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Executive summary

On 31 July 2026, The Metropolitan Museum of Art announced John Galliano: Horizons, the Costume Institute’s spring 2027
exhibition. It will run from 9 May 2027 to 9 January 2028 and will be the first major museum exhibition to examine the full
breadth of Galliano’s work. The Met says the exhibition will range from his 1984 Central Saint Martins graduation collection
through his own label, Givenchy, Christian Dior and Maison Margiela, culminating in the spring/summer 2024 Artisanal
collection. It will include garments, accessories, sketches, toiles, research books and archival material.””

The announcement has already been widely described as the “2027 Met Gala theme.” That shorthand is understandable but
imprecise. The exhibition subject is confirmed. The corresponding gala is expected to celebrate the exhibition’s opening, as
Costume Institute galas traditionally do, but the gala’s dress code, co-chairs and sponsors had not been announced as of this
paper’s research cut-off. Treating “John Galliano: Horizons” as a confirmed dress code would therefore overstate the evidence.

Central thesis The Met’s choice of Galliano is best understood as a signal about luxury’s next competitive era. After a cycle in
which price increases, scale and distribution did much of the growth work, the sector is trying to rebuild desire through
creativity, craftsmanship, emotional meaning, memorable experiences and archive value. Galliano’s career makes all five
visible. The same decision also tests whether cultural institutions can recognize exceptional work without turning
accountability into a ceremonial footnote.

The timing is unusually consequential. McKinsey and The Business of Fashion reported that price increases generated more than
80 percent of luxury growth from 2019 to 2023, contributing to a weakened value proposition and reduced client trust.[*) Their
State of Fashion 2026 describes a luxury “recalibration”: less dependence on price-led growth, renewed investment in creativity
and craftsmanship, and a need to align product, storytelling and client experience.” Bain’s June 2026 update estimates that global
luxury spending reached €1.443 trillion in 2025, while luxury experiences continued to outperform tangible goods and personal
luxury goods remained in a modest-growth phase.”

Against that market background, Galliano represents more than a celebrated designer. He represents creative authorship as a
business asset: a capacity to translate research, historical references, technique, performance and image-making into a coherent
world that consumers remember. His work has repeatedly produced culturally dominant Met Gala images; Maison Margiela
reported material growth during his tenure; his Dior archive has achieved record auction results; and his two-year partnership
with Zara will bring his authorship to a mass audience before the Met exhibition opens. ol

This paper makes seven findings:
° 01 The 2027 exhibition is the culmination of a three-decade Met-Galliano relationship, not a sudden rediscovery.
* 02 Galliano answers the industry’s current demand for creativity that can justify price and restore emotional relevance.

° 03 The Met Gala is not only a red carpet. It is a fundraising, media and cultural-distribution platform that can change the value of
designers, archives and brand narratives.

° 04 Museum recognition can strengthen provenance, collectability and archive economics, although it cannot be treated as proof of
future prices.

* 05 The Zara partnership creates a high—low value bridge: Galliano gains reach, Zara gains creative elevation, and the Met adds
institutional authority.

° 06 The same system carries commercial and reputational risks for the Met, Vogue, Zara, Dior, Maison Margiela, collectors and
Galliano himself.

* 07 The ethical credibility of Horizons will depend on whether accountability shapes the full interpretation of the work, not merely
the exhibition’s opening section.

1. Scope, method and evidence standard

This white paper asks three questions:
1. 'What has The Met actually announced, and what remains unconfirmed?
2. Why does Galliano make strategic sense in the 2026-27 luxury environment?
3. How could the exhibition create value—and risk—across institutions, brands, media, archives and resale markets?

The research combines primary institutional sources with reported context and independent business interpretation. The
evidence hierarchy is:

* Confirmed fact: statements from The Met, company disclosures, auction results and directly attributable reporting.

