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"Tailored to Race" is a collaboration between Miu Miu and Formula 1. Applying Miu
Miu's high-fashion, rebellious, and feminine spirit with, Formula 1's high-speed, high-
adrenaline motorsports world.

The goal is to help expand both
brands by reaching global and
cultural relevance through limited
edition products tied to key Grand
Prix circuits like Monza, Las Vegas
and Singapore. By leveraging on
pop-up experiences, influencer
partnerships, and AR-enhanced
experiences, the collaboration
seeks to grow Formula 1’s fashion
audience and increase Miu Miu’s
sales.

 summary

executive
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It promotes diversity and
representation through storytelling and
design, strengthens brand loyalty
through personalization and
exclusivity, and could introduce a
permanent F1-inspired product line to
Miu Miu’s sportswear. With digital
innovation, immersive pop-up stores,
and partnerships with luxury retailers,
this collaboration sets a new standard
for experiential branding in the fashion
industry.



12.2M

554.9K

1.5 M

277.4 K

Parent Company: LVMH Parent Company: Prada Group

Jonathan Anderson

Creative Director

6.4M

2.2M

840K

128.7 K
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Loewe is a luxury Spanish house known
for its leather goods, clothing, and other

fashion accessories.
Aesthetics

Miu Miu reinterprets Prada's classic
shapes and styles through its
collections. 

StyleIntellectual - Minimalist - Craftmanship Feminine - Playful - Rebellious

Appeals to fashion-conscious
individuals and 

luxury enthusiasts.
Audience

Appeals to young audience
that seeks individuality and
exclusivity.

Creative Director

Miuccia PradaHeritage Craftsmanship
 

Trend-Forward Design

Appeal to Fashion-
Conscious Younger Consumers 

High-End Luxury



SWOT

S W

O T

STRENGTHS
Parent company (Prada),
provides access to multiple
resources, expertise and global
network.
Unique brand image, allowing
them to stand out in the market. 
Distinct brand image avoids
direct competition.
Strong online 

      presence 
     

WEAKNESSES
Narrow target audience, due to
its unique image.
Although Miu Miu’s purpose was
to be a more “affordable”
alternative to Prada. Their
products are set at a  

           high price points limiting
                their customer base.

OPPORTU-
NITIES

Expand into new markets, 
       such as sports.

Collaborations can help expand
its audience.
Amplify its transparency showing
sustainability values and goals.
Creating immersive experiences
to amplify its engagement.

THREATS

Limited physical 
       stores.

Competition from brands 
                          like Jacquemus, Acne      
             Studios and Loewe with similar      
       rebellious and unique aesthetics. 

Their signature micro skirts and
shorts can easily be replicated at
lower price points.
Due to global inflation, recession
concerns and tariff implications.

Prada's little sister Miu Miu was introduced by
Miuccia Prada as an experimental lab where she
could try out younger, more adventurous visions
of femininity. 

Miu Miu interprets the essence of an
emancipated woman. Its strength
between character and iridescent
transgression, the symbol of the most
subversive and seductive character of
modern femininity. The house defies
stories through a privileged language of
images crossing nostalgia and
innovation, softness and power.

As a fashion trendsetter in culture, Miu
Miu continues to challenge the
boundaries of style. With its bold
storytelling, counter-culture chic, and
young-at-heart attitude, it is the ideal
match for a limited-edition partnership
with Formula 1, coming together in high-
performance fashion that speaks to a
new generation of empowered
women.
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20 Drivers 

10 teams

                                                                 is the highest class of international racing for
single-seater formula racing cars, Formula 1 is the pinnacle of motorsport and the
world’s most prestigious motor racing competition. There really is nothing like it.

Formula  1

“Only 20 have the opportunity to compete, and they
push themselves – and their incredible machines – to
the limit.”

SWOT

S W

O T

STRENGTHS WEAKNESSES

OPPORTU-
NITIES THREATS

Broad fan base, where the races
are broadcasted in over 150
countries.
70 year old legacy in excellence
and elite performance.
Collaborations with luxury brands
like Rolex, Louis Vuitton, and
Mercedes.
Strong social media 

       presence.

Extremely expensive and
exclusive sport.
The environmental impact F1
causes due to its high fuel
consumption and emissions may
be controversial to some.

Collaborations with luxury 
       market

Transparency in their
sustainability goals.
Limited-edition merchandise, to
expand revenue and cultural
relevance.
Female audience expansion
through representation.  

Environmental pressure.
Accidents or high-profile 

Rising costs due to global inflation,
tariffs, etc. may reduce
sponsorships as well as ticket sales.

