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Fashion Crosses Industries
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Marketing

Objective: Establish a 
marketing plan centered 
around a cross-industry 
collaboration to engage 
the marketing funnel and 
create lifetime customer 
value.

The borders between industries 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 will increasingly partner with adjacent 
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 
a broad 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, film), technology 
(computers, software, technical instruments), 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 
individual. 

Marketing applicants must identify a collaborative 
campaign that aligns with the goals of both brands 
and the target market. 
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https://www.businessoffashion.com/articles/marketing-pr/the-state-of-fashion-2024-report-brand-marketing-strategy-community-building/


Consider examples of fashion brands collaborating with external 
industries.

Cynthia Lu's kitsch leisure brand Cactus Plant Flea Market partnered 
with fast food giant McDonald's to launch happy meals for adults 
(Smith, 2023).

LVMH announced sponsorship of the 2024 summer Olympic and 
Paralympic Games in Paris (LVMH, n.d.). The fashion conglomerate 
plans to showcase individual brands in the run-up to the games, 
showcasing their luxury craftsmanship and engaging with a diverse, 
global audience (LVMH, 2024).

Revolve partners with The h.wood Group to launch the annual 
Revolve Festival coinciding with the Coachella Music Festival. 
However, in recent years, the brand has reduced their presence at 
the festival, opening the door for new cross-industry partnerships 
(Malach, 2024).

In 2021, the Grammys partnered exclusively with brands committed 
to diversity, inclusion, equity, and philanthropy through their official 
gift bags. A-list guests received gifts from brands such as Signed By 
McFly, HGC Apparel, and others (Feitelberg, 2021).
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Industry Examples

CACTUS PLANT FLEA MARKET BOX

RVLV H.WOOD

SIGNED BY MCFLY

LVMH PARIS OLYMPICS 2024

https://www.highsnobiety.com/p/cactus-plant-flea-market-cpfm-mcdonalds-meal/
https://www.lvmh.com/paris-2024/
https://www.lvmh.com/news-documents/news/louis-vuitton-protects-and-showcases-medals-and-torches-of-the-olympic-and-paralympic-games-paris-2024/#:~:text=As%20part%20of%20LVMH's%20Premium,and%20Paralympic%20Games%20Paris%202024.
https://wwd.com/feature/coachella-revolve-festival-difference-1235615506/
https://wwd.com/fashion-news/fashion-scoops/grammys-gift-bags-filled-with-brands-dedicated-to-diversity-1234775660/
https://www.foodandwine.com/mcdonalds-adult-happy-heals-8409644
https://wwd.com/fashion-news/fashion-scoops/grammys-gift-bags-filled-with-brands-dedicated-to-diversity-1234775660/
https://www.economist.com/business/2024/07/25/lvmh-is-splurging-on-the-olympics


Your Role:
You are the Director of Marketing for an existing brand/
retailer of your choice. It is your responsibility to develop 
strategies that address the stages of the marketing funnel 
and communicate brand actions, goals, and values. It 
is also your responsibility to use analytics to assess the 
effectiveness of marketing activities and track consumer 
engagement. Your overarching goal is to drive return on 
investment (ROI) through acquisition or new customers and 
retention of loyal customers. 

Director of Marketing

Marketing
Case Study 
CREATING LIFETIME VALUE THROUGH A 
CROSS-INDUSTRY COLLABORATION
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Your object is to create a strategic marketing plan for an 
existing fashion brand/retailer that centers around a cross-
industry collaboration and utilizes a full marketing funnel 
approach (e.g., awareness, consideration, conversion, 
loyalty, advocacy). You are not proposing a “one hit wonder”, 
your goal is to create a collaboration that will have lasting 
value, fitting the brand's image, goals, and customers. 
Therefore, some activities within your marketing plan may 
engage a specific, new customer segment while other 
activities may add value for existing customers.
Your brand collaboration and strategic marketing plan 
should solve for a friction point, adding value for the 
customers and brand. You must articulate how you 
will obtain return on your investment throughout the 
marketing funnel. Include specific marketing activities (i.e., 
tactics) in your marketing plan. Your marketing plan will 
not emphasize one-hit-wonder activities, or a campaign 
that creates immediate buzz but fizzles quickly; rather it will 
aim to create sustainable, lifetime value. Consider how you 
are adding value for the consumer and how that value will 
continue in the long-term. As you develop and introduce 
your plan, you may wish to consider how your campaign 
can build on other products and marketing activities. Your 
strategic marketing plan must address short-term (0-3 
month), medium (approx. 1-year) and long-term (3-5 year) 
tactics.

