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Fashion Crosses Industries

Objective: Establish

a long-term strategic
partnership centered
around a cross-industry
collaboration that creates
mutual benefits such

as customer growth

and improved sales
performance.

2026 CASE STUDY

Strategy

Thebordersbetweenindustries are narrowing and fashion
brands are finding new collaborations that enable them
to reach broader groups of customers and create long-
term business value. According to the State of Fashion
2024 (BOF Team and McKinsey & Company, 2023),
fashion brands wil increasingly partner with adjiacent
Industries to enrich consumer experiences and increase
engagement. Collaborations provide an opportunity for
brands to engage a broad array of consumers with their
story, expanding their reach. Subsequently, collaborations
drive revenue. Collaborations are not new to the fashion
Industry, but as the boundaries between industries narrow,
a broader array of collaborations has emerged. Fashion
brands are partnering with museums, universities, airlines,
and car companies to bring beauty, comfort, and luxury to
abroad array of consumers.

In the 2026 case study, you will explore how fashion
brands can partner with companies in external industry,
such as entertainment (music, gaming, fim), technology
(computers,software technicalinstruments) transportation
(automotive, air), hospitality (hotels, restaurants), or service
industries (sanitation, postal delivery) to create intriguing
and intentional collections. You will explore a collaboration
between two businesses, not between a business and an
indlividual.

Business Strategy applicants must create a long-
term strategic partnership to satisfy business growth
objectives.


https://www.businessoffashion.com/articles/marketing-pr/the-state-of-fashion-2024-report-brand-marketing-strategy-community-building/

T
[ndustry Examples
Consider examples of fashion brands collaborating with external
industries.

Guccilaunched The Guecci Gaming Academy in partnership with
FACEIT designed to encourage young esports athletes. Thiswas
the first esports initiative launched by a luxury brand (European
Sponsorship Association, 2024).

/ac Posen partnered with Delta Airlines to redesign the company's
airline uniforms. To maximize form and function, the collaborators
undertook 3 years of research and development prior to launch
(Camerini, 2018).

Gucci also collaborated with fitness technology company Oura
to create a fitness tracking ring with heart rate monitoring, activity
tracking, sleep analysis and unmistakable Gucci design (Oura, 2024).

Gaming platform Epic Games has partnered with a variety of fashion
brands, like Louis Vuitton, to launch digital and metaverse fashion
collections, building onbrand's established physical collections
(McDowell, 2023).

CGUCCIGAMING ACADEMY

1)
EPIC GAMES AND LOUIS VUITTON
’ -

oy

GUCCIx OURA


https://sponsorship.org/esa-awards/2023esaa-gucci-gaming-academy-a-collaboration-between-esl-faceit-group-and-gucci/
https://sponsorship.org/esa-awards/2023esaa-gucci-gaming-academy-a-collaboration-between-esl-faceit-group-and-gucci/
https://www.cnn.com/travel/article/delta-uniforms-zac-posen/index.html
https://ouraring.com/blog/the-gucci-x-oura-ring-returns-for-a-limited-edition-run/
https://www.voguebusiness.com/technology/how-epic-games-became-fashions-unlikeliest-bedfellow
https://pro.faceit.com/gucci-gaming-academy/
https://ouraring.com/blog/the-gucci-x-oura-ring-returns-for-a-limited-edition-run/
https://www.nytimes.com/2016/10/20/fashion/zac-posen-delta-air-lines-new-uniforms.html
https://www.voguebusiness.com/technology/how-epic-games-became-fashions-unlikeliest-bedfellow

Business Strategy
Case Study

GENERATING BUSINESS PERFORMANCE
THROUGH A STRATEGIC PARTNERSHIP

Your objectistoestablish along-term strategic partnership
(3-5years) foranexisting fashion brand/retaller that centers
around a cross-industry collaboration. In the partnership
proposal, you must address what is going into the deal,
what it will cost, and how it will benefit both partners. To
create a successful partnership, there must be mutual
advantage, such as shared profits. Therefore, you must
also address the elements of the partnership agreement,
such as the architecture of the deal and benefits to each
partner.

Your strategic partnership should create sustainable
business value, growing over time with the opportunity
to renew the partnership after the timeframe you have
proposed. Consider how you are adding value for both
businesses and how that value will continue in the long-
term. The partnership should address a gap in the
companies offering or solving for a business challenge. You
must articulate how you will drive financial performance
through the details of the partnership. Include details of
the partnership plan, such as product distribution, services
offered, and distribution timeline. You must address the
following details of your partnership: the purpose, duration,
contributions of each partner, division of profits and
losses, and collaborative decision-making process. Your
partnership willlast 3-5 years.

Your Role:
Director of Strategic Partnerships

Youare the Director of Strategic Partnerships for an existing
rand/retailer of your choice. As head of partnerships,
it is your responsibility to establish mutually beneficial
collaborations. It is also your responsibility to serve as the
liaison between the company and its partners, working
closely with cross-functional teams for smooth partnership
integration. Your overarching goalistoleverage partnerships
to enhance market presence and business performance.
Youmust ensure collaborations are sustainable (i, lasting),
effective, and align with the company’'s goals.