Live experiences are limited   
          to does who can’t afford
the        high prices travel, and
                 hospitality packages.

scandals, may change credibility
and damage their image.

Fashion has currently been one of
Formula 1's major sponsors. With Louis
Vuitton being one of its main sponsors. And
due to its growing popularity, younger
generations as well as new audiences have
been getting to interact with the sport.
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Research
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Gen Z and Millennials seek experiences in which they can align with their
lifstyles and values.

Gen Z & Millennial Behavior
Towards Sustainability  

Sustainability has become more of a factor when consumers, specially Gen
Z and Millennials choose to purchase. Now that eco-friendly brands
resonate better with the public, due to its transparency and ethical
practices and labour being one influences in consumers minds when
reflecting in whether to support and purchase from a brand.

Commitment to women’s empowerment and diversity are deeply in Miu
Miu’s identity. The brand has been recognized for its ability to resonate with
a wide audience, due to their unique image. Miu Miu’s designs do not
merely follow trends; they challenge and redefine them, encouraging women
to embrace their individuality.

 Ethos



“You can't ignore social media now. If you ignore social
media, then forget it”

8

Driving up engagement metrics to appeal to a fanbase through social media is now an
important aspect of negotiations with sponsors and prospective partners.

social media

Formula 1 generates revenue during race weekends through high-priced
ticket sales and by selling merchandise like team gear, souvenirs, replica
cars, and memorabilia.

souvenirs

                                                   schedule sweeps across 5 continents with glamour
events in global cities like 
Singapore - Miami - Monaco

Furthermore, with F1 having massive audiences and grand sponsorships, 
the benefits of sponsoring this sport are tremendous, taking advantage of:

Brand visibility
Luxury product launches
Traffic-heavy experiential marketing

Formula one’s



Macroeconomics

9

Due to high interest rates, inflation and tariffs, the
luxury market is experiencing a slowdown.

Global luxury

Customers engagement increases through unique
digital experiences, combining physical luxury with digital
storytelling.

Tech & Personalization

Personal luxury goods market reached $408 billion in 2023.
Growth is primarily driven by high-net-worth individuals and
status-seeking younger generations. (Bain & Company, 2023)

Key markets like the U.S., China and UAE continue to support
the luxury market due to luxury-oriented consumers and
tourism.

Luxury Market

Nevertheless Miu Miu, as well as Formula 1 are thriving due to
demand for status, exclusivity and cultural relevance. 



This collaboration between Miu Miu X Formula 1 combines
engine sports with a fun, feminine edge of Miu Miu,
transforming the path as a starting belt of the new era.

The celebration of
innovation,

thoughts and
performance, the

collection reflects
the nature of both

worlds.

Purpose and

Goals

 G
o

a
l

s
K

e
y

Expand Formula One Audience Reach -
Through the integration of fashion into F1,
by incorporating driver ambassadors, user-
generated content, influencer partnerships
with the goal of increasing Miu Miu’s sales.

Diversity and Representation - Through
storytelling and design. 

Experimental Marketing Campaign -
Through personalization, AR-try ons, and
Pop-up stores.

Strengthen Brand Engagement -
Through exclusivity, personalization, Pop-
up stores, encouraging brand loyalty and
investment.
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Age: 18 - 30 y/o

Gender: Woman

Geographic: Key cities in both
fashion and formula 1; Monaco,
Miami and Singapore.

Income: Upper Middle Class -
Upper Class ($200,000+)

Occupation: Fashion
professionals, artists, influencers,
young professionals.

consumer
segmentation
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Behavioral Demographic Psychographic

Our costumers enjoy unique
experiences, like limited
edition launches as well as
storytelling. 

Their shopping habits consist
of both online and in store
shopping, and are encouraged
by social media, influencers and
emerging trends.

They are highly active on
social media, specially in
platforms such as Instagram
and TikTok. And are also deeply
engaged with both fashion
and Formula 1.

Individuals who prioritize style,
self-expression, and
niche products. 

They embrace designer 
fashion, F1 experiences,
and high-end travel.

They are conscious
about new and 
upcoming trends.
Specially in fields such 
as fashion, streetwear, 
AR/VR tech and 
motorsports. 



Consumer
personas

Age: 20 years old
Laguna, Philippines 
Occupation: McLaren 
F1 Academy Racing Driver
Estimate Income: 500k - 700k annually 

Bianca is a driven, competitive racing
driver passionate about female
representation in motorsports. Her sporty-
chic style combines comfort and style.
She prefers brands that showcase female
empowerment and sports culture.

