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RESPONSIBLE LUXURY 2006
For its 12th industry event, Luxury Briefing zeroed in on a highly topical subject, Responsible Luxury. Encouraged by the themes that
emerged from the New York conference in May, we invited some of the brightest and best thinkers and practitioners to challenge and

inspire those working in the luxury industry to take a lead in making luxury more responsible

Special Report

Chris Sanderson & Martin Raymond, Founders, The Future Laboratory  New luxury –new responsibility’
As con s c i en ce con su m erism becomes incre a s i n gly en dem i c
Ch ris Sa n ders on and Ma rtin Raym ond loo ked at the balance of
lu x u ry versus re s pon s i bi l i ty. Th ey poi n ted out that a 1ºC
i n c rease in avera ge world tem pera tu res would lead to 300,000
ad d i ti onal deaths per annum from malnutri ti on and 10% of
s pecies becoming ex ti n ct . Should this occ u r, in 25 ye a rs’ ti m e
Lon don , To kyo and New York would be under water.

As a bo l s ter against su ch even tu a l i ties a nu m ber of n ew
i n i ti a tives have em er ged . These inclu de the Nu Au s teri a n
m ovem ent wh i ch em braces stores su ch as Mel rose & Mor gan in
Lon don . Si m i l a rly, de s i gn ers like Kei ren Jon e s , Ma a rten Ba a s
and Ja s per Morri s on cre a te pieces using items that wo u l d
o t h erwise be discarded . It is now de s i gn ers who are leading the
w ay in the field of re s pon s i ble de s i gn ra t h er than bra n d s.

S t a ti s tics show that 43% of con su m ers want to make a
gre a ter pers onal ef fort to redu ce cl i m a te ch a n ge . This means
that brands need to pin their moral colours to the mast.
Re s pon s i bi l i ty for the com mu n i ty has taken su ch preceden ce
that 18% of con su m ers have said that they are more likely to
su pport soc i a lly ethical and envi ron m en t a lly re s pon s i bl e
bra n d s . With high net worth indivi duals the trend goes furt h er,
with 48% saying that they want to su pport bra n d s , p rodu ct s

and servi ces that dem on s tra te a values agen d a. It is cl a i m ed
this is why Wa i trose is con s i s ten t ly vo ted as Bri t a i n’s favo u ri te
su perm a rket , de s p i te on ly con tro lling 6% of the market .

Th ree Ts – Trut h , Tra n s p a rency and Trust – are essen ti a l ,
but also ra ted by con su m ers as the qu a l i ties least likely to be
found in lu x u ry bra n d s . Re s e a rch indicated that 25% of lu x u ry
con su m ers would be wi lling to pay 20-40% more for produ ct s
with the three Ts guara n teed. Fa s h i on brands were vi ewed as
being the least likely to em brace the three Ts , but each fashion
brand con su l ted said that it would be unwi lling to sign up to a
va lues ch a rter as it could not guara n tee that each step of i t s
s o u rcing and produ cti on could be con tro ll ed to this degree .

People want to know the ‘b ack story ’ on their produ cts –
not just in terms of produ cti on , but also the com pon en t s . Th e
Futu re Labora tory cited the buzz ph rase as A L E RT: Aut h ori ty,
Le aders h i p, Et h i c s , Re s pon s i bi l i ty and Tra n s p a ren c y.

The message coming from con su m ers is that exclu s ivi ty is
no lon ger important and conspicuous excess is old hat. It is
n ow abo ut inclu s ivi ty, giving back and brands that ad d
meaning to our live s . The things that are va lu ed are knowl ed ge ,
va lu e , ex peri en ce and ra ri ty. Less is the new more .
w w w. t h e f u t u r e l a b o r a t o r y. c o m

Julia Hailes MBE, Sustainability Consultant & Author, New Green Consumer Guide Changing the world
Julia Hailes cautioned that actions need to be linked to impact:
consumers need to understand the issues. Every consumer
decision has an impact on the environment. She pointed out
that the products and issues are now radically different from 10
years ago and the issue now is getting the best products rather
than choosing the perceived green option – which may in fact
be less green than it seems.

The three key factors in improving the situation are  
1 Individuals making changes, 2    Manufacturers and retailers
changing and 3  Government legislating. Julia suggested that the
important thing was not boycotting products but setting the
agenda and lobbying manufacturers. As an example, the average
person buys eight T-shirts each year, however textile recycling
has collapsed in the UK. The solution is that either disposable

fashion needs to be recyclable or fashion needs, ironically, to be
more enduring.

Changes also need to be made in production. In the US
cotton crops account for 4% of land use, but 25% of all
pesticides. An alternative would be hemp, which uses fewer
chemicals and less energy, water and land to grow. Marks &
Spencer has taken a step in the right direction by banning 56
chemicals from its dyes and removing effluents from them
before releasing them into the environment.