PacSun x Pinterest Social Media Campaign

https://www.retaildive.com/news/pacsun-pinterest-better-in-baggy-fall-campaign/723340/


Brand & Retailer 
Selection
[01]
Generally Well-Known

The brand/retailer(s) that you select 
should be generally well-known. 
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[02]
Fashion or related industry

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

[03]
Publicly Traded

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

[04]
Non-Fashion Collaborator

The collaborator cannot be 
another fashion brand. For 
instance, collaborations between 
a designer brand (e.g., Diane Von 
Furstenberg) and a mass fashion 
retailer (e.g., Target) would not fit 
the requirements.

[05]
A Company, Not an Individual

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

CHANEL LUCKY CHANCE DINER

PacSun x Pinterest Social Media Campaign

https://www.vogue.com/slideshow/chanel-lucky-chance-diner-opening-2023
https://www.retaildive.com/news/pacsun-pinterest-better-in-baggy-fall-campaign/723340/


Checklist: Required Case Study Content 
6

Marketing

 ☐ Section 5: Targeted Consumer (1-2 slides)

 ☐ Consumer and Lifestyle research

 ☐ Create 2-3 consumer personas

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

 ☐ Strategic marketing plan with specific tactics for 
your collaboration including:

 ☐ Timeline, duration, and channels of each tactic

 ☐ Tactics connection to the marketing funnel

 ☐ Section 7: Marketing Analytics  (1-2 slides)

 ☐ Connect marketing activities to stages of the 
marketing funnel and an analytical assessment 
of performance

 ☐ Key performance indicators (KPIs, minimum 3) 

 ☐ Connect the KPIs to marketing tactics and 
customer performance objectives

 ☐ Section 8: Marketing Mock-Up  (1-2 slides)

 ☐ Create an example of marketing content within 
your strategic marketing plan

 ☐ Section 9: Future Growth (1-2 slides)

 ☐ Outline plans to scale or exit your collaboration 
depending on its success

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

 ☐ Conclusion

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

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

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

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 7.5”). 

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

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

 ☐ Section 1: General Introduction (2-3 slides)

 ☐ Title slide

 ☐ Executive summary 

 ☐ (Optional) Table of contents

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

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

 ☐ SWOT analyses of your chosen fashion brand 
and chosen collaborator

 ☐ Current marketing strategies

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

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

 ☐ Section 4: Collaboration Purpose & Goals  
(1-2 slides)

 ☐ Purpose of collaboration aligned with goals

 ☐ Outline objectives achieved through collaboration
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SECTION 1

SECTION 2

SECTION 3

SECTION 4

SECTION 5

All excerpts from 2024 FSF Chairman’s Award finalist Chigozirim Nwogu

SECTION 6

SECTION 6

SECTION 6

SECTION 7

SECTION 8
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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. 

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 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.

You may use AI 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 AI program as your own.  If you include material 
generated by an AI program, it should be properly 
cited like any other reference material.  

Stick to the 
Page Length 

Exclude 
College / University

Format
Your Way

References

General Guidelines

Proofread

AI Disclosure
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Creativity & Feasibility (40%)

• 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(s)/retailer(s)?

Research & Development (40%)
• Has the applicant researched the selected companies 

(i.e., brand/retailer and collaborator), demonstrating 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 developed an innovative marketing strategy, 
supported by research? 

• Has the applicant conducted thorough market and consumer 
research, such as instances when an idea similar to their own 
has been executed in the past, and summarized relevant 
findings that will help them fulfill their objective?

• Has the applicant created consumer personas that align with 
the brand and marketing plan?

• Has the student 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; 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?

