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ince our launch in 2012, we have
built a leadership position as the
partner of choice for luxury lifestyle
brands to tell their story and validate their
sustainable actions through the unique
Butterfly Mark.
The Butterfly Mark is a symbol of trust
earned by brands that have adopted
sustainability as a business strategy.
It promotes transparency and enables
consumers to make informed purchasing
decisions.
Brands who earn the Butterfly Mark
can display it on each product page on
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their website and partner retailer sites,
allowing people to click for a clear
overview of the brand’s sustainable
actions - called Positive Actions. Offline,
the Butterfly Mark can be seen on
packaging, in-store, on care labels and
within marketing materials. Click here for
more information.
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Why Positive
Luxury?

Brands who have been awarded and
proudly display the Butterfly Mark include
Louis Vuitton, Gabriela Hearst, Temperley
London, Miller Harris, Stephen Webster
and McQueens Flowers.
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s coined by Gro Harlem
Brundtland in 1980, a twoterm Prime Minister of Norway,
sustainability is about “meeting the
needs of today without compromising
the needs of future generations.”
The mistrust of governments in solving
the climate crisis is growing. A Pew
research study conducted this year
concluded that just 17% of Americans
trust their government to do the right
thing. That’s dropped from 77% in 1964.
People are instead putting their trust in
companies.
Companies are leading the way, and
they have the opportunity to continue
driving the conversation. Business
leaders are waking up to the fact that if
sustainability is implemented throughout
their operations, it will both minimise risk
and promote growth.
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According to Accenture’s annual survey
of CEOs on the implementation of
the UN’s Global Goals, only 21% feel
business is currently playing a critical
role in contributing to the Goals. CEOs
believe that execution and action are
both lacking, and that they need to keep
building cultures of resposibility and
sustainability.
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What is the
definition of
sustainability?
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Because consumers don’t always have
the power to self-organise at scale, they
are taking action by choosing brands that
they identify as sustainable. The Butterfly
Mark help consumers find brands whose
values align with theirs.
Investors see this and are funding
businesses that are optimising for good.
This past November, Prada became
the first luxury brand to receive a
sustainability-based loan, and it won’t be
the last.
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he short answer is no. Sustainability
is high on the CEO’s agenda, and
it runs through the whole business,
not just the supply chain.

T

Dr. Rolf Martin Schmitz, CEO of RWE AG,
told Accenture, “Sadly too many people
are only talking about it. What we really
need is more action.”

Systemic change is the answer. With
only a decade left to deliver on the UN’s
Global Goals, 71% of CEOs believe
that businesses can play a critical
role in contributing to them, and that
implementing the Goals transversally
throughout a business is the only way
forward.

It’s time to better define responsible
leadership, and understand that it is a
transversal element of a business that
runs through every department. It carves
a clear path for a brand’s future, and it’s
important to make sure everyone – from
the CEO to the interns – is educated, on
board and excited about the future.

Through a decade of embracing
sustainability, Accenture concluded that,
for the first time ever, the number of
CEOs reporting sustainability as either
“important” or “very important” has
declined. In addition, one in three CEOs
still don’t believe that businesses will play
a critical roal in contributing to the Global
Goals.

“The key is culture. It’s what remains
when everything else is gone. If we create
a sustainability culture, that can make a
difference,” said President and CEO of
House of Krug, Margareth Henriquez,
while speaking at Positive Week 2019 in
Paris.
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Is sustainability
a supply chain
issue?
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usinesses are adapting to the way
sustainability is evolving. It’s not
only about protecting reputation,
complying with legislation or achieving
economic growth. It’s about capitalising
on new opportunities and increasing longterm resilience and success.
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What are the drivers of
sustainability?
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Investing in the development of
sustainable solutions is on the rise, from
alternative ingredients and greener design
to cleaner technologies and new business
models.
The elements of sustainability, from
improved reputation to better resilience
to more varied growth opportunities,
are putting the necessary pressure
on businesses to keep adapting and
improving.
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onsumers are no longer just
consumers. They are activists.
They
are
more
connected,
informed, curious and vocal than ever
before. This has completely changed the
purchasing process.
Millennials can be loyal to brands but
want excellent customer service and a
seamless experience in exchange for
that loyalty. They are idealistic, but more
passive than the younger generations,
sometimes hesitating to take action. By
2020, they will be repsonsible for 30% of
total retail sales.
Generation Z will only support brands
with values that reflect their own, but are
fickle – if a brand lets them down, they’re
out the door. They will take action and be
vocal when they disagree with something.
They are beginning to turn to trusted
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friends and family for opinions rather than
social media.
Generation Alpha has known nothing but
a wireless world, and nothing but the call
for a more sustainable future. They will be
highly educated and they already have
the power to influence family decisions.
They won’t accept anything but positive
impacts from the brands they choose to
support.
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What are the
consumer
megatrends?
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Regardless of age, consumers are
becoming
more
environmentally
conscious. They will pay up to 10% extra
for a sustainable product, and 64% trust
eco-friendly labels. To resonate with this
modern consumer, brands need to move
away from how to ‘win’ them and towards
how to ‘woo’ them, demonstrating real,
impactful action.
THE FOCUS REPORTS