* Reported context: information from reputable publications including Reuters, the Associated Press, Vogue and The
Business of Fashion.
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 FBB interpretation: reasoned conclusions drawn from timing, market data and stakeholder incentives. Interpretations are
explicitly framed as analysis rather than coordinated intent or proven causation.

The analysis does not assume that The Met, Vogue, Zara, Dior, Maison Margiela or auction-market participants designed a single
coordinated campaign. Their activities form a reinforcing value system, but public evidence does not establish a joint plan.

2. What The Met announced—and what it did not

The Met’s announcement establishes five core facts.

Confirmed element Evidence Business relevance
Exhibition Ty e S— fccs)lt\:ll_?ss a living designer the Costume Institute’s full monographic
Dates 9 May 20279 January 2028 Creates an eight-month global attention window rather than a

one-night media moment

1984 student work through Galliano,
Scope Givenchy, Dior and Margiela, ending with
spring/summer 2024

Connects independent creativity, conglomerate luxury and
conceptual couture in one career narrative

Garments, accessories, sketches, toiles, Shifts attention from celebrity dressing to process, technique and

Materials research books and archives authorship

Achievement considered alongside

SOl S derogatory conduct and its consequences

Makes institutional accountability part of the curatorial proposition

The official language matters. The Met does not frame the show as a simple celebration. It says the exhibition will examine how
Galliano connects places, histories, artistic traditions, narratives and identities, while also addressing the conduct that changed
his career and public reception.” Vogue and the Associated Press report that Galliano will be only the third living designer to
receive a monographic Costume Institute exhibition, after Yves Saint Laurent and Rei Kawakubo.

Reporting describes three curatorial movements. “Bearings” will address the rupture caused by Galliano’s conduct in 2010-11, the
consequences and his later acknowledgments. “Horizons” will examine his sources and systems of reference. “Atlas of
Transformation” will focus on creativity, craft, experimentation and technical innovation.® This sequence suggests that the
museum intends to begin with the conditions under which the work is now viewed, rather than postponing controversy until the
end.

What remains unannounced
As of 2 August 2026, the following were not confirmed:

 the gala dress code;

* the gala co-chairs and host committee;

* the exhibition and gala sponsors;

* the final object list and loan sources;

* the precise gallery sequence and interpretive texts;

* which fashion houses or private collectors will participate publicly;

* any official commercial partnership among the institutions and brands discussed in this paper.

This distinction should govern all FBB headlines. “The Met announces a John Galliano exhibition for 2027” is accurate. “The
2027 dress code is John Galliano” is not yet supported.

3. A thirty-year Met-Galliano relationship

The 2027 exhibition is often described as Galliano’s return to the centre of institutional fashion. A more accurate reading is that
the Met has been building the argument for his importance for decades.

Year Met connection Why it matters

Princess Diana attended the Costume Institute gala
1996 celebrating Christian Dior in a Galliano-designed Dior slip
dress, one of his earliest creations for the house.*

Linked a new creative appointment, a globally recognized
wearer and the Met's media platform in one image
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Year Met connection Why it matters

Galliano contributed to the catalogue for China: Through
2015 the Looking Glass, an exhibition that examined how
Western fashion transformed Chinese imagery.™

Placed his research-driven practice inside a major curatorial
debate about cross-cultural influence and representation

Rihanna co-chaired Heavenly Bodies in custom Maison Demonstrated his ability to translate an abstract exhibition
2018 3 e o ;
Margiela by Galliano. subject into a globally memorable red-carpet image
Zendaya, Bad Bunny, Kim Kardashian and Gwendoline . . . .
2024 Christie wore Margiela by Galliano for Sleeping Beauties. Extended the impact of the spring 2024 Artisanal collection from

P runway event into celebrity, social and editorial distribution

Costume Art displayed a Galliano-designed Margiela
2026 ensemble; Stevie Nicks wore custom Galliano for Zara at
the gala.l*81l

Connected museum collection, red-carpet visibility and a
forthcoming mass-market partnership in the same year

John Galliano: Horizons will examine the career as a

Ak whole.