Judging 
Criter ia
Your case will be 

reviewed by industry 

professionals including 

the FSF Board of 

Governors, FSF Mentors, 

and FSF Alumni. 
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Getting Started with 
Research

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

Adams, C., Alldredge, K., and Kohli, S. (2024, June 10). 
State of the consumer 2024: What’s now and whats 
next. McKinsey & Company. https://www.mckinsey.
com/industries/consumer-packaged-goods/our-
insights/state-of-consumer 

Amed, I. et al. (2024, November 11). The State 
of Fashion 2024: Finding pockets of growth as 
uncertainty reigns. McKinsey & Company and 
Business of Fashion. https://www.mckinsey.com/
industries/retail/our-insights/state-of-fashion

Besser, R. (2021, November 3). Cookware gets 
the fashion-treatment with these designer collabs. 
Vogue. https://www.vogue.com/article/designer-
kitchenware 

Bradley, F. (2024, May 30). The rise in luxury fashion 
and hospitality brand collaborations. BurdaLuxury. 
https://www.burdaluxury.com/insights/luxury-
insights/the-rise-in-luxury-fashion-and-hospitality-
brand-collaborations/ 

Ciment, S. (2023, September 28). Lululemon and 
Peloton ink 5-year partnership. Sourcing Journal. 
https://sourcingjournal.com/topics/retail/lululemon-
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. https://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://www.vogue.co.uk/article/2023-
fashion-collaborations 

Reveal. (n.d.). Deep-dive on Partnership KPIs. 
https://reveal.co/measuring-partnership-success/
partnership-kpis#:~:text=A%20KPI%20or%20
key%20performance,Co%2Dmarketing%20
performance 

Tufft, C., Constantic, M., Pacca, M. et al. (2024, May 
29). Updating perceptions about today’s luxury 
traveler. McKinsey & Company. https://www.
mckinsey.com/industries/travel-logistics-and-
infrastructure/our-insights/updating-perceptions-
about-todays-luxury-traveler

Valasquez, A. (2024, April 18). New partnerships 
help denim mills scale sustainability. Rivet. 
https://sourcingjournal.com/denim/denim-mills/
new-partnerships-help-denim-mills-advance-
sustainable-goals-circularity-recycled-
fibers-504978/ 

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. 

