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Following on from the “Non-Conformist Brief” students are asked 
to extend and develop their skills further. Students will be assigned 

a hypothetical brand collaboration. You will be tasked with...

• Researching and defining the target audience for the collaboration
• Developing a relevant and justified campaign for the brand 

collaboration

Through research you are expected to develop, implement and 
present a visual creative promotion campaign for your specified 
audience to professional industry expectations. This campaign 
should have a multi-channel approach to all deliverables justified 

through research. 

Collaboration Brief...

Outputs:
1. Rationale including
         a. Research and inspiration
                i. Marketing / promotion (including target audience 
                    research)
                ii. Visual and conceptual research
         b. Design development of promotional materials with a 
             detailed explanation of how they relate to your target 
             audience
         c. What skills sets you are developing in this brief

2. Designed and developed multi-channelled promotional 
materials relevant to your researched
target audience

Select one brand from each column:

Chosen collaboration...

Moschino x Warby Parker

Vetements
Dolce & Gabbana
Edwin
Manolo Blahnik
Coach
Erdem
Fendi
Adidas
Collette
Burberry
Moschino
Forever 21
Balenciaga
Calvin Klein
Onitsuka
Ellesse
Far Afield
Fred Perry
Barbour
Harris Tweed
Phillip Treacy

Nike
Superdry
Louis Vuitton
Stranger Things
Monki
H&M
Extinction Revolution
Fashion for Good
KAWS
Cheddar Gorgeous
Ellen MacArthur Foundation
Game of Thrones
APC
Supreme
Champion
Brexit
Carhartt
Warby Parkers
Telfar
Diesel
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Figure 34

Eyewear brand founded in 2010, offering 
designer glasses at affordable prices.

They believe buying glasses should be easy and fun 
and that their customers should be happy, looking 
good and still have money in their pockets.

Vintage-inspired style eyeglasses and sunglasses

Competitors include: Zenni, Glasses USA, Coastal, 
My Optique Group, Frameri, Eyewear Insight, 
Mister Spex

What sets them apart?
“home try-on” feature allows customers to try 
glasses on at home

“buy a pair, give a pair” for every pair of glasses 
Warby Parker sells they donate to non-profit 
partners, so that people in need can access 
glasses. The company believe that 

“everyone has the right to see”

Figure 35
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The Warby Parker Consumer

Men and Women
Prescription eyewearers
20s- 30s
High-end design but low price seekers
Young, urban professionals who are 
fashion concious
“Hipster”

Lifestyle includes: Creative interests 
and hobbies, unique styles, health 
concious and higher calling for social 
responsibility.

What is a Hipster?
“Men and women typically in their 20s-30s that 
value independant thinking, counter-culture, 
progressive politics, an appreciation of art and 
indie rock, creativity, intelligence and witty banter”

Figure 36

(Urban Dictionary, 2013)
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Method
Social Media Platforms

Emails

Blog

Partnering with cities and schools

Events

Lookbooks on their website

Promotion?
Content

Successful customers, employees 
and celebrity ambassadors 
wearing their products

Education of their “buy a pair, give 
a pair” programme

Commisioned images by 
photographers of products
Collabing with brands and 
ambassadors

Figure 38
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They engage with their consumer- talking back through 
social channels. Part of the 30% of brands who do this. 

Prioritizing customer experience .

More than just products, 
they show their employees 
wearing the glasses 
as well as successful 
customers and celebrity  

ambassadors

They create videos that tap into the emotions 
of their consumer. Educational videos about 
their donation programme, honest videos 
which empower consumers and give them the 

oppurtunity to give back

They “culture jack”, referencing  pop 
culture to resonate with their consumer.

They hold events where consmers can 
try on their products. Promotion of 
these events are done through social 
media to build hype. Instagram is a 
frequently used platform for this as its 
a good point of connection because it is 

visual. (538k followers)

They are funny- they include humour in 
their promotion.

Figure 39: Warby Parker Social media moodboard
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Geoff McFetridge
Illustrator

Collaborations...

Off- White c/o Virgil 
Abloh

Cult Fashion Label
Leith Clark

Stylist

Figure 40: WP Collaboration moodboard

Amanda de Cadenet
Girl Gaze

Karlie Kloss

Tyler Oakley

Chloe Sevigny

Ambassadors...