Converts repeated participation into institutional canonization

This chronology changes the interpretation of the announcement. The Met is not selecting a designer who suddenly became
relevant again. It is consolidating a relationship in which Galliano’s work has repeatedly helped the gala do what it does best:
make curatorial ideas visible through bodies, celebrities and spectacular images.

Galliano’s recurring Met function
Across these appearances, Galliano has served four recurring functions:

* Translator: He converts complex themes—religion, time, memory, nature, the body—into legible visual stories.
* Amplifier: His looks generate images that outlive the evening and become shorthand for an exhibition.
°  Bridge: His work moves among museum, couture atelier, celebrity culture and mass media.

*  Author: The public can often identify the worldview behind the garment, even when the brand name changes.

That final function is especially valuable in 2026. Luxury houses have invested heavily in systems designed to outlive individual
designers. The systems protect continuity, but they can also produce similarity. Galliano offers the opposite proposition: a highly
specific creative intelligence that can remain visible across different corporate contexts.

4. Why now: luxury’s value proposition is being rebuilt
The Met’s timing aligns with a strategic reset across luxury.

4.1 The price-led growth cycle reached its limit

McKinsey and BoF estimate that price increases accounted for more than 8o percent of luxury growth between 2019 and 2023.14
That strategy delivered strong revenue and profit growth, especially for megabrands, but it also stretched the relationship
between price and perceived value. The same report argues that rapid expansion weakened luxury’s promises of exclusivity,
creativity and craftsmanship when product and experience did not improve at the same rate as price.*

By 2026, the language of the market had changed. The State of Fashion 2026 calls for reduced dependence on price-led growth
and a return to creativity, craft and integrated brand expression. It reports that luxury houses are using creative-director resets to
restore excitement, while high-net-worth clients cite quality, craftsmanship and stronger service as reasons to buy more."

Galliano is relevant because his work makes a “creative premium?” visible. The value proposition is not only material. It includes
research, cutting, narrative construction, performance, styling, image-making and the cultural conversation around the finished
work. A customer may never buy couture, but couture can make a house’s wider product universe feel authored rather than
merely distributed.

4.2 Emotional connection is overtaking status

McKinsey and BoF’s 2026 luxury research, based on more than 2,000 clients in the United States and China, finds that emotional
connection now ranks among the leading drivers of desirability, ahead of conventional status markers.’” Quality and
craftsmanship remain essential, but the report describes them as the price of entry rather than the entire reason for purchase. It
also finds that immediate desire—not scarcity alone—is the strongest driver of full-price buying.!

Galliano’s central business skill is the production of emotional coherence. He rarely treats a collection as a set of independent
products. Research, casting, music, movement, styling, set and silhouette contribute to a world with a distinct emotional
temperature. This is why individual shows can survive as cultural memory long after the selling season ends.
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For luxury executives, the lesson is not to copy Galliano’s aesthetic. It is to understand the commercial role of a point of view. A
brand needs an idea strong enough to organize product, communication and experience. Without that idea, price and media
spend have to do more work to manufacture desirability.

4.3 Experiences compete directly with products

Bain estimates that global luxury spending reached €1.443 trillion in 202s. Personal luxury goods represented €358 billion, down
2 percent at current exchange rates but up 1 percent at constant rates, and were forecast to reach €365—€373 billion in 2026 under
Bain’s base case. Luxury experiences continued to outperform tangible goods.”

McKinsey and BoF similarly find that travel and other memorable experiences compete for the same discretionary spending as
luxury goods.') The implication is not that fashion should become entertainment without product. It is that product has to carry
—or grant entry to—memory, identity and experience.

Galliano’s runway practice anticipated this shift. His shows treated fashion as theatre and built narrative before “experience
economy” became an executive phrase. The Met is an ideal institution for this model because it turns garments into an extended
cultural encounter: exhibition design, scholarship, catalogue, gala, editorial coverage, education, tourism and social-media
interpretation.

