
The News and Intelligence You Need on Luxury

MARKETING

CSR needs to be more than "sk in  deep":CSR needs to be more than "sk in  deep":
Positive LuxuryPositive Luxury
January 23, 2018

Jennifer Lawrence for Dior fall 2017. Image credit: Dior

 
By SARAH JONES

In a world where facts and figures are increasingly called into question, luxury brands will need to lead with
emotion and values rather than rationality to succeed.

According to a new report from Positive Luxury, while storytelling and truth were the buzzwords of 2016 and 2017,
respectively, 2018 will be dominated by the concept of "influence through emotion." As millennials' spending power
grows, their preference for companies and brands that strive for environmental and social good is moving the
needle for luxury brands, making CSR a boon for business.

"From my perspective, the luxury business is edging further towards emotion as the number one influencer," said
Diana Verde Nieto, CEO of Positive Luxury, London. "We're seeing the huge power of emotion influence everything
from politics to retail, and it will only continue to dominate.

"The digitally-savvy, socially-aware generation is reaching maturity and demanding that companies prioritize
sustainability," she said. "But only companies that do so in an honest, authentic way will be able to engage this new
audience.

"We saw an example of this in action when Dior's We Should All Be Feminists' T -shirt sold out in a matter of days
because it enabled people to express their commitment to gender equality."

Emotional appeal
Positive Luxury's 2018 Predictions Report "The World is Ruled by Emotions: Breaking Tradition the Millennial Way"
lays out the key disruptors to luxury business as normal.

As emotional connections become more important for brands, the means of measuring consumer sentiment are
also growing. For instance, voice-activated artificial intelligence is expected to evolve to be able to detect tone of
voice, while the iPhone X's facial recognition means that users can integrate their own face into emojis, adding a
personal touch to the cartoon expressions.
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Coty Inc. looks to the future with Amazon's Echo. Image credit: Coty Inc.

With increasing connectivity, marketers will also have access to more data, providing a more thorough view of the
consumer.

"We're already at a point where luxury brands have realized the value of effective data analytics and are using it to
position themselves as a service or problem solver," Ms. Verde Nieto said. "Going forward, they can adapt even
further with the advancement of machine learning, as this will enable them to delve deeper into what consumers
care about.

"Luxury brands can indeed reconcile elements of tradition as they evolve to meet today's demands companies like
L'Oral and IWC Schaffhausen are marrying traditional values of customer service with technology to anticipate the
needs of their consumer and further engage new communities of brand advocates," she said. "And it goes even
further: by adopting the Butterfly Mark, these brands are gaining meaningful insights into the issues their consumer
cares about most whether that's responsible sourcing, diversity and inclusion, reduced carbon emissions, and
more."

In the emotion economy, a number of trends are rising to the forefront.

Consumers are favoring the word-of-mouth of influencers or other customers over top-down advertising. Individuals
also show a propensity toward being a member of a brand community, with 50 percent saying they would show
loyalty to brand they felt a part of.

In retail, experience is key as brands establish opportunities that go beyond selling to reach a millennial audience
that is more focused on memories than acquisition.

Additionally, as the consumer becomes more globally minded and mindful, brands need to follow suit.

Positive Luxury stresses the pros of having sustainability at the heart of a company, such as being able to attract talent
and clients. College students today are opting to take classes in sustainability, and those under the age of 30 will
make up half the labor force and customer base of the luxury market by 2020.

Dolce & Gabbana's fall/winter 2018 campaign, featuring a millennial cast. Image credit: Dolce & Gabbana

Due to the financial implications of embracing sustainability, whether through animal welfare or waste reduction,
the report rebrands CSR as CSO, or corporate social opportunity.

In certain cases, where the government stalls in embracing sustainable action, companies can take up the cause to
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their benefit.

For instance, jeweler T iffany & Co. called on President Donald Trump to keep the United States in the Paris Climate
Agreement.

The Paris Climate Agreement, or the Accord de Paris in French, is an agreement within the United Nations
Framework Convention on Climate Change (UNFCCC) to deal with greenhouse gas emissions through mitigation,
adaptation and financial policy starting in 2020. The Paris Climate Agreement was negotiated by representatives of
195 countries in 2015 (see story).

As word of mouth becomes increasingly important, establishing practices that attract consumer advocacy will be
key. Consumers today have more tools to broadcast their approval or disapproval of brands, and like-minded
individuals can more easily find each other via social media.

Consumers' interest in sustainability coupled with the increasingly emotional decision making means CSR
initiatives needs to strike an emotional chord with consumers to succeed.

Millennial minded
Some luxury labels are ahead of the millennial curve with sustainability central to their operations.

For instance, Kering-owned fashion label Stella McCartney inked a partnership with a biotechnology company to
advance and innovate the manufacturing of textiles.

Stella McCartney will work with San Francisco-based Bolt Threads to push fashion forward in regard to exploring
alternative textiles and manufacturing techniques. Bolt Threads' approach aligns with Stella McCartney's dedication
to sustainability and eco-friendly fashions by creating only fibers based on proteins found in the natural world (see
story).

If the fashion industry continues to improve its environmental and social performance, approximately 160 billion
euros, or $174 billion at current exchange rates, would be added to the global economy by 2030, according to a new
report from Boston Consulting Group.

BCG's first edition of the "Pulse of the Fashion Industry" report is  in collaboration with the Global Fashion Agenda, a
nonprofit initiative seeking to transform the way fashion is produced and consumed. The report is  a temperature
check of the fashion industry's environmental and social performances, two concepts that are becoming
increasingly important for consumers as they shop (see story).

"It's  become clear that CSR can no longer be skin deep," Positive Luxury's Ms. Verde Nieto said.

"We've identified that millennials view themselves as global citizens with a responsibility to live sustainably," she
said. "To keep up with this shift, brands must have sustainability at the heart of their businesses; they have to engage
with the millennial consumer authentically.

"Brands absolutely must communicate their sustainability actions in order to position themselves as industry leaders
this is the only way they can create and harness a powerful community of ambassadors and advocates. A brand's
ability to spark an emotional connection with consumers, especially around the social and environmental factors
that are increasingly important to them, will be imperative to successful growth."
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