Figure 41: WP Ambassador mood board
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Figure 42

High end Italian fashion house started 
in 1983 by Franco Moschino

Creative 
Director- Jeremy 

Scott

Challenges perceptions 
of luxury

Not afraid to address current, 
controversial topics

Competitors include- Miu Miu, 
Dolce & Gabbanna, Gucci

Pop Culture 
inspired

Unique style sets them 
apart

Previous collaborations- Barbie, H&M, 
McDonalds, Candy Crush, The Sims, 

Nintendo, Spongebob
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“There is always 
a sense of humour, 

even though the 
humour may be dark 
sometimes. Pop is a 
word too often used 
to describe what I 

do. I love nostalgia 
and pop culture.”
- Jeremy Scott

Figure 43
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The Moschino Consumer
A creative, fashion concious individual who wants to 
stand out.

Their consumer has a quirky, unique sense of style 
with an appreciation of bright, bold colours. 

The age focus of the brand is 21-33 reflected in the 
youthful pop culture references throughout their 
collections.

Moschino is an affordable luxury brand targeting 
those with a medium to high disposable income.

Figure 44

Instagram is their most relevant promotional 
platform with 

8.9 million followers
Jeremy Scott has remade Moschino for the 

Instagram age

Figure 45
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Collaborations

Social Issues

Pop up events

Digital
Video

Pop Culture

Teddy Bear

Figure 46: Moschino promotion mood board 

Art

Bright Colours

Eye-catching

Eccentric Campaigns

Print
Social Media

Promotion?
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STRUCTUREHAND PAINTED

ANAYLITIC CUBISM NEOCLASSICALPABLO PICASSO

SHAPES BOLD PRINTS

MASTERY

Figure 47

Figure 48
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PATTERNS BLACK LINES HIGH CULTURE2 DIMENSIONAL

DIGITALIZEDBRIGHT COLOURS FLOWERS PAINTING EYE CATCHINGSPAINISH

MIRRORINGUNCONVENTIONAL

PRIMARY COLOURSJUXTAPOSITION

CLASSSURREALISM
Figure 49 Figure 50
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Moschino known for referencing modern pop culture have 
created a high-culture collection inspired by Pablo Picasso and 
his muses. Scott has taken a fresh perspective on the aesthetic 
and inspirations of one of the most influential artists of the 20th 
Century and made it relevant in modern society with a message 

of mastery.

FRAMEWORK MUSICAL INSTRUMENTSCANVASDRAWING

Figure 51

Warby Parker are currently successfully targeting 
the ‘hipster’ young, urban professional market, 
however collaborating with a high-end brand such 
as Moschino would attract a consumer with more 
disposable income. This consumer would be willing 
to spend more on their products due to the association 
with the luxury label with a far larger following.. 
Moschino’s unique style sets them apart from other 
luxury fashion houses and therefore compliments the 

alternative style of the Warby Parker brand. 

The collaboration would be mutually beneficial as 
it would promote the availability of prescription 
eyewear by Moschino and allow them to target the 
young, fashionable glasses wearer that is the Warby 

Parker customer.

Combining Warby Parker’s alternative approach 
to eyewear with Moschino’s eccentric take on high-
fashion, this limited addition collection will consist 
of three pairs of colour lensed Sunglasses for a 
consumer who may struggle to find an equilibrium 

between being practical as well as fashionable.

Why Moschino x Warby Parker?
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Figure 52: Pen portrait
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79 million
 Millenials in the US

(Statistica, 2018)

$0.6 trillion 
expenditure

(Statistica, 2018)

Women account 
for 85% of all US 
consumer spending 

(Business2community, 2018)

75%
 of Millenials believe 
attending an event in 

person has more impact 
than taking action online.

(Eventbite, 2017)

83% 
of  Millenials find online 
content useful in making 

purchasing decisions.
(Sharethrough, 2016)

87% 
of women use social media.

95% 
of Millenials follow brands 

through social media.
(Markteing Sherpa , 2018)

Figure 53

Figure 54
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Marketing to Millenials
Transparency
About the company, invite feedback and offer freebies. 
High quality images and videos of products, staff and 
customers on social media.

