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● In the early months of 2020, Coronavirus reached the United States, 
spreading rapidly throughout the country in March. Out of precaution 
concerning this highly contagious virus, events around the country have been 
cancelled and delayed, including the annual Met Gala. 

● This year’s Met Gala was to be sponsored by Louis Vuitton, with Nicolas 
Ghesquière serving as a co-chair alongside Emma Stone, Meryl Streep, 
Lin-Manuel Miranda, and Anna Wintour. 

Background

● With the Museum celebrating its 150th anniversary, this year the theme, 
“About Time: Fashion and Duration,” reflects on this passage of time.



● Given the current crisis of COVID-19, this year’s Met Gala has unfortunately 
been postponed until further notice.  However, this unusual situation has 
opened up the opportunity to host the Met Gala in a nontraditional way: 
virtually.  

● This year’s Met Gala will be made possible with a collaboration between The 
Metropolitan Museum of Art and Louis Vuitton who will come together to host 
the 150th Met Gala online.  

Brand�Collaboration�Concept



● There will be a collaboration of products, featuring limited edition pieces that 
celebrate this collusion. 

● The event’s ticket and product sales will be split fifty-fifty between the The 
Met’s Costume Institute and the CDC Foundation to support the current 
pandemic.

Brand�Collaboration�Concept



The Metropolitan Museum of Art collects, studies, conserves, and presents significant works 
of art across all times and cultures in order to connect people to creativity, knowledge, and 
ideas.

The Costume Institute seeks to develop a deeper understanding of fashion amongst the 
public and to explore its artistic and historical significance. The Institute’s aim is to study and 
exhibit fashion as an art form – to highlight the craftsmanship, the technical expertise, as well 
as the ideas and concepts behind it. The collection is the starting point for many of the 
exhibitions and is at the core of the Institute’s mission.

MET�Museum-�mission�and�vision



Louis Vuitton aims to create products that embody unique savoir-faire, a carefully preserved 
heritage and a dynamic engagement with modernity. These creations make Louis Vuitton an 
ambassador of a distinctively refined art de vivre.

Louis Vuitton aims to be creative and innovative, deliver excellence, and cultivate an 
entrepreneurial spirit. These core values inspire excellence and are the cornerstones of 
Louis Vuitton’s long term success and vision.

Louis�Vuitton-�mission�and�vision



MET Museum

● Excellence
○ scholarly, articulate, rigorous, efficient

● Inspiration
○ creative, relevant, vibrant, challenging

● Integrity
○ authentic, transparent, responsible, 

ethical

● Accessibility
○ generous, welcome, engaging, inclusive

Core�Values

Louis Vuitton

● Be Creative & Innovative
○ this combination allows LV to look 

forward to the future while embracing 
heritage

● Deliver Excellence
○ meticulous attention to detail and 

perfection

● Cultivate an Entrepreneurial Spirit
○ encourages risk-taking and 

perseverance





Competitive�Analysis



SWOT�analysis

Strengths
● Part of the proceeds go to a good cause so more 

people are trying to get involved
● Virtual gala, is still providing the funds for the 

Institute of Costume
● Good mental break with everything going on
● Merchandise has a luxury status 
● Good look for both brands because they've never 

done a collaboration that is completely virtual

Weakness
● Brands are both not located in the same country so 

it might be harder to set something up virtually 
● Merchandise is viewed as a luxury status so may 

be harder to acquire it if you have a low disposable 
income

Opportunities
● If the virtual Met Gala is a success, it could be a 

gateway for fashion to continue virtually
● More traffic to both websites, which gives 

customers an opportunity to explore more
● It can showcase CSR for both brand’s namesakes

Threats
● Production for products might be affected because 

of pandemic
● A lot of traffic on the website could cause it to 

crash



● The collaboration will consist of limited edition merchandise by Louis Vuitton 
featuring the collab’s unique graphic.  

● Products will be designed and produced by Louis Vuitton and will be 
consistent with the brand’s quality and materials.  

