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“People in India can 
see the Himalayas for 
the first time in 'decades,’ 
as the lockdown eases air pollution”

“The water in 
Venice, Italy’s canals 
is running clear 
amid the COVID-19 lockdown”

“Bitcoin, NFTs and 
other crypto fads are 
destroying our planet”

W H Y  N O W

The Last Twenty Months People Have Realized 
How Important the Future of the Planet is
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https://www.cnn.com/travel/article/himalayas-visible-lockdown-india-scli-intl/index.html#:~:text=Indians%20in%20the%20city%20of,India's%20lockdown%20clearing%20air%20pollution.
https://www.cnbc.com/2020/03/18/photos-water-in-venice-italys-canals-clear-amid-covid-19-lockdown.html
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Source: 1. World Economic Forum & Boston Consulting Group. These facts show how unsustainable the fashion industry is.
January 2020. 2. The Drum. What can fashion brands do to address their environmental impact?. 20 August 2021.

of textiles 
go to landfills2

Fashion and its supply chain 
account for

of global 
greenhouse emissions1

Did You Know?
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https://www.weforum.org/agenda/2020/01/fashion-industry-carbon-unsustainable-environment-pollution/
https://www.thedrum.com/news/2021/08/20/what-can-fashion-brands-do-address-their-environmental-impact
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Source: 1. BCG & Altagamma. True-Luxury Global Consumer Insight Summary of the BCG-Altagamma 2021 
Study. June 2021. Ipsos Affluent Survey 2021. Numerator Insights 2021. 

60% 
of true luxury consumers take
sustainability issues into 
consideration in their 
purchasing decisions1

Luxury Consumers Have 
Been Calling for Change

70% 
of Millennials and Gen Z
are influenced by 
sustainability when 
making purchases1
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53% 
of wealthy consumers 
would pay more for 
sustainable products vs. 
25% of consumers overall2
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I N  R E C E N T  Y E A R S ,

Luxury Brands Have Taken Immense Steps Forward
T O  A D D R E S S  S U S TA I N A B I L I T Y
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Stella McCartney

Stella McCartney, known for ethical 
fashion and pioneering new materials, 
recently attended COP26 – calling on 
the industry for more regulations and 
better practices.

LVMH

LVMH launched its own online resale 
platform, Nona Source, as part of its 
environmental strategy by rethinking 
sourcing and supporting the circular 
economy.

Kering & Vestiaire Collective

Kering invested $216 million in French 
secondhand marketplace Vestiaire 
Collective to accelerate Vestiaire’s 
growth and help Kering move the 
Luxury industry toward more innovative 
and sustainable practices. 

Bentley & Bees

To improve local environments, 
Bentley sponsored “bee bombing,” 
releasing thousands of bees back 
into local habitats.

Gucci Equilibrium 

A digital platform, it is the company’s 
effort to connect people, planet, and 
purpose – inspiring conversation and 
driving change. At the forefront, it is 
taking a stand on humanity issues.

Hermès & MycoWorks

Hermès partnered with California-based 
start-up MycoWorks to develop 
Sylvania, a sustainable textile made 
from mushrooms, which will first appear 
in an eco-friendly version of its Victoria 
travel bag.



SocialEconomicEnvironmental
Protecting the Planet and 
Conserving its Resources

Increasing Availability and 
Affordability of Products 

Ensuring Equitable Treatment of 
Individuals and Communities

And are Reshaping the Industry
A D D R E S S I N G  T H E  C O R E  P I L L A R S  O F  S U S TA I N A B I L I T Y

The use of ethically sourced or 
regenerated materials and the  

reduction of water use

The acceptance and adoption 
of resale platforms

Transparent supply chain 
practices and commitment 

to promoting gender 
equality and diversity
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Historically, Luxury, by definition1 has been 

the Opposite of Sustainability:
• Expensive & unnecessary
• A condition of ease & comfort 
• Scarce

Y E T

85% 
of the top Luxury brands

engage in at least one sustainable initiative2

A S  L U X U R Y  I S  R E S H A P E D ,

A Core Challenge in Communications Remains

Making it difficult for people to trust 
their efforts, unless they see        
action taken

53% 
of consumers never or only sometimes 

believe claims of sustainability3

Source: 1. Merriam Webster definition of Luxury. 2. Park, J.K., Torelli, C.J., Monga, A.(.B. et al. Value instantiation: how to overcome the value conflict in promoting luxury brands with CSR 
initiatives. Mark Lett 30, 307–319 (2019). 2019.3. BusinessWire. GreenPrint Survey Finds Consumers Want to Buy Eco-Friendly Products, but Don’t Know How to Identify Them, March 2021

https://www.merriam-webster.com/dictionary/luxury
https://www.businesswire.com/news/home/20210322005061/en/GreenPrint-Survey-Finds-Consumers-Want-to-Buy-Eco-Friendly-Products-but-Don%E2%80%99t-Know-How-to-Identify-Them


Harnessing core pillars Luxury brands have stayed true to over time … 

B R A N D S  H AV E  T H E  O P P O R T U N I T Y  T O  

Tell Their New Story & 
Lead the Way Forward for Other Industries 

E S TA B L I S H I N G  T R U S T  I S  PA R A M O U N T
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Identity & Purpose Craftsmanship & Quality Relationships & Trust
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Accomplishing the Difficult:
B U I L D I N G  T R U S T  W I T H  S K E P T I C A L  C L I E N T E L E

The use of celebrity spokespeople 
for luxury brands has been shown to 

increase trust in sustainability
among affluent clientele.1

Causes via 
Celebrity

Own the 
Juxtaposition

Local Impact; 
Globally Aligned

Sources: 1. Overcoming the conflicting values of luxury branding and CSR by leveraging celebrity endorsements to build brand equity; Fernanda Muniz, Francisco Guzmán; February 2021; Journal of Brand Management; 2. 
Consumer Responses to Corporate Social Responsibility (CSR) Initiatives: Examining the Role of Brand-Cause Fit in Cause-Related Marketing, Xiaoli Nan, Kwangjun Heo, June 2007, Journal of Advertising. 3. S&P Global

Brands honest about the mismatch 
of goals between sustainability and 
scarcity were viewed more credibly 
than those trying to avoid the topic.2

With COP26’s recently announced 
public-private partnership funding, 

aligning to global priorities would aid 
in building trust via organic reach.3

https://www.spglobal.com/esg/insights/what-came-out-of-cop26
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T H E  L U X U R Y  C L I E N T  S T R A T E G Y  T E A M
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