Now is the time to consider your business
model and redefine what it means to grow.
Growth, especially when it’s fast, can push
the planet and its resources to the limit.
But, there are new models to explore.
Renting – Everything from clothing to
homewares can be rented.
Leasing – Items are leased and returned
to a brand at the end of their lease period
to be properly recycled.
Resale – Consumers are selling their
pieces instead of discarding them.
Renew – Consumers and brands are
repairing worn out items.
Repurpose – Consumers and brands are
finding new ways to use items.
Slow travel – Travellers are trading
five-star holidays for more meaningful
experiences.
Traceability – Consumers want to see
every step along a brand’s supply chain.
Refillables – Beyond recycling, packaging
can be upcycled and reused.
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According to the 2019 Euromonitor
International Lifestyle Survey, 36%
of consumers try to lead a minimalist
lifestyle and do not buy new items unless
necessary, 20% of them will repair items
instead of purchasing new ones and
43% prefer to spend their money on
experiences over things.

06
07

ISSUE 01

2019

Is it time to
redesign
growth?

05

“We urge you as industry leaders to think
outside the box and investigate new
business models that will challenge the
traditional concept of prosperity. This will
not only future proof your own business,
but it’s also crucial if we are to operate
within our planetary boundaries and meet
the needs of future generations,” says
Eva Kruse, President and CEO of the
Global Fashion Agenda, commenting on
the Copenhagen Fashion Summit’s 2020
theme, Redesigning Growth.
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raditional
corporate
social
responsibility (CSR) has played a
key role in marketing and branding
in the past. It was an important department
within businesses.
Now, CSR has been redefined as
sustainability. It is completely integrated
within a business, transversally affecting
every aspect it. It is not a competitive
advantage in the traditional sense. Rather,
it drives business models and allows
decisions to be made through a lens
of social, economic and environmental
sustainability.
A continued shift from profit-driven to
purpose-driven brands aiming to find the
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1987

United Nations
definition for
sustainable
development

1990s

2015

A new era of sustainability is upon us. The
next generation of sustainable leaders
have a planet-positive mindset. They think
about how everything they do affects
both the communities and environments
they are operating in. They recognise the
value of putting the welfare of people and
planet before profit, and every decision
they make is guided by that mindset.

Corporate Social
Responsibility (CSR)
became an
important
strategic issue

United Nations
Sustainable
Development
Goals

2018

balance between economic growth and
the creation of shared values is happening.
Going forward, this balance will tip in
favour of social and environmental values.
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How does
sustainability offer
a competitive
advantage?
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EU’s Circular
Economy
Package
enters into
force

Purpose-driven
businesses &
Corporate Shared
Value (CSV)

GOING
FORWARD
The era of
sustainability
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What do brands
need to know?
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TOP POSITIVE ACTIONS
Promotes Equal Pay

W

e collect invaluable insights
through interactions with our
Butterfly Mark. On the right are
the top five positive actions from the data
our Butterfly Marks generated in 2019
across fashion, beauty, lifestyle, travel
and premium drinks.

People care about animals, and that
businesses are doing their part to protect
endangered species. People want the
planet to be properly cared for, and are
drawn to brands that preserve precious
resources like forests and source from
them responsibly.

Based on our insights, people care about
people more than ever before. They
care that the brands they’re supporting
pay their employees fairly, regardless of
gender. Minimal packaging that can be
recycled is important to them, along with
PVC-free policies.

Each of these insights highlight the
information consumers are seeking out
while making a purchase. They are an
invaluable tool when it comes to guiding
or refocusing a brand’s sustainability
strategy across all industries.
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Recyclable Packaging

PVC Free

No CITES Endangered Species

Forest Conservation
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“The truth is, the natural world
is changing. And we are totally
dependent on that world. It
provides our food, water and air.
It is the most precious thing we
have and we need to defend it.”
- David Attenborough
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Connecting luxury brands and people
who care about the future.
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