Millenial input
Connect with them. More concerned about experience than 
traditional marketing methods.

Meet where they are
Go to them, use social media to grab their attention.

Challenge their creativity
Tap into their creative brain to be inventive. Encourage 
them to engage and add to your story. 

Be human
Engaged by stories. Campaigns with a story or purpose.

Inspire them 
Millenials want to learn, improve and embrace 
oppurtunities. Inspire them to act.

Be personal and authentic
Millenials appreciate authenticity. Personalisation, 
interactive aspects, engagement - connects them to your 
brand.

(Forbes Council, 2017)
Hightlight user-generated content
Value opinions on what to buy. Millenial women also 
highly value visuals and desire to create and share with 
the online community. User-generated content is organic 
and authentic.

(Millenial Marketing, 2013)

Key  Findings...

Interactivity
Personalisation

Be creative
Tell a story
Go to them

Social Media
Digital

Experience based
User-generated content

Figure 55
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Primary Research

Using a sample of consumers 
in my target market (millenial 
women who wear prescription 
glasses) I carried out a 
survey in order to get some 
thoughts and opinions on 
their shopping habits as well 
as their preferences in terms of 
promotion. I can use this data 
to inform my decisions for how 
the brand collaboration could 
be promoted and what appeals 
to this target consumer.

Figure 56

I can take from this that 
there is a genuine interest in 
prescription sunglasses. As 
well as this, Fashion is an 
inportant factor in the selection 
of glasses. 

It is important that I use 
social media as a promotion 
platform as it is highly utlised 
by this sample of the consumer 
market, and often influences 
their purchasing choices. This 
is backed up by my previous 
research. 

My campaign should include 
fashion images, perhaps in the 
form of a lookbook as that is 
the preference of this sample 
and is therefore likely to reflect 
the preference of the wider 
community. This is supported 
by my secondary research, I 
found that millenial women are 
very visually driven. However, 
they are also experience based, 
so in the spirit of multi-channel, 
an event could also be succesful 
in interacting and engaging with  
consumers. An event would 
also provide the oppurtunity 
to encourage user-generated 
content.

94%
 listed ‘Fashion’ as a factor 
that is important to them 

when buying glasses

100% 
of people asked said they 

use social media

76%
 listed social content as one 
of the promotional methods 
that leads to them making 

a purchase

68% 
clicked fashion images 
or lookbooks as their 

favourite form of 
promotion

85%
 Already buy or are 
interested in buying 

prescription sunglasses

Significant 
findings...
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I admired this piece 
(Figure 60: Rough Seas) 
that incorporated colour 
into their art through 
printing a colour overlay. 

This colour lense effect 
could link well to my 
collaboration as it could 
represent the colour lens 
of the sunglasses as well 
as giving the campaign 
that signature Moschino  
eye-catching, bold colour 
scheme. I particularly 
like the red, blue and green 
overlays.

I also liked the 
colour overlays on 
these photographs  
(Figures 57-
59) and how the 
orange hues gave 
a vintage feel to 
the images.

Whitworth Gallery

While at the 
Whitworth I noticed 
that they had a 
Picasso. The frame 
is a gold and ornate, 
much like the frames 
incorporated in the 
Moschino SS20 
show which took 
inspiration from 
the artist. I plan to 
incorporate a frame 
of this same style in 
my campaign.

Figure 57

Figure 58

Figure 59

Figure 60

Figure 61
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“Girl Before A Mirror”

Figure 62: Concept board
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Campaign Concept
My concept is “Girl Before A Mirror”, in 

reference to the Pablo Picasso painting which Moschino 
took inspiration from for their SS20 collection.  

I plan to create...

Illustrations

A photoshoot

A pop-up event set design 

Selected products...

Figure 63

Figure 64

Figure 65



44 45

Shoot Concept

Showcase the 
collaboration products  
by styling them on models 
whose relection will be 
captured in a mirror.The 
mirror is large, gold, and 
ornate in refernence to the 
art frames of Picasso.

The images will also have 
a colour overlay to give 
the effect that the viewers 
are looking at the image 
through the lenses of the 
glasses themselves. As 
well as this there will be 
a monochromactic theme 
to each image to emphasis 
the indiviual colour of the 
lense.