4.4 Creativity has become a trust-repair mechanism

Luxury’s trust problem is partly economic and partly symbolic. When customers believe that price has risen faster than design,
quality or service, the brand’s authority weakens. A new campaign cannot solve that on its own. Trust has to be rebuilt through
product evidence and a coherent experience. !

The Galliano exhibition arrives when houses need proof that deep creativity can still produce mass attention. The risk is that the
industry learns the shallow version of this lesson—more spectacle, bigger celebrity casting, louder red carpets—without
investing in research, ateliers and product development. Galliano’s real relevance is not maximalism. It is the integration of
concept, craft and communication.

5. Creative authorship as a business asset

Luxury groups spent the last decade reducing dependence on individual designers. That approach had logic: global houses require
product calendars, pricing architecture, merchandising, supply chains, retail networks and communications systems that no
single creative director can manage alone. Institutional continuity protects scale.

The 2025-26 creative-director reshuffle exposed the limit of that protection. An organization can manufacture and distribute
products without a star author. It cannot guarantee cultural distinction without a recognizable point of view.

Galliano’s career offers a useful distinction between designer celebrity and creative authorship.
*  Designer celebrity is attention attached to a person.

*  Creative authorship is a repeatable system for turning research, technique and narrative into recognizable value.

The difference matters commercially. Celebrity can create reach, but authorship gives the reach somewhere to go. It helps
consumers understand what the house stands for, allows editors and stylists to build stories, gives collectors a framework for
provenance, and provides merchandising teams with codes that can be translated across categories.

Maison Margiela’s disclosed performance provides evidence that experimentation and commercial expansion were not
automatically opposed. OTB reported that Margiela’s turnover increased 23 percent in 2023; sales in China and Korea rose 72.4
percent; and the house opened 24 stores that year.®» OTB did not disclose Margiela’s absolute revenue or isolate the effect of
Galliano from store growth, regional expansion, accessories or other operational factors. The numbers therefore cannot prove
that creative direction alone caused performance. They do show that a conceptually demanding brand could grow materially
during the late stage of his tenure.

The spring 2024 Artisanal collection then became a global cultural event and supplied multiple major looks at the 2024 Met
Gala. In business terms, this created an attention cascade:

Research and technique — runway event — editorial interpretation — celebrity adoption — social distribution — archive
demand — institutional recognition

Each stage increases the number of people who can encounter the creative idea. The couture garment is not expected to generate
mass-unit revenue. It acts as a high-intensity source asset from which imagery, reputation, styling, education and lower-priced
product desirability can flow.
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6. Archive economics: when history becomes an active asset

The archive has moved from the back of the communications department toward the centre of luxury strategy. It can support
product reissues, exhibitions, clienteling, content, authentication, resale and corporate identity. It also gives a brand evidence of
continuity during frequent leadership changes.

The 2026 auction of Mouna Ayoub’s Dior haute couture collection demonstrates the strength of the Galliano market. Vogue
reported that 95 lots generated more than €6.19 million, establishing a record for a haute couture sale and individual records for
work by Galliano, Gianfranco Ferré and Raf Simons.' A Galliano painted-silk evening gown sold for €s10,000 before fees;
another gown from the same spring/summer 2000 collection reached €420,000 before fees.

Those results should be interpreted carefully. Auction prices reflect rarity, condition, provenance, the identity of the collector,
the quality of the sale, bidder competition and fashion-market timing. They do not establish a universal price for all Galliano
garments. Yet they show that his work already possessed strong institutional and collector demand before the Met
announcement.

How museum recognition can affect archive value
Museum recognition can strengthen an archive through several mechanisms:

1. Scholarship: Catalogues and curatorial research create a more precise record of dates, techniques, references and
significance.

