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Kering exec: Sustainable business is smart
business
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Stella Mc Cantney s ustainable fabrics

By FORREST CARDAMENIS

NEW YORK Sustainability's business opportunities are abundant, but brands need to make it sexy to harness them.
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A session at Fashion-Culture-Design on June 9 emphasized that the notion of "sustainability" in the industry doubles

as a reference to sustaining a business as natural resources diminish. Despite the opportunities, however, brands
need to convey the business opportunities to one another and quell the consumers' notion of added expense.

"Sustainability for me is quality," said Laurent Claquin, president of Kering Americas. "It's also taking care of what's
around me, people and the planet, and from a business point-of-view, Kering believes that a sustainable business is
a smart business, is an opportunity.

"If you integrate it early on into your operations and into your business, it creates economic and environmental and
social values," he said. "It's more business, it's innovation, it's cost-saving. We approach it from a business point-of-
view."

Making sustainability sexy

The word sustainability conjures abstract notions of climate change and pollution, whose effects are felt gradually
instead of all at once, Nevertheless, the diminishing supply chains in the fashion world will contribute to financial
hardship, and sustainability also represents a financial solution.

Kering has been a leader in orienting the fashion world to seeing sustainability as a business problem in addition to
an ethical one. The conglomerate releases an annual environmental profit & loss statement that illustrates the
monetary effect of its supply chain and distribution in relation to environmental impact (see story).
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Among the premiere findings that Kering is sharing with the industry is that the supply chain is the source of both
high costs and negative environmental impact in the fashion industry, and that the two are intrinsically related. As
high quality leather, cotton, gold and other materials diminish in number, costs increase.

In addition to sustainable supplies having a more stable cost that will help businesses save money in the long run,
organic resources also can offer more immediate financial gains. Organic cotton, for example, has 80 percent less
impact than conventional cotton.

While conventional cotton may make for higher yields, the lower quantities of water and the absence of pesticides
for organic cotton can help suppliers save money.

"It's a very practical approach," Mr. Claquin said. "It's really protecting your own resources to stay in business, and
that's how everyone should approach it from a business point-of-view."

Chopard Green Carpet earrings

Nevertheless, for consumers, style, fitand cost are more important than sustainability. For luxury consumers,
sustainability is perceived as a compromise in quality; for aspirational consumers, it can be perceived as more
expensive. Finding engaging ways to convey the relationship between sustainability and quality and its cost-saving
opportunities is the critical next step for brands hoping to move the idea of sustainability from a boost in image to a
boostin revenue.
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Moreover, an increasing desire for sustainable goods has led to a proliferation of sustainable supply chains that
were not there in past decades. As sustainability becomes a bigger part of the conversation, more of these supply
chains will open up, leading to more competitive pricing.

Sergio Rossi Green Carpet Collection

"It goes back to: it's price, it's style, it's fit," said Matt Scanlan, founder of Naadam. "How do we interject this
conversation into those decision whether or not you buy something? We are in fashion; at the end of the day, we sell
clothing."

From top to bottom
Simply presenting a sustainable image in marketing efforts is not enough for consumers, who are increasingly
skeptical of advertising. A sustainable focus must be present throughout a brand.

Strategic sustainability should be focused, starting from a brand's interior before radiating outward toward
consumers, according to panelists at The New York Times International Luxury Conference April 5.

Panelists during the "Strategic Sustainability" session agreed that for sustainability practices to work, brand
employees must stand behind the company's efforts. Employees are the best brand advocates available and can
attest to a brand's charitable initiatives and values as being authentic (see story).

Sustainability is a hot topic in fashion, but is integral to other industries as well. Automakers across all price points
are producing more electric vehicles, and governments are pressuring them to continue advancing on this front.

Norway has announced that it plans to ban petroleum-fueled automobiles within a decade.

Several sources have now reported that politicians have reached a bipartisan agreement to ensure that all cars sold
in Norway will run entirely on green energy by 2025. Norway's small population and history of ecological
progressivism make its ambition more feasible, but the development nonetheless points to trends in both the
automotive and political spheres (see story).

"As it relates to fashion, sustainability is innovation," said John Moore, co-founder and creative director of
Outerknown. "It's responsible innovation, and fashion is about innovation.

"You have to stay ahead of the game and bring newness to the market in an exciting, inspiring way, but I get excited
when I think of sustainability as innovation," he said.
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