Location

Fletcher Moss 
botanical gardens 
is my selected shoot 
location. Sunglasses 
are the products that 
I am promoting 
which are to be 
released for Spring/
Summer, so having 
an outdoors location 
will be appropriate 
for the collection. 
Being outdoors will 
also allow me to utilise 
organic colours to fit 
my monochromatic 
theme. 

Figure 66 Figure 67

Figure 68

Figure 70 Figure 71

Figure 69
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Casting
Casting Brief:

Three young, creative 
women in their mid 20s. 
Fitting the consumer 
market of a quirky, 
colourful, millenial with 
individualistic style.

Lily Webb Holly Raven

Grainne Friel

Styling

M o n o c h r o m a t i c ,  
youthful and creative 
summer styling, 
coordinating with the 
sunglasses. 

Figure 72

Figure 73 Figure 74

Figure 75 Figure 76

Figure 77
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Using natural green hues as the backdrop 
for the reflection. Weeping Willow tree 
for location one utilising the hanging 
branched to drape over the mirror 
for added depth. For location two I 
postioned the model on a raised plant 
bed in order to capture both her and 
her reflection to test out an alternative 

composition.

Incorporating the sky by angling the 
mirror upwards to bring natural blue 
tones into the shot. I then sourced a 
water feature for  a second location to 

be indicitive of the colour.

Figure 78

Figure 81 Figure 82 Figure 83

Figure 84

Figure 79 Figure 80 Figure 85

Figure 88 Figure 89 Figure 90

Figure 91

Figure 86 Figure 87
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Adaptions

Therefore, I switched 
to digital, which allowed 
the products to be clearer 
and the colour filters to 
be brighter. This fits 
my concept of the colour 
filter representing the 
consumers’ vison when 
wearing the product far 
more accurately.

Originally I planned to do 
use a Poloroid camera. 
They turned out too dark, 
sacraficing the clarity of the 
products.

Trying out using red brick work infront 
of and behind the model. After viewing 
the images I determined that there was 
not enough nature within the images 
like the other two colours had. So, I 
moved the mirror onto a tree stump 
which allowed the reflection of a large 
red tree to act as the background, while 
still keeping the brickwork element in the 

foreground.

Figure 92

Figure 95

Figure 98

Figure 96 Figure 97

Figure 93 Figure 94

Figure 99 Figure 100

Figure 101 Figure 102

Figure 103 Figure 104
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Warby Parker 
display their 
c o l l a b o r a t i o n s 
on their website. 
This is how I 
plan to display 
my photoshoot in 
order to promote 
sales of the 
products.

Figure 104 Figure 105
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I will also also incorporate the campaign into the Moschino website 
by featuring the collaboration logo on their homepage, as this is 
how they promote their newest collection.

Figure 106
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The Moschino 
Teddy Bear

The Moschino teddy 
bear is a recognisable 
symbol of the brand, it 
is used a lot in brand 
collaborations to put 
the Moschino stamp 
on it. 

Moschino and H&M collaboration 

Figure 107

Figure 108
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Moschino and Sephora collaboration  

Moschino and Adidas collaboration

Moschino and The Sims collaboration

Figure 109

Figure 110

Figure 111
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The teddy bear appears 
in many different styles. 
The classic look is a 
light brown teddy bear, 
wearing a white t-shirt 
bearing text and in a sat 
down position or just 
the face. The original 
medium of the illustrated 
bear is  graphic style. 
However, this classic

sihouette has branched 
out and adapted over 
the years. Now the 
bear can be seen drawn, 
sketched, painted and 
even as a physical 
cuddly toy. He can also 
be seen wearing various 
clothing and accessories. 
The simple concept of 
a teddy bear silhoutte 
always remains but 
other style aspects can 
change and consumers 
will still recognise the 
iconic teddy bear.

Figure 112

Figure 113

Figure 114 Figure 115

Figure 118Figure 117Figure 116
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Creating a logo to 
represent the brand 
collaboration. It will 
be at the heart of the 
promotional campaign 
and grab the attention of 
the art loving consumer 
and ‘build hype’ before the 
launch. 