Strategy

. g BY ROTATION AND AIRBNB


https://www.forbes.com/sites/annahaines/2024/02/15/high-fashions-next-frontier-hotels/
https://techcrunch.com/2024/08/30/airbnb-and-fashion-app-by-rotation-partner-for-free-destination-wedding-outfits/

i

"-.:-'._'ii';

MAUNA KEA BEACHHOTEL WITH KENNY FLOWERS

03]

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

Brand & Retailer

Selection
of

Generally Well-Known

The brand/retailer(s) that you select
should be generally well-known.

04

Non-Fashion Collaborator

The collaborator cannot be
another fashion brand. For
Instance, collaborations between
adesigner brand (eg, Diane Von
Furstenberg) and a mass fashion
retailer (eg, Target) would not fit
the requirements.

02]

Fashion or related industry

The fashion brand/retaller that you
choose must be a fashion apparel,
accessories, footwear, home, beau-
ty or health & wellness brand.

05]

A Company, Not an Individual

The collaboration cannot be with
anindividual, such as a celebrity,
influencer, designer, or palitician
(eg, Pharrell Wiliams, Gwyneth
Paltrow, Taylor Swift). However, ei-
ther bbrand can belong to a design-
er's namesake brand (eg, Jessica
Simpson, Rachel Zoe, Rachel Ray,
Martha Stewart), the collaborator
brand must be an existing, fully
formed business.

2026 Case Study


https://www.forbes.com/sites/annahaines/2024/02/15/high-fashions-next-frontier-hotels/
https://techcrunch.com/2024/08/30/airbnb-and-fashion-app-by-rotation-partner-for-free-destination-wedding-outfits/
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Checklist: Required Case Study Content

Case studies must be submitted as a 17-21-page slide
deck including title, body, appendices, and references
(suggested breakdown included below). The slide deck
should be in landscape orientation, with slides sized for on-
screen show 4:3 or 16:9 display (approximately 10" x 757).

Files can be created in any software of the applicant’s
choosing, such as PowerPoint, Keynote, Adobe InDesign, or

Adobe llustrator. However, all cases must be submittedin
aflat PDF format without video or sound.

Need extra guidance? Access ‘Step-By-Step Directions
in the FSF student Droplbox.

O Section 1: General Introduction (2-3 slides)
O Titleslde
O Executive summary
O (Optional) Table of contents

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

O Introduction of two chosen brands (fashion brand,
non-fashion collaborator)

O SWOT analyses of your chosen fashion brand
and chosen collaborator

O Current partnership strategies

O Section 3: Research-Driven Background
(2-4 slides)

O Researchinsuggested areas: Industry landscape,
society, consumer and lifestyle, macroeconomics

O Section 4: Strategic Partnership Objective
(1-2 slides)

O Introduce the strategic partnership objectives and
company goals

O Propose advantage to each partner and intended
outcomes

Strategy

O

Section 5: Target Audience (1-2 slides)

O Understanding of your target audience, either
Internal to the brand or a consumer

O Audience!/ lifestyle research
Section 6: Strategic Partnership Plan (2-4 slides)

O 3-5yearsintegration roadmap (milestones,
timeline)

O Specific partnership activities (products,
services, experiences)

O Channels of distribution

Section 7: Financial Investment (1-2 slides)

O Financialinvestment

O Key performance indicators (KPIs, minimum 3)
Section 8: Risk Assessment (1-2 slides)

O Financial and non-financial risks presented to the
fashion brand/retailer

Section 9: Future Growth (1-2 slides)

O Outline plans to scale or exit your collaboration
depending onits success beyond the 3-5 years

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

O Bibliography (also known as, references, works
cited)

(Optional) Section 11: Appendix (0-5 slides)

O Present additional supplemental ideas that
support your project and add significant value
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General Guidelines

Exclude
College / University

Format
Your Way

Stick to the
Page Length

References

Proofread

Al Disclosure

Do not include your name or college/university
affiiation on the title page or anywhere in the case
study as the review process is anonymaous.

Your name should be included on your resume and
unofficial transcript; those documents are not a part
of the case study judging process.

No specific font or format wil 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 albsorb by the reader.

Do not exceed the page lmit. Ensure your content
connects from section to section to tell the story you
are trying to convey. This s the first time judges willbe
exposed to your case study and they should be able
to fully interpret your intended plans.

Allreferences 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 speling errors.

You may use Al programs (eg. 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
citedlike any other reference material.



Creativity & Feasibility (40%)

Is the applicant's idea unique, Inspiring, and innovative”?

Judging
3 : - Isthe applicants idea wel-thought-out and conceivably
C r 1 te r 1 a executaple?

Is the applicant's idea clearly connected to the selected
brand(s)/retailer(s)?

Research & Development (40%)

Your case willbe

. . - Hasthe applicant researched the selected companies
reviewed by mdustry (ie, brand/retaller and collaborator), demonstrating depth
. . . of knowledge of the company’s activities and competitive
professionals including positioning as relevant to the presented concept?
the FSF Board of +  Hasthe applicant conducted thorough research regarding the

retall landscape and the attitudes, behaviors, and lifestyle traits

Governors, FSE Mentors, of the intended consumer?

and FSF Alumni.