Age: 21 years old
Paris, France

Occupation: Model and
Influencer 

Estimate Income: 250k - 700k annually

Kika is a Portuguese model and
influencer with a glamorous lifestyle.
She has a playful, elegant style. She

enjoys experimenting with trends, and
likes engaging with brands that have a

strong social media presence.

Bianca BustamanteKika Cerqueira 
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Miu Miu x F1 products are inspired
by Miu Miu’s fashionable style and
F1's iconic motifs and racing gear
inspired garments.

KPI
13

Product
Assortment

Engagement Rate
Impressions
Media Coverage
User-Generated Content
Sales volume

Email open & click rate
Pop-up store traffic
Attendance rate
AR Filter Interactions
Click-through rate

‘s
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six Month Plan



Stage Date Activity Channel

Collection
Tease

Aug 1–31

Campaign Teaser and
Gifting
F1 Drivers, Celebrities
and Influencers

Instagram
TikTok
Miu Miu App

VIP Pre-
Release

Sept 5 Private link for VIP clients Miu Miu App
Concierge Services

Global
Launch

Sept 7 Collaboration Release
(F1 Monza, Italy GP)

Website
Pop-up

Retail Sept 10–20 Delivery to select
retailers 

Online retail only

Holiday Nov 25 – Dec 20

Holiday ads and Holiday
Re-gifting for F1 Drivers,
Celebrities and
influencers

Website
Miu Miu App
AR Filters (Tik Tok,
Instagram)

Post-Launch Jan 5 – Jan 15 Archive the collection +
loyalty-only access drop

Miu Miu App
Top Client CRM list

Launch
Distribution
Plan
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1Formula
pop-up race weekend

Race Date Pop-up

Monza GP Sept 7-8 Collaboration debut + Italian pride.
Launch of AR filter for digital try-on.

Singapore GP Oct 3-5
Racing + fashion experience.
Exclusive retail moment for VIP night
access with on-site shopping via QR codes.

Mexico City GP Oct 24-26 Street-style inspired moments with small
fashion film or editorial shot in CDMX.

Las Vegas GP Nov 20-22

Immersive VIP space with projections of
the race.
Miu Miu hosted F1 after party showcasing
the closure of the collaboration.

16



Product Display Key Focus

Racing Jacket
Mannequin

Form
Center Piece: LED-lit backdrop next to a Miu Miu F1

racing car

Bomber Jacket
Mannequin

Form Try-on through digital AR mirror

Charms/Chain “Style Your Bag”
Touchscreen to style beau bag with Miu Miu X F1

charms

Beau Bag
Rotating Trophy

Podium
Rotating trophy podium to showcase the Miu Miu X

F1 Beau bag

Monza GP 

Singapore GP 

Mexico City GP 

Las Vegas GP 

Photo op Zone

Vintage pit stop branded Miu Miu X F1 gas pump
and checkered floor.

Night-race: Mirrored tunnel with racing car
projections through motion.

“Dia de los Muertos” F1 car, next to a Pirelli tire wall
and papel picado with a Miu Miu X F1 mirror sign 

‘Las Vegas” - style sign with Miu Miu X F1.

Pop-Up Stand

The                                pop-up stands will be an exclusive and immersive
experience between motorsports and high-fashion.

“Tailored to Race”

Mood: Inovation and Elegance
Visuals: Silhouette of the track, Formula One Cars, Checkered Flags
Palette: Black, Silver, Red, Gold, White, Beige

Visual
Merchandising
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Scaling the
collabORATION

Seasonal Capsule Releases
Expand the Miu Miu’s pop-up stands across F1 circuits (Barcelona, Monaco, Miami).
Introduce seasonal variations featuring local cultural motifs and limited drops.

Permanent Product Line
Add a dedicated F1 section to Miu Miu’s sporty-luxury essentials.

Retail Expansion
Introduce traveling pop-up stores at race events in fashion capitals.
Collaborate with luxury department stores (Galeries Lafayette, Saks, Neiman Marcus)
for exclusive in-store experiences.

Digital & AR Integration
Expand AR try-ons and virtual racing-themed runways during race weekends.
Continue leveraging social media campaigns targeting Gen Z and Millennials
globally.

18



Conclusion

The Miu Miu x Formula 1 collaboration merges
high fashion and the most prestigious motorsport
competition in the world to create a bold,
innovative collaboration. By combining AR
technology, exclusive capsule drops, and
immersive pop-ups. With the goal of engaging
Gen Z and Millennial audiences globally.

This collaboration not only elevates both brands
visibility but also sets a new standard for luxury-
sport crossovers, by blending style, speed, and
digital innovation for a lasting cultural impact.
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