information on leading trends and research that connect
insights, issues, and solutions for Deloitte’s four consumer sectors: automotive; consumer products; retail,
wholesale, and distribution; and transportation, hospitality, and services.

About the Deloitte Retail practice

The retail industry is transforming at lightning speed, and retailers are being forced to find ways to grow
profitably while also meeting rising consumer expectations. Today's customers don't just expect the retail
industry to operate efficiently, but empathetically too. They are buying into better and are demanding that
brands share their values around purpose, inclusion, trust, transparency, and innovation.

Leaders in this rapidly shifting industry should have better insight, better innovation, and a better connection
to their customers. That's why they turn to Deloitte. Driven by a relentless pursuit of innovation and the pulse
of the consumer, Deloitte helps many of the world’s leading brands in the retail sector align with their
customers' values, create lasting competitive advantages, build enduring customer relationships, and shape
the future of the industry. https://www.deloitte.com/us/en/Industries/retail/about.html

About Deloitte

Deloitte refers to one or more of Deloitte Touche Tohmatsu Limited, a UK private company limited by
guarantee (“DTTL"), its network of member firms, and their related entities. DTTL and each of its member
firms are legally separate and independent entities. DTTL (also referred to as “Deloitte Global") does not
provide services to clients. In the United States, Deloitte refers to one or more of the US member firms of
DTTL, their related entities that operate using the “Deloitte” name in the United States and their respective
affiliates. Certain services may not be available to attest clients under the rules and regulations of public
accounting. Please see www.deloitte.com/about to learn more about our global network of member firms.

This presentation contains general information only and Deloitte is not, by means of this presentation,
rendering accounting, business, financial, investment, legal, tax, or other professional advice or services. This
presentation is not a substitute for such professional advice or services, nor should it be used as a basis for
any decision or action that may affect your business. Before making any decision or taking any action that
may affect your business, you should consult a qualified professional advisor.

Deloitte shall not be responsible for any loss sustained by any person who relies on this presentation.
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