Collab Logo

MOSCHINO
X

WARBY PARKER

In terms of design concepts I tried out a 
variety of colour schemes. 

I chose a simple, plain white T-Shirt and 
recreated the Moschino lettering in black. 
This neutral Tee will work with all three 
colours. 

Figure 119

Figure 121

Figure 122

Figure 123

Figure 120
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Output 1: 
Illustrations

This illustration is the logo for the collaboration 
which I created to promote and build anticipation. 
Having the iconic teddy wearing glasses as Warby 
Parker are a glasses brand, combines the two and 
successfully acts as a visual representation of the 
two brands collaborating. I framed the illustration 
in a gold, ornate frame to link through to my over 

arching concept ‘Girl Before A Mirror’. 

MOSCHINO
X

WARBY PARKER

Figure 124
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Figure 125 Figure 126
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The illustrated logo will 
be posted    on Instagram  
by both brands as a teaser. 
A simple post of the logo 
will provoke questions and 
build excitement around 
the partnership and engage 
consumers. Instagram is 
my social platform of choice 
as it is image based, popular 
among my target audience 
and frequently used by both 
brands.

Figure 127
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Output 2: 
A Photoshoot

My photoshoot will be used in a website mock-
up, displaying my images in the style of a Warby 
Parker collaboration page. Product names were 
selected in reference to Picasso. I also created a 
mock up for the Moschino website, however for 
this I opted to simply include the collaboration 
logo alongside a single product image on the home 
page. This fits with the look of their website more 

appropriately.

These work as good platforms on the two  brand 
websites for consumers to be able to view the 

products and click through to purchase.

MOSCHINO
X

WARBY PARKER

As a creative director, and 
designer, Jeremy Scott 
challenges perceptions 
of luxury and strives for 
individuality. Over the 
years, he’s channeled his 
unique vision into the 
Moschino brand.

Join the Moschino teddy and 
filter your world, Red, Green 
and Blue with this limited 
edition collection of colour lens 
shades. Moschino’s eccentric, 
colourful style brings a quirky 
pop of colour to Warby Parker. 
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Dora Maar Avignon Summer

Figure 128 Figure 129
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La Vie
GBP

Figure 130
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Pop-Up Research

Warby Parker are often used 
as an example of a brand who 
do pop-ups well. Their “class 
trip” event which involved 
touring the country in a 
renovated school bus was a 
massive success. It was a 
showroom experience. They 
also have pop-ups within 
Nordstorm department 
stores. 

Things they have learned from 
pop-ups are that there should never 
be more than 3 frames on a self as 
too many glasses on a self creates 
a frustrating shopping experience. 
I also noticed a lot of illustrative 
elements on this pop up.

A commonality is that the teddy 
bear is featured in most of there 
pop-ups usually in the form of 
an oversized physical bear. 
Also the signage is presented in 
a creative way rather than the 
simple black lettering logo.

Printemps- 
Inspired by brand’s iconic symbols
Oversized models
Teddy in biker jacket

Pacific Place-
Disenchanted future
Giant brand names all over 
the space
Simple sophisticated
Special teddy in window

Madison ave-
Neon lights 
spelling out 
Moschino name
Oversize teddy 
in t-shirt

Promenade shop-
Whimsical suprises
Floral feminine
Giant teddy on swing
Creative lettering

Ciroc-
Italian ski 
Winter wonderland
colourful skiwear
Bright blue
Gold chains

Figure 131

Figure 132

Figure 133

Figure 134

Figure 135

Figure 136

Figure 137
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Brand 
Recognition

Linking through to 
the brands aesthetic 
with design concepts. 
Ensuring to make it 
unique and creative. 
Have elements which 
represent each of the 
brands and will attract 
their consumers. It 
is also important to 
keep it fresh and think 
originally rather 
than referencing old 
concepts they have done 
previously. 

Engage the 
consumer

Create an interesting 
and engaging 
experience. Give 
consumers a reason 
to come. Millenials 
are experience based 
consumers. Producing 
a space that has a 
postable element. 
This encourages user-
generated content 
which in itself is highly 
benefical, organic 
marketing. 

Creating social 
media and PR 

buzz.