Has the applicant presented their research and partnership
strategy ina manner that is clear and supports the overall
business objective”?

Has the applicant developed an innovative partnership concept,
supported by research, that willincrease the fashion brand's
relevancy in the future?

Has the applicant addressed how consumers will be impacted
by their proposed strategy”?

Has the applicant identified KPIs that align with their project
goals and clearly explained why these KPIs are important?

Clarity (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; isit easy to folow and summarize”?

Did the applicant clearly complete each portion of their prompt”?
Format (5%)

Did the applicant use correct grammar and speling?

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

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

2026 Case Study



Getting Started with

Research

A variety of tools and supporting files are available in the FSF Student Dropbox.
Research-specific resources are available for all case study tracks in the

subfolder: FSF Student Resources.

(1) Start by getting familiar with this year's
theme.

Adams, C, Aldredge, K, and Kohli, S. (2024, June 10).
State of the consumer 2024: \What's now and whats
next. McKinsey & Company. https:/wwwmckinsey.
com/industries/consumer-packaged-goods/our-
Insights/state-of-consumer

Amed | et al. (2024, November 11). The State

of Fashion 2024: Finding pockets of growth as
uncertainty reigns. McKinsey & Company and
Business of Fashion. https:./Awwwmckinsey.com/
Industries/retail/our-insights/state-of-fashion

Besser, R. (2021, November 3). Cookware gets
the fashion-treatment with these designer collabs.
Vogue. https/wwwyvoguecom/article/designer-
Kitchenware

Bradley, F. (2024, May 30). The rise in luxury fashion
and hospitality brand collaborations. Burdal_uxury.
https/wwwburdaluxurycom/insights/luxury-
Insights/the-rise-in-luxury-fashion-and-hospitality-
brand-collaborations/

Ciment, S. (2023, September 28). Lululermon and
Peloton ink 5-year partnership. Sourcing Journal.
https./sourcingjournalcom/topics/retail/lululermon-
peloton-five-year-partnership-fitness-apparel-
workout-clothes-457778/

Coggins, B. Adams, C, Alldredge, K, and Teichner,
W. (2024, August 23). An update on US consumer
sentiment: Consumer optimism rebounds — but
for how long” McKinsey & Company. httos:./www.
mckinsey.com/industries/consumer-packaged-
goods/our-insights/the-state-of-the-us-consumer

Montgomery, J. (2023 December 24).13
collaborations that shaped fashion in 2023, British
Vogue. https/Awwwyvoguecouk/article/2023-
fashion-collaborations

Reveal. (nd.). Deep-dive on Partnership KPIs.
https/reveal co/measuring-partnership-success/
partnership-kpis#:~text=A%20KPI%200r%20
key%20performanceCo%2Dmarketing%20

performance

Tufft, C, Constantic, M, Pacca, M. et al. (2024, May
29). Updating perceptions about today's luxury
traveler. McKinsey & Company. https./Awww.
mckinseycom/industries/travel-logistics-and-
Infrastructure/our-insights/updating-perceptions-
about-todays-luxury-traveler

Valasquez, A. (2024, April18). New partnerships
help denim mills scale sustainability. Rivet.
https./sourcingjournalcom/denim/denim-mills/
new-partnerships-help-denim-mills-advance-
sustainable-goals-circularity-recycled-
fioers-5604978/
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Valasguez, A. (2024, September 26). OVS extends
partnership with Haelixa to trace Italian cotton.

Rivet. https./sourcingjournalcom/denim/denim-
sustainability/ovs-extends-partnership-haelixa-dna-

Donnelly, M. (2023, September 7). CAA Sells
Majority Stake to Francois-Henri Pinault's Artemis.
Variety. https./varietycom/2023/flm/news/
caa-sells-majority-stake-francois-henri-pinault-

maker-trace-italian-cotton-528167/

Valasguez, A. (2023, December 27). Year in
collaborations: Barbie, Footwear and Multibrand
partnerships. Rivet. https:/sourcingjournalcom/
denim/denim-brands/year-in-collaborations-barbie-

artemis-1235686302/

European Sponsorship Association. (2024). Gucci
Gaming Academy — A collaboration between
FACEIT Group and Gucci. https:/sponsorshiporg/
esa-awards/2023esaa-gucc-gaming-academy-a-

multi-brand-partnerships-levis-crocs-wrangler-
staud-485441/

Wilson, S. (2024, February 6). Discover growth
opportunities in disruptive trends in fashion. Kantar.
https/wwwkantarcom/north-america/inspiration/
analytics/disruptive-trends-in-fashion

(2) Dig into insights specific to your discipline,
Business Strategy.

Aguerre, J. (2023, January 29). Dissecting the role
of Director of Strategic Partnerships. Partnership
Leaders. https//wwwpartnershipleaderscom/
post/dissecting-the-role-of-director-of-strategic-
partnerships/#:~text= The%20role%200f%20
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