2. Provenance: Institutional selection helps distinguish important examples from visually similar but less consequential ones.
3. Visibility: Exhibitions introduce material to new collectors and re-educate existing audiences.
4. Narrative coherence: A career survey links isolated garments into a recognizable body of work.

s. Market confidence: Better information can reduce uncertainty, although it cannot remove speculation or guarantee
returns.

The State of Fashion 2026 describes resale as a strategic growth field as consumers search for value and as marketplaces normalize
secondhand purchasing.” Bain reports that half of luxury shoppers now consult the secondhand market before buying new. In
that environment, a museum exhibition does not sit outside commerce. It can improve the knowledge infrastructure that
commerce uses.

This creates a circular relationship:

Archive research increases recognition; recognition increases demand; demand encourages preservation; preservation
supplies future research.

The danger is speculative flattening. If every old Galliano item is marketed as “museum-era” or “investment fashion,”
distinctions among periods, lines, provenance and condition can disappear. The exhibition’s scholarship should make the market
more discriminating, not merely more expensive.

7. The Zara bridge: couture authorship at mass scale

Reuters reported in March 2026 that Zara signed Galliano to a two-year partnership to “re-author” garments from its past
seasons into a series of new collections. The first collection is due in September 2026. Reuters also reported that Zara sales reached
€28.0s1 billion in its 2025 financial year, up 1 percent from €27.778 billion in 2024, and described the partnership as part of
Inditex’s effort to strengthen Zara’s design credentials.”!

This is not a conventional one-season designer capsule. Its duration and archive premise suggest an attempt to borrow an
authorial method, not only a famous name.

The partnership creates reciprocal value:

Participant Value gained Strategic tension
Galliano Mass reach, a new operating context and Risk that accessibility dilutes scarcity or that production scale
relevance beyond luxury insiders conflicts with the meaning of craft
. Creative elevation, editorial attention and Greater scrutiny of quality, sustainability, pricing and claims of
Zara | Inditex f fer : o o
differentiation from ultra-low-cost competitors archive” value
A subject with exceptional public recognition The exhibition may be perceived as part of a commercial
The Met . o
beyond the museum audience rehabilitation cycle

Renewed attention to periods in which Galliano

Pl el S e shaped their cultural identities

Archive attention may overshadow current creative leadership

Consumers Access to a designer’s methods and codes at Confusion between couture-level authorship and couture-level
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Participant Value gained Strategic tension

a broader price range construction

The timing creates a powerful sequence:

| 2024 Margiela cultural peak — 2026 auction validation — 2026 Zara launch — 2027 museum canonization

There is no evidence that these events were coordinated as one campaign. But they will reinforce one another. The Zara
collection gives the public something purchasable before the exhibition. The exhibition gives the collaboration historical and
cultural context. Auction results prove collector demand. Past Met looks provide a vast image archive for media recirculation.

This is the most commercially provocative part of the story. A designer associated with rare couture is using the archive of one of
the world’s largest fashion retailers as raw material, while a museum prepares to canonize the full career. The system compresses
distinctions between art, luxury, mass fashion and cultural heritage.

For FBB, the right question is not whether this is “luxury” or “fast fashion.” It is how creative authority moves across price tiers
—and which participant captures the value created by that movement.

8. The Met Gala as business infrastructure

The Met Gala is often discussed as celebrity content. Its institutional role is more concrete. The Met states that gala proceeds are
the Costume Institute’s primary annual source of funding for exhibitions, publications, acquisitions and operations.™ In 2024,
the museum said the benefit had raised more than $223.5 million for the department under Anna Wintour’s leadership up to that
point.!

The scale has continued to rise. Vogue reported that the 2026 gala generated a record $42 million, compared with $31 million in
2025. It also reported 1.696 billion global video views and 108 million social engagements for its 2026 gala coverage. BoF
separately highlighted the same $42 million fundraising record and the event’s heightened visibility.™

Those numbers clarify the gala’s business function. It is simultaneously:
* afundraising mechanism for scholarship and collection-building;
* aglobal media franchise for Vogue and Condé Nast;
* ahigh-density brand-marketing platform;
° acelebrity-image production system;
* atourism and attendance accelerator for The Met;

° alegitimacy engine that places fashion within art history.

