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By JEN KING

As brands become increasingly transparent in their business practices, employee benefit programs have been put
into the limelight, with many groups publicizing initiatives intended for work-life balance.

Sustainability is as popular as ever, with luxury conglomerates such as Kering Group and LVMH emphasizing and
sharing their ethical, environmentally friendly efforts to demonstrate their corporate social responsibility to
consumers. Internally, employees are a brand's' most valuable and vocal advocates as they live and breath the ethos
of a given house, making quality of life while at work an important support factor, especially as many brands
struggle to find and retain talent.

"Employee quality of life is on the rise," said Rebecca Miller, CEO of Miller & Company. "The classic major needs
identified as the most important to culling and retaining employees include esteem, actualization, economics and
family, and health and safety.

"With the focus today on ethical, sustainable and humane as it relates to sourcing and production of product and
working conditions, a new lens has been added to the talent companies require to create, produce and market their
goods and services," she said. "This lens is viewed by the consumer, and their demand for more transparency, as a
tool of measurement, confirming or rejecting a brand based on the alignment or lack thereof with their values.

"The consumer's new paradigm consists of Values=Value. This same measurement is viewed by employees and
prospective hires when considering staying with or joining a brand or company."

Invest within 
Strategic sustainability should be focused, starting from a brand's interior before radiating outward toward
consumers. Employee quality of life can be a part of a brand's DNA, as it is  with Italian apparel label Brunello
Cucinelli.

Namesake brand chairman and CEO, Mr. Cucinelli considers himself a custodian and has established an authentic
workplace culture that promotes humankind with little harm, further fostering human dignity.
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To achieve this feat for its 1,500-strong employees, the workday has a hard daily end time of 5:30 p.m., because he
fears disrupting quality of life, resulting in a 1.1 percent absentee rate, much lower than the average (see story).
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The availability of supportive parental leave programs is also a method to promote a healthy workplace, personal
life balance, which in turn fosters employee retention as well as advocacy.

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

The length of maternity leave, and whether the period away from work is paid, fully or at a lower salary, has become
a passionate issue for many women and their partners. With no true workplace standard and a lack of government
mandates in many countries, companies with policies that support employees' desires to have children will be better
received than those who do not implement leave programs.

As of Jan. 1, 2017, employees of Kering's corporate offices as well as those working for brands within its stable for
more than a year will be 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 (see story).

Kering shared maternity leave statistics prior to its policy update Jan. 1

Brands must recognize that corporate culture has to be arranged in such a way that employees can "live" the brand
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values each and every day, says Boston Consulting Group.

Building off of this, employees make the best brand ambassadors and gatekeepers. Employees both get the word out
about a brand and can ensure that the brand's decisions are culturally sound (see story).

These efforts can also be applied to programs that take the success of a brand and pass the "wealth" down to its
employees, as an acknowledgment that none of the brand's happenings are possible without loyal, steadfast
employees.

For example, online retailer Farfetch is letting all employees benefit from its success with the introduction of a share
option scheme.

Effective Feb. 1, Farfetch's 1,300 employees, from junior staff to C-suite executives, will be offered share options
through the "Farfetch For All" initiative, which includes all staff members across the company's 11 global offices.
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The investment scheme to reward Farfetch employees will equate to an investment of $40 million, based on the
retailer's last valuation. To date, the scheme is the single largest investment Farfetch has made and is a direct
reflection of the retailer's commitment to invest in its talent (see story).

"A brand whose culture advances better life work balance is in a stronger position to attract and retain top talent,"
Ms. Miller said. "This advantage stretches across all generations and all levels of employees."

Future hires
Luxury's dedication to educational programs is a forward-looking way to invest in potential employees who are still
honing their skills. Today's hiring climate has proved challenging for luxury brands seeking qualified talent as many
career-aged individuals are shying away from traditional crafts and artisanship.

By partnering with educational institutions or establishing innovative think tanks, brands are placing value on future
talent.

French luxury conglomerate LVMH, for instance, just announced it plans to invest further into London's Central
Saint Martins, whose alums include Alexander McQueen and Stella McCartney.

For the last six years, LVMH has invested in Central Saint Martins and will continue doing so for the next four years.
The undisclosed amount of funding will be used to develop sustainability and innovation programming as well as
grant scholarships.

In addition, Yoox Net-A-Porter Group partnered with Bologna Business School in March 2016 to launch a Center for
Digital Business Education, combining their collective ecommerce expertise to help train managerial candidates
for an increasingly digital world.

The first managerial education program focusing specifically on digital business offers master's degree programs
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aimed at both new graduates and those with some years of on-the-job experience. Luxury brands have identified
technology as a key area where finding qualified talent is especially hard, making this initiative a means to ensure
that both Yoox Net-A-Porter and other business navigate the digital shift (see story).

"Education is another vital aspect to ensure a brands future," Ms. Miller said. "Valued employees are a brand's front
line, their ambassadors, their gatekeepers, their future. LVMH and Central Saint Martins recently collaborated on a
program combining 'disruptive thinking and sustainable practice' creating 'holistic solutions that balance the needs
of people, planet and business.'

"Employees are at the core of every business," she said. "Leaders who understand and value human capital as their
greatest asset respect, nurture, develop and hold it accountable see the investment reflected on their bottom line.

"Successful brands invest the same respect and monies in their teams as they do their best customers."
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