https://www.mckinsey.com/industries/consumer-packaged-goods/our-insights/state-of-consumer  
https://www.mckinsey.com/industries/consumer-packaged-goods/our-insights/state-of-consumer  
https://www.mckinsey.com/industries/consumer-packaged-goods/our-insights/state-of-consumer  
https://www.mckinsey.com/industries/retail/our-insights/state-of-fashion 
https://www.vogue.com/article/designer-kitchenware 
https://www.vogue.com/article/designer-kitchenware 
https://www.burdaluxury.com/insights/luxury-insights/the-rise-in-luxury-fashion-and-hospitality-brand-collaborations/  
https://www.burdaluxury.com/insights/luxury-insights/the-rise-in-luxury-fashion-and-hospitality-brand-collaborations/  
https://www.burdaluxury.com/insights/luxury-insights/the-rise-in-luxury-fashion-and-hospitality-brand-collaborations/  
https://sourcingjournal.com/topics/retail/lululemon-peloton-five-year-partnership-fitness-apparel-workout-clothes-457778/  
https://sourcingjournal.com/topics/retail/lululemon-peloton-five-year-partnership-fitness-apparel-workout-clothes-457778/  
https://sourcingjournal.com/topics/retail/lululemon-peloton-five-year-partnership-fitness-apparel-workout-clothes-457778/  
https://www.mckinsey.com/industries/consumer-packaged-goods/our-insights/the-state-of-the-us-consumer  
https://www.mckinsey.com/industries/consumer-packaged-goods/our-insights/the-state-of-the-us-consumer  
https://www.mckinsey.com/industries/consumer-packaged-goods/our-insights/the-state-of-the-us-consumer  
https://www.vogue.co.uk/article/2023-fashion-collaborations  
https://www.vogue.co.uk/article/2023-fashion-collaborations  
https://reveal.co/measuring-partnership-success/partnership-kpis#:~:text=A%20KPI%20or%20key%20performance,Co%2Dmarketing%20performance  
https://reveal.co/measuring-partnership-success/partnership-kpis#:~:text=A%20KPI%20or%20key%20performance,Co%2Dmarketing%20performance  
https://reveal.co/measuring-partnership-success/partnership-kpis#:~:text=A%20KPI%20or%20key%20performance,Co%2Dmarketing%20performance  
https://reveal.co/measuring-partnership-success/partnership-kpis#:~:text=A%20KPI%20or%20key%20performance,Co%2Dmarketing%20performance  
https://www.mckinsey.com/industries/travel-logistics-and-infrastructure/our-insights/updating-perceptions-about-todays-luxury-traveler 
https://www.mckinsey.com/industries/travel-logistics-and-infrastructure/our-insights/updating-perceptions-about-todays-luxury-traveler 
https://www.mckinsey.com/industries/travel-logistics-and-infrastructure/our-insights/updating-perceptions-about-todays-luxury-traveler 
https://www.mckinsey.com/industries/travel-logistics-and-infrastructure/our-insights/updating-perceptions-about-todays-luxury-traveler 
https://sourcingjournal.com/denim/denim-mills/new-partnerships-help-denim-mills-advance-sustainable-goals-circularity-recycled-fibers-504978/  
https://sourcingjournal.com/denim/denim-mills/new-partnerships-help-denim-mills-advance-sustainable-goals-circularity-recycled-fibers-504978/  
https://sourcingjournal.com/denim/denim-mills/new-partnerships-help-denim-mills-advance-sustainable-goals-circularity-recycled-fibers-504978/  
https://sourcingjournal.com/denim/denim-mills/new-partnerships-help-denim-mills-advance-sustainable-goals-circularity-recycled-fibers-504978/  
https://www.dropbox.com/scl/fo/16pfw8xxj3n70pnupfnyy/AL8bwL5ViDJvmTqHHn9MH8I?rlkey=covmxvrm6sgakhf742salaq9t&st=fy8vb3r6&dl=0
https://www.dropbox.com/scl/fo/16pfw8xxj3n70pnupfnyy/AL8bwL5ViDJvmTqHHn9MH8I?rlkey=covmxvrm6sgakhf742salaq9t&st=fy8vb3r6&dl=0
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Valasquez, A. (2024, September 26). OVS extends 
partnership with Haelixa to trace Italian cotton. 
Rivet. https://sourcingjournal.com/denim/denim-
sustainability/ovs-extends-partnership-haelixa-dna-
maker-trace-italian-cotton-528167/ 

Valasquez, A. (2023, December 27). Year in 
collaborations: Barbie, Footwear and Multibrand 
partnerships. Rivet. https://sourcingjournal.com/
denim/denim-brands/year-in-collaborations-barbie-
multi-brand-partnerships-levis-crocs-wrangler-
staud-485441/ 

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

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

BOF Team and McKinsey & Co. (2023, December 
8). The Year Ahead: Why Brand Marketing in 2024 
May Reclaim Its Glory Days. Business of Fashion. 
https://www.businessoffashion.com/articles/
marketing-pr/the-state-of-fashion-2024-report-
brand-marketing-strategy-community-building/

Browchuk, E. (2023, September 7). Inside Chanel’s 
Lucky Chance Diner Opening Party With Lori 
Harvey, Lil Nas X, and More. Vogue. https://www.
vogue.com/slideshow/chanel-lucky-chance-diner-
opening-2023 

Deyo, J. (2024, August 5). Pacsun teams with 
Pinterest for ‘Better in Baggy’ fall campaign. Retail 
Dive. https://www.retaildive.com/news/pacsun-
pinterest-better-in-baggy-fall-campaign/723340/ 

Girod, S.J. (2023, June 15). Four ways to think about 
luxury brand collaborations in Asia. Forbes. https://
www.forbes.com/sites/stephanegirod/2023/06/15/
four-ways-to-think-about-luxury-brand-
collaborations-in-asia/ 

