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Luxury labels pitch pink programs,
products for Breast Cancer Awareness
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Este Lauderreleases limited-edition Pink Ribbon Products every October. Image credit: Este Lauder

By SARAH RAMIREZ

Throughout the month of October, luxury brands are leveraging special events and storytelling to spread awareness
and support research efforts for breast cancer.
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During Breast Cancer Awareness Month, many brands have annual campaigns and events to raise funds for breast

cancer research and awareness organizations. As luxury consumers become more values-conscious, it is important
for brands to share their philanthropic sides.

"It is important for businesses and brands to show their support for Breast Cancer Awareness Month for several
reasons," said Rebecca Miller, founder/CEO of Miller & Company, New York. "First, it is a very scary disease that
attacks the people of the world no race, religion or financial status is exempt.

"The global workforce is comprised of 47 percent females, which is the majority of the people that develop breast
cancer," she said. "Knowing that approximately 50 percent of your employees are at risk it not only makes sense for
a brand to support the health and well-being of their employees from a financial position, but it the decent thing to
do."

Beyond pink

Department store chain Bloomingdale's is hosting its 15th annual Pink Campaign to support breast cancer
awareness and treatments. The retailer's efforts revolve around limited-edition merchandise, in-store events and
other shopping incentives.

This year, the Pink Campaign will support the Breast Cancer Research Foundation (BCRF), the Carey Foundation and
the Marisa Accolla Foundation. Bloomingdale's also collaborated with Ms. Acocella, an author and cartoonist, to
create an exclusive coloring book inspired by her graphic memoir, Cancer Vixen.

Pink pop-up shops feature selected Este Lauder products, and shoppers can also purchase the retailer's Little Pink
Bag and strawberry frozen yogurt. Nationwide, Bloomingdale's shoppers can participate in wellness-oriented
activities, including CorePower Yoga and K-pop dance classes, for a small donation.

Luxury retailer Nordstrom is also touting its breast prothesis program this Breast Cancer Awareness Month. Available
all year by appointment, women can meet with certified prothesis fitters who are trained to fit women for all intimate
apparel following a mastectomy, lumpectomy or other reconstructive breast surgery.

Nordstrom also offers post-mastectomy camisoles and bras, as well as free pocketing on any bras purchased from
the retailer. The brand works with several major insurance carriers as part of the program.

Stella McCartney featured breast cancer survivors in its annual campaign

For its annual Breast Cancer Awareness campaign, British fashion brand Stella McCartney shared the stories of
three inspiring survivors. The label is also donating 10,000 post-mastectomy bras and has created an adidas by
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Stella McCartney post-mastectomy sports bra.

U.S. jeweler David Yurman is also partnering with BCRF for a 12th consecutive year. This year's BCRF collection
features six pieces, including a pav pinky ring and pendant necklace, both with pink sapphires and rose gold, as well
as a Cable classic bracelet with morganite and sterling silver.

Luxury hospitality brands are also showing support for Breast Cancer Awareness Month.

Atselect Mandarin Oriental properties, guests can participate in themed activities throughout October that encourage
them to supportlocal and national organizations.

Mandarin Oriental spas in New York, Miami and Washington, D.C. will be offering an "Inner Strength" treatment
intended to build strength, inspire courage and induce positivity. In Taipei, guests can enjoy a Pink Ribbon
Afternoon Tea or a Mandarin Fizz cocktail in a shade of rose.
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The Pink Ribbon Afternoon Tea. Image credit: Ritz-Carlton

At The Ritz-Carlton Denver, guests can partake in special spa treatments or menu items that will benefit a local breast
cancer organization, Sense of Security.

A "Pretty in Pink" facial will include a rhubarb face mask, a rose gold eye mask and rose quartz lymphatic drainage.
Dining patrons can indulge in a "radiant raspberry" tart or a glass of Chateau Minuty Ros.

"In founder-led companies it is a very personal endeavor to support breast cancer awareness because the owners
have had very personal experiences where they have known people who have succumbed to the disease or have
fought it, and by supporting you are doing something personally to help," Ms. Miller said. "On the public or company
side, itis important that customers feel there is a personal and human side to the company and that by purchasing
products a donation is made to support breast cancer awareness in addition to the company making its own
donation the value of the donation multiplies because consumers can help contribute."

Meaningful marketing
Aside from Breast Cancer Awareness Month, many luxury brands launch special initiatives throughout the year to
share their values and philanthropic missions.

In honor of International Day of the Girl, luxury brands are launching new charitable partnerships aimed at
achieving gender equality.

Marking the occasion, Cl de Peau Beaut and Chlo have both forged new ties with UNICEF, while other brands are
pointing to their existing initiatives surrounding female empowerment. As issues around gender equality gain
attention, brands are stepping up to combat everything from violence against women to child marriage (see story).

Luxury brands also looked to make the LGBT+ community feel welcomed and supported through special
partnerships, events and merchandise during Pride Month.

As consumers become more likely to support brands with like-minded values, luxury brands are becoming more
vocal of their support of the LGBT+ community. This June marked the 50th anniversary of the Stonewall Inn Uprising
in New York, bringing more gravity to the annual celebrations (see story).

"l think to be authentic, companies need to share and tell stories about how the donations are being used," Ms. Miller
said. "Itis not enough to just collect and give you need to tell the customers what is being done with the money.

"I think philanthropy can be differentiated based on so many different choices," she said. "More importantly, it needs
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to mean something and not be associated with the fact that the brand will gain something."
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