
The News and Intelligence You Need on Luxury

EVENTS/CAUSES

Altruism is powerful differentiator for
luxury brands: Amex summit
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By RACHEL LAMB

PALM BEACH, FL – Participating in philanthropic or altruistic efforts is a powerful
differentiator for luxury brands because it makes consumers more connected to them,
according to a speaker at American Express Publishing’s Luxury Summit 2012.

Not only are consumers more likely to buy products or services from luxury brands that
participate in philanthropy, some do not trust or even boycott brands that seem
altruistically irresponsible. Also, there is the fact that consumers can feel good about
themselves and the products they buy by aligning with causes that share the values of the
brand and of its customers.

“Giving back feels good,” said Trevor Neilson, president of Global Philanthropy Group,
Los Angeles. “We are biologically programmed to feel good when we do good.

“Smart companies are understanding that altruism can be a powerful way of
differentiating their brands and beating competition by showing luxury consumer sin
particular that they understand that, in a certain way, philanthropy is the ultimate luxury,” he
said.
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Consumers are more likely to buy from a brand if they participate in philanthropic efforts.

In fact, 94 percent of consumers report that they would switch to a brand that supports a
cause.

In addition, 20 percent would buy a more expensive product if it supported a cause.

Jaeger-LeCoultre's watch auction site

Consumers are now expecting that luxury brands affiliate themselves with a specific
cause.

However, this only works if a brand and its cause are related.

The old model of philanthropy was reactive, mostly in an executive’s interests and was
done because it was the right thing to do, Mr. Neilson said. Indeed, back then, brands had
limited interest in what they were doing.

However, a new model has been introduced. This is all about being proactive, including
issues that are aligned with interests of customers, communicating and measuring impact
and, ultimately, communicating back to consumers.

Affluent altruism
Many luxury brands are already participating in causes that align with their own core
values as well as those with their customers.

For example, Bulgari’s sale of one of its  rings helped the Save the Children foundation.

The brand increased advocacy through key celebrity relationships and online presence
and held high-profile fundraising events in Rome and New York.

These efforts helped build Bulgari as a leader in promoting philanthropy as the pinnacle
of luxury, Mr. Neilson said.

Other luxury brands are turning to philanthropy -- and to good effect.

For example, Giorgio Armani is donating drinking water to third-world countries for
every consumer who buys its Acqua di Gio or Acqua di Gioia fragrance (see story).
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Armani's Acqua for Life campaign

Also, Swiss watchmaker Jaeger-LeCoultre, which began its fourth annual auction to
benefit the UNESCO World Heritage Marine Program, let consumers bid on a prototype
N°1 of the Deep Sea Vintage Chronograph (see story).

In addition, fellow Swiss watchmaker Breitling is looking to increase the awareness of its
Breitling Scholars program and raise funds for education through the auction of a
collectible timepiece (see story).

Luxury brands typically use charity-related marketing because it makes consumers feel
better about buying.

In fact, luxury marketers host events or team-up with charities to create a halo effect
around themselves, and some experts believe that affluent consumers respond quite well
to this strategy (see story).

Brands are also better off showing off their affiliations, Mr. Neilson said.

“Brands have a bigger opportunity to address the world than individuals do, even if they
are celebrities,” Mr. Neilson said.

“Brands that do not talk about their altruism have a really old-fashioned approach,” he
said. “You are insane to hide your work, because if you actively promote it as a part of who
you are, consumers are going to respond in a positive way.”
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