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Transparency is  a growing concern for consumers . Image credit: Dior

 
By SARAH RAMIREZ

Transparency around a brand's corporate values is of increasing importance to consumers, particularly millennials
and Generation Xers.

A new report from Clutch found that 71 percent of shoppers believe it is  important for a company to take a side on
social issues. Since a majority of respondents are likely to stop buying from a brand that supports an issue that goes
against their personal values, companies must tread carefully.

Clutch surveyed 420 consumers in the United States for its report.

Values matter
A majority of respondents, 75 percent, are likely to shop a retailer or brand that supports like-minded issues.

Businesses can make their stances clear through their mission statements, business models, social media,
advertising campaigns and other avenues.

Younger consumers expect businesses to share sustainability goals. Image credit: Moncler
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Among the values most sought out by consumers is environmentally-friendly business practices, which is closely
followed by supporting local communities and general social responsibility.

However, 71 percent of respondents want businesses to be vocal about a range issues, including more controversial
topics such gun control, gender and politics.

Only 44 percent of consumers rated price or value as the most important attribute for a company.

According to Clutch, most respondents were willing to pay more for products or services from a socially-conscious
brand to an extent.

While publicly supporting particular issues can drive consumers toward a brand, the inverse is also true. Fifty-nine
percent of respondents are likely to stop shopping a brand that supports an issue that is antithetical to their personal
values.

Millennials often draw attention for their value-driven consumption (see story), but Clutch's survey found members
of Generation X were the most likely to stop purchasing goods or services from brands they disagree with.

Seventy percent of Gen Xers, those between 35 and 54 years of age, would likely stop supporting companies whose
social policies they oppose, compared to 54 percent of millennials between 18 and 34 years old. Only 37 percent of
respondents over the age of 55 would be likely to avoid businesses in the same manner.

Baby Boomers are the least likely to reject companies for differing social values. Image credit: Clutch

Despite the impact brands' corporate values may have on consumers, respondents are divided on companies'
primary motivations.

Twenty-nine percent of respondents believe brands are transparent about their values to earn more money, and 28
percent think businesses believe in the importance of expressing their support. Twenty percent of consumers are of
the opinion that businesses want to attract certain customers.

Support for social responsibility
As younger consumers acquire more purchasing power, brands will need to be even more cognizant of how they
approach social issues.

Luxury brands need to become more vocal and transparent about their sustainability efforts to meet consumer
expectations, particularly as younger generations become greater forces in the business.

During panel discussions at Positive Luxury's Positive Week, executives from several high-end brands reiterated that
sustainable practices will be non-negotiable for the up-and-coming Gen Z consumer. The sooner luxury companies,
from the hospitality to retail sectors, start actively engaging with more environmentally-conscious affluents, the
better for their businesses overall (see story).

Forward-thinking fashion labels are making sustainability part of their everyday routines and emphasizing
transparency as well.
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Sustainability is about more than responsibly-sourced materials and streamlined supply chains, and many
companies have a social justice approach as well.

Many sustainable-oriented labels also partner with local and global organizations that support women's
empowerment efforts. Labels are finding ways to support the marginalized communities that are risk of being first
impacted by the climate crisis (see story).
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