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Kering lays care, collaborate, create

groundwork to become truly sustainable by
2025
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By JENKING

French conglomerate Kering Group is crafting tomorrow's luxury with a three-pillar roadmap to future sustainability.
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For more than a decade, Kering, which owns brands such as Gucci and Stella McCartney, has placed sustainability

at the core of its business operations, demonstrating that ethical practices are a necessity and possible within luxury.
Kering's new roadmap will lead the company into 2025 using pillars of Care, Collaborate and Create as a guide for
the future of its business.

"This strategy is a continuation and an extension of our 2016 Sustainability Targets and strategy," said Marie-Claire
Daveu, chief sustainability officer and head of international institutional affairs at Kering. "We have stepped up our
ambitions overall and further aligned it with our business priorities.

"Whereas a key focus was on the environmental side, this next phase incorporates a 360-degree approach for
internal and external social advocacy, the extension of our scope of key raw materials and processes and higher
levels of animal welfare standards, as examples," she said. 'We are also focusing heavily on innovation and
encouraging new business models to drive environmental and social sustainability.

"As leaders and trendsetters in fashion, luxury has an inherent responsibility to champion sustainability. With the
launch of the next phase of our sustainability strategy today we are setting the highest social and environmental
standards in our own luxury sector, with a view to this having influence in the industry overall."

Sustainable vision
Kering's latest sustainability strategy will encompass 360 degrees of its operations, reaching across its entire supply
chain over the next decade.

Through these efforts Kering will lessen its environmental impact, advocate for social welfare internally and at-
large as well as create innovative platforms. Doing so will allow the conglomerate to support a low-carbon
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economy, shape luxury's future as sustainable and operate within the "planetary boundaries."

Acknowledging that it must go beyond the conventional limits of its own operations to become truly sustainable,
Kering turned to the United Nation's Sustainable Development Goals (SDGs) to pinpoint quantifiable targets to be
achieved by 2025.

From this stemmed the three pillars of Kering sustainability goals: Care, Collaborate and Create.
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Care will see Kering use resources within the planetary boundaries through a science-based approach to reduce
carbon emissions by 50 percent by 2025. Also, Kering will address the environmental impacts of its supply chains
hoping to reduce its footprint by 40 percent in terms of water use, air and water pollution, waste production and land
use.

Within Care, Kering will also create a "Supplier Index of Sustainability" to ensure its raw materials are sourced by
trusted and ethical suppliers.This will include traceability, animal welfare, chemical use and social welfare.

For its jewelry and watch business, Kering will establish a Material Innovation Lab (MIL), similar to Kering's MIL for
fabrics and textiles. Doing so will promote sustainable design and make sustainable materials more readily
available.

Collaborate. Image courtesy of Kering Group

Kering's Collaborate pillar rests on its continued support of craftsmanship, traditions and communities. To measure
its performance in this regard, Kering plans on developing a metric system based on the UN's SDGs.

Collaborations will extend all along Kering's supply chain from communities where raw materials are sourced to in-
house employees. Kering will also continue to support its many educational ventures, with focus on identifying
sustainable solutions.

For example, Kering and Parsons School of Design collaborated on a new course to measure the environmental
impact of designs. The new addition to the curriculum measures the sustainability impact of designs made during
the class.

The course leverages the Kering x Parsons: Environmental Profit & Loss program and uses the My EP&L mobile
application as a measurement tool for students to better understand the environmental impact of their designs (see

story).
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Kering's last pillar, Create will see the conglomerate invest in disruptive innovations and new business models.

The company plans to develop new and sustainable solutions for sourcing raw materials, for example. These
solutions include exploring biotech and promoting a circular economy via recycling used garments and materials.

A Young Leaders Advisory Group will also be established to brainstorm future solutions.
Kering 2025: Crafting tomorrow's luxury

"More and more industries started to be involved in the active discussion about the sustainable world, and fashion
and luxury business is not an exception," said Yana Bushmeleva, COO of Fashionbi.

"The luxury brands were always leading the fashion industry, being the example for other players in terms of the
trends/creativity and marketing. Sustainability is another big trend and you need to innovate in order to keep your
position on the market," she said.

"Luxury brands can have enough resources to be at the head of this trend. However, today activewear brands are
more vocal in spreading their sustainable initiatives and new product launches."

Advocates abound
Kering's transparency and dedication to the environment and ethical practices are likely a draw for potential
employees.

Social advocacy is stressed by Kering, not only through brand-wide initiatives such as the ongoing Kering White
Ribbon program (see story), but also by forward-thinking employment practices.

For example, Kering Group furthered its advocacy for women's rights with the introduction of a parental leave policy
for all employees globally.

Employees of Kering's corporate offices as well as those working for brands within its stable for more than a year
are now eligible for parental leave. Kering employs more than 38,500 employees in about 60 countries.

Given its global reach, it is likely that many of its employees' home countries do not offer such programs for those
beginning or growing their families. Kering's new parental leave policy went into effect on Jan. 1, 2017 (see story).

But, nonetheless, itis important for Kering to transmit its practices to the consumer through campaigning, otherwise
its approach will not be known to the general public.

"I believe Kering can have positive results in sales and also in the perception of the company and its brands if the
company will properly communicate these next-generation sustainability goals and targets to its current and
potential customers in a right way," Ms. Bushmeleva said.

"It's not the first time that Kering set up concrete sustainability goalsin 2012 it already formulated a series of targets to
achieve by 2016 and not long ago released the reportbut I wonder if this information reached the end consumers of
the company, since at the end they 'vote' with their money by purchasing the brands," she said.

"So it's a matter of the communication and PR, for sure a press release is not enough, if we want to reach the mass
we need to have some viral campaign during the entire period of the initiative."
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