Products



● The collaboration will consist of a collection of the following products:
○ Compilation Book
○ Silk Scarf
○ Alma PM handbag in Epi Leather
○ Table Clock
○ Pocket Watch

● There will be a quantity of 150 per product made available for purchase after 
admittance into the virtual Met Gala.

Products

● Products will be labeled with a number out of 150, representing the 150 years 
of the Met Museum’s existence.



The price of the virtual Met Gala ticket will be $30,000. After entrance into the 
virtual event, guests will have the opportunity to enter the gift shop with limited 
edition products available to purchase. 

● Compilation book: $100

● Silk scarf: $500

● Table Clock: $3,000

● Alma PM Handbag: $5,000

● Pocket Watch: For press and promotional purposes only

Price



● The collaboration will take place on The Met’s website from 6pm-10pm EST 
on Monday, May 4th, 2020.  Ticket purchase and entrance to the gala will only 
be through the following domain: metmuseum.org/gala.  

● The virtual Met Gala will feature a red carpet where guests can live stream 
their Met Gala looks from home during 6pm-8pm followed by a virtual tour 
through The Met’s fashion exhibit “About Time: Fashion and Duration” from 
8pm-10pm while listening to Virgil Abloh’s live music.

Place



● Promotion and advertising will be done virtually on all platforms of Louis 
Vuitton and The Met starting two months before the event.  

● Louis Vuitton and The Met will be contractually committed to posting cohesive 
advertising about the event on Instagram once a week.  

Promotion:�Brands



● Harry Styles will be the collaboration ambassador contractually committed to 
advertising once a week about this event. 

● Andrew Bolton, Anna Wintour, Meryl Streep, Lin Manuel Miranda, and Nicolas 
Ghesquiere will also be contractually committed to endorsing this event with 
at least five social media postings.

Promotion:�Celebrities



Promotion:�Instagram�Ads



Promotion:�Instagram�Story



Promotion:�Website



Promotion:�Website



Brand�Graphic

The graphic incorporates 
branding for both sides of the 
collaboration, with the clock 
hands symbolizing the equal 
input of both brands



Celebrating�150�Years�of�Met�Gala�Fashion�
Archival�Book�



Pocket�Watch�Emblem�Silk�Scarf



Met�x�LV�Table�Clock



Met�x�LV�Bag�for�Met�150



Elements of Design/Details

● Clockwork
● Minerals (Geode/Gold) 
● Jewel Toned Colors
● Interconnected Filigree 
● Numbered System 
● Brand Logos/Elements

Design�Elements,�Principles,�and�Details

Principles

● History
● Time
● Elegance
● Culture
● Education
● Togetherness  



● Primary Target Customer:
○ Celebrities
○ Individuals within the art and fashion communities
○ Brand Aficionados
○ Philanthropists

● Aspirational Target Customer 
○ Younger Millennial Demographic
○ Fashion Enthusiasts 
○ Micro-Influencers

Segmentation�and�Target�Customer�



https://www.lvmh.com/group/about-lvmh/the-lvmh-spirit/

https://www.metmuseum.org/-/media/files/about-the-met/annual-reports/2018-2019/annual-report-2018-19.pdf?la=en&hash=CA4A390
302ED38ACB2EB9ACEBB7B80E6

https://www.amexessentials.com/art-fashion-met-costume-institute/

https://www.metmuseum.org/

https://us.louisvuitton.com/eng-us/homepage?campaign=sem_GG-US-ENG-EC-BRAN-BREX&campaign=sem_GG-US-ENG-EC-BRA
N-BREX&gclid=Cj0KCQjwm9D0BRCMARIsAIfvfIai4SGbFzMfQHSLRCON7anAFvR6gahWRg7NmZJxuFV8w8-edmgsAKYaAvkAEAL
w_wcB&gclsrc=aw.ds

https://www.businessinsider.com/most-valuable-luxury-brands-in-the-world#1-louis-vuitton-9#1-louis-vuitton-9

https://thesocialgrabber.com/target-markets-of-versace-gucci-louis-vuitton/i-louis-vuitton/

https://www.forbes.com/sites/margaretperlis/2012/10/11/4-steps-to-building-an-enduring-brand-lessons-from-hermes/#6b42348b3ad6
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