The exhibition theme is therefore a capital-allocation decision as well as a curatorial one. It has to sustain scholarship, sponsor
appeal, celebrity interpretation, media distribution and public attendance. Galliano is unusually well suited to this structure
because his work performs at all of those levels.

BoF’s 2024 analysis of Met Gala investment estimated that a major sponsor could spend roughly $2 million for a large table and
related visibility.>” Exact arrangements vary and are not fully public, so a simple calculation of “media value” would be
misleading. The more important point is that brands are purchasing proximity to a cultural institution, a celebrity network and
the world’s most concentrated annual fashion-media moment.

Why Galliano is a high-yield subject for the platform
Galliano provides at least five layers of content:

1. visually spectacular garments for the carpet;

2. afour-decade career across several institutional forms;

3. technical process suitable for serious museum interpretation;
4. recognizable historical and cultural references;

5. unresolved ethical questions that generate public debate.

That combination makes Horizons highly visible, but visibility is not the same as curatorial success. A blockbuster can raise
money and attention while simplifying the subject it claims to examine. The exhibition’s business strength increases the
museum’s responsibility to resist that simplification.
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9. Accountability cannot be an introductory room

The most difficult part of Horizons is also the reason it can become an important exhibition rather than a conventional
retrospective.

The Met says the show will address Galliano’s derogatory conduct, its consequences and the changing values through which the
work is now understood.” The Associated Press reports that preparation included meetings involving Galliano, curator Andrew
Bolton, Anna Wintour and Jewish community leaders, and that the Anti-Defamation League has acknowledged his subsequent
efforts to repair harm.?

That context belongs in the paper, but it does not settle the issue. Institutional recognition is not neutral. A solo exhibition at
The Met changes a designer’s place in cultural history and can strengthen commercial value. The museum therefore assumes
responsibilities beyond verifying dates and displaying beautiful objects.

Four standards should be used to judge the exhibition:

9.1 Accountability must alter interpretation

The conduct cannot be treated as a biographical interruption after which the “real” creative story resumes. It changed Galliano’s
career, the institutions around him and the way audiences encounter the work. The exhibition should show how interpretation
changed, not only state that controversy occurred.

9.2 Repair is not the same as universal forgiveness

Evidence of apology, education and repaired relationships is relevant. It does not authorize a museum or industry to declare
closure on behalf of every affected community. The curatorial language should distinguish documented actions from a
completed redemption narrative.

9.3 Cultural borrowing requires analysis of power

Galliano’s method depends on bringing histories, identities and geographies into collision. The Met describes this as a form of
creative cartography.” That process can produce remarkable work, but it also raises questions about who is permitted to borrow,
fictionalize and profit from other people’s histories. The exhibition should examine not only what Galliano referenced, but the
power relations governing those transformations.

9.4 Commercial beneficiaries should not control the ethical frame

The Met, Vogue, Zara, Dior, Margiela, collectors and Galliano all stand to gain from renewed attention. Their incentives do not
invalidate the exhibition, but they make transparency essential. Audiences should understand who lent objects, who funded the
show and how the interpretive framework was developed.

»

The key question is not “Should the work be shown
contemporary fashion. The better question is:

The work is already present in museums, auctions, media and
| What responsibilities arise when an institution converts a complicated living person into cultural heritage?