Get consumers excited. 
Both brands utilise 
social media platforms 
to build hype around 
their events. It is 
especially important 
for my target market 
as Millenials favour 
social media as a 
promotional platform.

Exclusivity is key 

Exclusivity is an 
extremely alluring 
concept, especially to 
Millenials. Stressing 
that it is a limited 
edition collection and 
the event is only on 
for a short period of 
time creates excitement 
around the event. 
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Pop-Up Ideas

Figure 138
Figure 139
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Figure 140

Figure 141

Figure 142
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Figure 143
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Output 3: 
Pop-Up set design

Three large, translucent pods in the colour of each 
of the sunglasses- red, green and blue. It will be an 
immersive experience for customers to know what 
it feels like to wear the product. The attraction 
to go inside the pod will be to try the product and 
view yourself in a mirror. This is to encourage 
customers to take pictures of themselves wearing the 
product and result in user-generated content. On 
top of each of the pods will be a large 3-D verison 
of the teddy in the glasses to attract attention to 

the pop-up and establish brand identity.

Pod details...
250cm x 250 cm x 250cm 
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250cm x 250 cm x 250cm 250cm x 250 cm x 250cm 
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The outputs for the campaign 
include: illustrations, a 
photoshoot, and a set design 
for a pop-up event. 

The illustration works as 
a logo for the collaboration 
which I created to promote 
and build anticipation on 
social media. Instagram is the 
social platform of choice as it 
is image based, popular with 
the consumer and frequently 
used by both brands. The 
logo brings two symbols 
of the brands together and 
combines the two acting as a 
visual representation.

I then created a mock-up of 
a page on the Warby Parker 
website including product and 
editorial style photographs, 
as this is how they display 
their collaborations. For the 
Moschino website, I opted to 
mock up just a feature for the 
home page as this would fit 
their site more appropriately.

Finally, I have created a set 
design for a pop-up event. 
Both brands have previously 
put on events such as these 
to promote a collection and 
allow consumers to try on 
the products. I focussed on 
the “Instagramability” of the 
event, as this is important 
to the consumer. Creating 
an exciting space, with eye-
catching features such as over-
sized teddy heads wearing the 
products being sold and large 
mirrors to take post-worthy 
pictures in, to attract the 
target market and encourage 
user-generated content.

In this project, I have 
utilised my existing skills in 
illustration by including hand 
painted images throughout 
the campaign, however I 
stepped out of my comfort 
zone by creating the set 
design digitally rather than 
by hand, which I would be 
most confident doing.  

This resulted in a set design 
plan which clearly portrayed 
my vison better than I would 
have been able to otherwise. 
I have an opportunity here to 
further develop these skills in 
future projects and I plan to 
use digital illustrations more. 
Photography typically isn’t 
my strongest skill, saying 
this I was able to bring my 
concept to life during my 
shoot and I am happy with 
the outcome. I have learned 
that the key to a successful 
photoshoot is to ensure you 
have a clear concept in mind 
and a story for the images 
to tell. Taking feedback from 
previous assignments that 
I didn’t need to include so 
much written content in my 
sketchbook, I tried to find the 
right balance of writing too 
much and too little. Reflecting 
back on my work and forcing 
myself to consider the key 
elements of my research and 
development which lead to 
my outputs, allowed me to be 
succinct and concise when it 
came to justifying my creative 
decisions.

My concept for a multi-channel 
promotional campaign for 
the brand collaboration 
of Moschino and Warby 
Parker is “Girl Before A 
Mirror”. This is in reference 
to the Pablo Picasso 
painting which Moschino 
took inspiration from in 
their SS20 collection and is 
a running theme linking the 
outputs. The target consumer 
identified is a customer who 
would be in the overlapping 
market of the two brands-  
a young, female, millennial, 
with an individualistic style. 
This consumer is creative, 
loves colour and making bold 
fashion choices. Therefore, 
the products chosen to 
represent the collection are 
three pairs of sunglasses, 
with colour tinted lenses. 
These put a Moschino twist 
on prescription sunglasses by 
Warby Parker using colour 
in a creative, quirky way 
rather than simply on the rims 
which is more frequently seen. 

Rationale
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Biblography
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