Kyriakidi, M. and Alagon, J. (2024, August 25). Diary 
of a CMO: I am a small brand with big dreams, how 
can I grow faster? Kantar. https://www.kantar.com/
north-america/inspiration/brands/diary-of-a-cmo-
i-am-a-small-brand-with-big-dreams-how-can-i-
grow-faster 

Lundstrom, K. (2024, September 25). Ranking brand 
consideration: Nativo brings new focus to mid-funnel 
relationship building. AdWeek. https://www.adweek.
com/brand-marketing/nativo-brand-rank/ 

LVMH. (n.d.). LVMH is Premium Partner of the 
Olympic & Paralympic Games Paris 2024. https://
www.lvmh.com/paris-2024/

LVMH. (2024, March 27). Louis Vuitton protects and 
showcases medals and torches of the Olympic 
and Paralympic Games Paris 2024. https://www.
lvmh.com/news-documents/news/louis-vuitton-
protects-and-showcases-medals-and-torches-
of-the-olympic-and-paralympic-games-paris-
2024/#:~:text=As%20part%20of%20LVMH's%20
Premium,and%20Paralympic%20Games%20
Paris%202024.

Malach, H. (2024, April 6). Revolve Festival vs. 
Coachella: The Lineups, The Stars & Breaking Down 
the Differences. WWD. https://wwd.com/feature/
coachella-revolve-festival-difference-1235615506/

Smith, M. (2023, April 25). CPFM & McDonald's 
Created the First Adult Happy Meal. Highsnobiety. 
https://www.highsnobiety.com/p/cactus-plant-flea-
market-cpfm-mcdonalds-meal/

Williams, J. (2024, September 18). Maybe she’s 
born with it, maybe it’s strong branding. Kantar. 
https://www.kantar.com/north-america/inspiration/
brands/maybe-shes-born-with-it-maybe-its-strong-
branding 

https://sourcingjournal.com/denim/denim-sustainability/ovs-extends-partnership-haelixa-dna-maker-trace-italian-cotton-528167/  
https://sourcingjournal.com/denim/denim-sustainability/ovs-extends-partnership-haelixa-dna-maker-trace-italian-cotton-528167/  
https://sourcingjournal.com/denim/denim-sustainability/ovs-extends-partnership-haelixa-dna-maker-trace-italian-cotton-528167/  
https://sourcingjournal.com/denim/denim-brands/year-in-collaborations-barbie-multi-brand-partnerships-levis-crocs-wrangler-staud-485441/  
https://sourcingjournal.com/denim/denim-brands/year-in-collaborations-barbie-multi-brand-partnerships-levis-crocs-wrangler-staud-485441/  
https://sourcingjournal.com/denim/denim-brands/year-in-collaborations-barbie-multi-brand-partnerships-levis-crocs-wrangler-staud-485441/  
https://sourcingjournal.com/denim/denim-brands/year-in-collaborations-barbie-multi-brand-partnerships-levis-crocs-wrangler-staud-485441/  
https://www.kantar.com/north-america/inspiration/analytics/disruptive-trends-in-fashion 
https://www.kantar.com/north-america/inspiration/analytics/disruptive-trends-in-fashion 
https://www.businessoffashion.com/articles/marketing-pr/the-state-of-fashion-2024-report-brand-marketing-strategy-community-building/ 
https://www.businessoffashion.com/articles/marketing-pr/the-state-of-fashion-2024-report-brand-marketing-strategy-community-building/ 
https://www.businessoffashion.com/articles/marketing-pr/the-state-of-fashion-2024-report-brand-marketing-strategy-community-building/ 
https://www.vogue.com/slideshow/chanel-lucky-chance-diner-opening-2023  
https://www.vogue.com/slideshow/chanel-lucky-chance-diner-opening-2023  
https://www.vogue.com/slideshow/chanel-lucky-chance-diner-opening-2023  
https://www.retaildive.com/news/pacsun-pinterest-better-in-baggy-fall-campaign/723340/  
https://www.retaildive.com/news/pacsun-pinterest-better-in-baggy-fall-campaign/723340/  
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