10. Who captures the value—and who carries the risk?

Stakeholder Potential value Evidence to monitor

Principal risk

The Met | Costume
Institute

Vogue / Condé
Nast

John Galliano

Zara | Inditex

Dior

Maison Margiela /
OoTB

Attendance, funding,
acquisitions, scholarship and
authority over fashion history

Global media ownership,
advertising demand and
cultural agenda-setting

Canonization, renewed
commercial relevance and
higher archive visibility

Creative halo, higher design
credibility and potential price
elevation

Stronger archive demand and
renewed evidence of Galliano-
era cultural power

Validation of a culturally
successful decade and

Perception that canonization has
become absolution or spectacle

Perception of insider-led
reputation management

Renewed scrutiny; gap between
accountability claims and
evidence

Sustainability and quality
scrutiny; dilution; dependence on
controversy for attention

Current leadership compared
with a selectively remembered
past

Galliano may eclipse Martin
Margiela’s founding codes or the

Sponsor disclosure, gallery texts, education
program, visitor response

Editorial range, dissenting voices, disclosure
and depth of coverage

Public participation, interview language,
response to criticism

Price architecture, materials, volumes, sell-
through and return rates

Archive activation, exhibitions, reissues and
current-product response

Brand storytelling, resale demand and post-
Galliano product traction
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Stakeholder Potential value Principal risk Evidence to monitor
stronger collector interest house’s next chapter
Collectors | resale  Better provenance, demand Speculation, misattribution and Sale-through rates, condition premiums,
platforms and category education inflated prices for weak examples  provenance and price dispersion
Audiences and Access to serious debate . . ) .
L Harm reduced to a marketing- Curatorial language, programming, community
affected about creativity, institutions " ] ol
. o safe narrative consultation and criticism
communities and accountability

This matrix shows why the exhibition cannot be analysed as a single-brand campaign. It is a multi-sided platform. Each
participant contributes legitimacy, attention, product, history or capital; each receives a different return.

11. Three scenarios for 2027

The outcome will depend less on the announcement than on execution.

Scenario What happens Business outcome Cultural outcome
L Scholarshlp_, process gnd Strong attendance and archive Galliano enters the canon through
A. Disciplined accountability remain integrated : A ) h
A L interest without overwhelming the a demanding, not celebratory,
canonization throughout the exhibition; sponsor S L
credibility of the institution framework

and loan relationships are clear

The gala’s celebrity imagery
B. Spectacle outruns  dominates; ethical discussion is
scholarship concentrated in one gallery and
disappears from wider coverage

High short-term visibility but greater The show is interpreted as an
reputational risk for the Met, Vogue industry pardon rather than critical
and commercial partners history

Zara, resale sellers and brand Rapid price and demand increases
archives aggressively commercialize followed by dilution,

the moment while context remains disappointment or speculative
weak correction

Galliano becomes a label applied
to products rather than a body of
work understood with precision

C. Market extraction

The most likely reality will combine elements of all three. The purpose of scenario analysis is not prediction. It identifies leading
indicators that can be monitored before and after opening.

12. Strategic implications for luxury and fashion leaders

12.1 Creative direction must be connected to the operating model

The lesson is not “hire a genius and wait.” Galliano’s most influential work depended on ateliers, production teams, styling,
casting, communications, retail systems and corporate resources. Authorship becomes enterprise value only when the
organization can translate it across product and client touchpoints.

Luxury groups should evaluate creative leadership on more than social engagement and show reviews. Useful measures include:
¢ distinctiveness and recognition of product codes;
*  full-price sell-through of products linked to those codes;
* client acquisition and retention by cohort;
°  cross-category translation without aesthetic dilution;
* archive engagement and authenticated resale performance;
* editorial depth, not only reach;

* employee and supplier capability required to sustain the creative promise.

12.2 Archives require governance, not only content calendars

As archives become commercial assets, houses need clear policies for conservation, cataloguing, loans, reissues, authentication
and cultural context. A poorly governed archive creates reputational and legal exposure; a well-governed one supports product
development, scholarship and long-term brand equity.
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12.3 Spectacle needs a product conversion path

The Met can generate attention, but attention does not automatically become durable business value. Brands need a credible
conversion path from gala image to product experience. That path may include client appointments, exhibitions, content,
craftsmanship demonstrations, archive activations or carefully selected products. Immediate logo merchandising would probably
reduce rather than increase the cultural value of the moment.

12.4 High-low collaborations need a clear value contract

The Zara partnership will be judged on whether it translates Galliano’s methods into product integrity, not merely styling. Clear
material standards, construction quality, pricing logic and communication will determine whether “re-authoring” feels
substantive. If the collaboration sells creative prestige without visible product evidence, it will reproduce the same trust problem
luxury is trying to escape.

12.5 Ethics is part of brand architecture

Reputation risk cannot be delegated to communications after creative decisions are made. Institutions need governance for
living artists whose work and conduct are both consequential. That includes documented review processes, independent
perspectives, transparent consultation and a willingness to preserve disagreement rather than stage a unanimous redemption.

13. What to monitor before opening

The announcement begins the story; it does not complete it. Between August 2026 and May 2027, FBB should monitor:
1. Gala framing: official dress code, co-chairs, host committee and sponsors.

2. Curatorial structure: whether the three movements remain as reported and how “Bearings” connects to the rest of the
galleries.

3. Object politics: loan sources, balance across Galliano’s own label and the houses he served, and representation of
controversial collections.

4. Zara performance: launch prices, product quality, unit availability, sell-through, resale and consumer response beginning
September 2026.

s. Archive-market movement: auction estimates, realized prices, authentication quality and the difference between
exceptional and ordinary pieces.

6. Brand response: whether Dior or Margiela activate their archives, issue re-editions or publicly distance current leadership
from the retrospective.

7. Community response: commentary from Jewish and other affected communities, curators, scholars and critics after
detailed exhibition material appears.

8. Media balance: whether coverage remains focused on clothing and celebrity or investigates process, power, commerce and
accountability.

9. Museum outcomes: attendance, fundraising, acquisitions, education programs and catalogue reception.

14. Conclusion: the exhibition luxury needs—and the test it cannot avoid

John Galliano: Horizons arrives at a precise market moment. Luxury is trying to move beyond growth built mainly through price
and scale. Consumers are demanding creativity, product quality, emotional relevance, memorable experiences and evidence that
heritage still produces value. Galliano’s career offers the industry a vivid example of all five.

The Met has also chosen a subject whose work already connects every layer of contemporary fashion’s value system: couture and
mass retail; museums and celebrity; archives and resale; craftsmanship and viral media; personal authorship and corporate scale.
That makes the exhibition commercially powerful before a single garment is installed.

But the same power creates the central risk. Institutions do not merely reflect cultural value; they manufacture it. By selecting,
researching, displaying and publishing a designer’s work, The Met can increase visibility, legitimacy and market demand. In
Galliano’s case, that act cannot be separated from the conduct that altered his career and harmed others.

The exhibition will matter if it demonstrates that fashion history can hold two truths at once: creative work can be exceptionally
important, and importance does not remove accountability. If the museum sustains that tension, Horizons could become more
than a blockbuster. It could offer a model for how fashion institutions examine complicated living figures with precision.

If it does not, the industry will still generate spectacular images, record engagement and stronger archive prices. It will simply
have mistaken attention for understanding.
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Luxury’s next advantage will not come from heritage, price, celebrity or scale in isolation. It will come from a

credible system that turns creative authorship into product, experience and long-term cultural value—while
preserving the accountability required to deserve that value.

Research Notes & Limitations

This analysis distinguishes confirmed institutional announcements from reported developments and FBB interpretation. As of the
research cut-off date, John Galliano: Horizons had been confirmed as the Costume Institute’s spring 2027 exhibition, while details
including the gala dress code, co-chairs, sponsors and final object list remained unannounced.

Commercial relationships discussed throughout this paper should not be interpreted as evidence of a coordinated strategy among The
Met, Zara, Dior, Maison Margiela, Vogue or auction-market participants. Their activities may reinforce one another economically and
culturally, but no joint campaign has been established.

Company growth figures and auction results are used as evidence of broader market dynamics rather than proof of single-variable
causation or guaranteed future asset values.
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