Luxury brands have the money, innovative force and the
designers to lead from the front and should see it as an
opportunity. Where they lead others will follow and the changes
will trickle into the marketplace at lower levels.
w w w. j u l i a h a i l e s . c o m

PANEL  The media view Moderated by Giles Gibbon, Founder, Good Business
GG: What needs to be done?
S a rah Mi ll er, Ed i tor, Condé Nast Travell er: The fashion indu s try
won’t ch a n ge but ed i tors need to ad d ress the power of
con su m eri s m , en co u ra ge good beh aviour and stop being cynical.
Jo Fa i rl ey, Bea uty Jo u rnalist and Fo u n der, Green & Bl a ck : Th e
ch a ll en ge for the media is to make this som ething beyond a fad .
If it is too fashion a ble it wi ll become unfashion a ble at some poi n t
in the futu re . We need to live like our gra n d p a rents and con s erve .
The media don’t see anything beyond the next issue and need to
t a ke more of a lon g - term vi ew.
Jeremy La n gm ea d , Ed i tor, Wa ll p a per: The hardest group to
re ach are the early 20s as they don’t re ad news p a pers . Th e
n ews p a per covera ge of these issues has been fantasti c . But
covera ge has to be pre s en ted in a way that appe a l s , h owever fad dy

this may seem .
GG:  Can co m panies help by innova ti o n ?
J L : Ye s , i f t h ey keep innova ti n g, people wi ll keep buyi n g. G ood
de s i gn is du ra bl e , and can be re - u s ed ra t h er than just discarded .
J F : I want them to invent an i-Mag wh ere I can have every
m a gazine in el ectronic form on a screen that is as easy to hold as
an maga z i n e . It would save paper and tra n s port a ti on costs and I
wo u l d n’t have a pile be s i de my bed! 
S M : I would like to see more re s t a u rants like Café Konstam in
Ki n g’s Cross wh ere all food is sourced from within the M25. Th e
lu x u ry indu s try has so mu ch to of fer due to the tri ck l e - down
ef fect that occ u rs .
J L : Maybe inste ad of s elling a new style of bag each season
brands could sell a new pendant to attach to it to update it, but
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Jeffrey Miller, Creative Consultant and Luxury Briefing columnist    The world of illusion
Jef f rey Mi ll er began by re ading an exert from the book A New
Ea rt h by Eck h a rt To lle on the po tency of f l owers . He advi s ed
that we should all have flowers in our of f i ce as this “reboots the
rooms and cleans that atm o s ph ere . With flowers in the room
c re a tivi ty wi ll bl o s s om .” He urged us to rem em ber the be a uty
of the natu ral in the search for cre a tivi ty. This is what cre a ti on
is abo ut – not pri ce and the illu s i on of lu x u ry and pro s peri ty.

He then advi s ed us to re ad Ph a n t a s m a go ri a by Ma ri n a
Wa rn er, and watch Mountain Pa trol – a film abo ut defen d i n g
Ti betan antel opes against the s h a too s h c ra ze at its hei ght and
the first anti - lu xe movi e . Con trast these with the excesses in
the recent Ma rie An to i n et te and the con s equ en ces of
conspicuous con su m pti on . Also free yo u rs el f f rom the myt h s
by re ading Re scue From Do m e s tic Perfe cti o n by Dan Ho.

Shift is happen i n g, ‘greedl ock’ is dissolvi n g. It is like an
ex p l o s i on of s cent from all the flowers around and a

progre s s i on of the floweri n g.
Re ad The Au d a ci ty of Hope by Ba rack Ob a m a . Find the

goodness within and all ow it to em er ge . Th ere is mu ch
goodness that we have that we don’t even recogn i s e . Ma j or
brands are re s ponding to this. Fed Ex is em bracing hybri d
veh i cl e s , Mc Donalds is looking after the wel f a re of ch i cken s ,
S t a rbu cks is su pporting clean water and su s t a i n a ble agri c u l tu re
proj ects and Ti m berland is planting trees to rep l ace forest lost
to its leather- provi ders .

This is the first time there has been su ch a mass move
tow a rds goodness that’s not rel a ted to rel i gi on in the history of
hu m a n i ty. This is not a fad . Th ere is no ti pping point – that is
an illu s i on . Shift happens – but it takes ef fort . Wh ere are the
lu x u ry brands in all this? Th ey have ideas just waiting to
bl o s s om !
Contact via Luxury Briefing

Timothy Ryan, Director, Brand Marketing, AOL    Luxury in the digital age: the need to engage
Tim Ryan reminded us that Google allows people to find out
practically anything they want. This means that politicians and
brands can no longer hide. However people find not just what
you have put there but also what others have written – whether
it is true or not. The balance of power is shifting to consumers.

This is only going to get worse as media convergence takes
place – soon all media will become digital and as soon as things
are properly digitised, search engines can find them. However
digital media is a valuable promotional tool. Consumers want to
engage with brands – not be interrupted by them. They are also
choosing how they interact. The Honda website does a
particularly good job of this.

Di s c u s s i on is also important for the user. An on l i n e
d i s c u s s i on forum can gen era te hu ge stri n gs of com m en t .
However this means that con trol is lost as con su m ers take over.
Corpora te bl ogging can also be used , but there are ru l e s : 1 Keep

it simple 2 Keep it relevant 3 Keep it up-to-date 4 Don’t be
afraid of criticism 5 Use it as a way to humanise your company.

Digital media is now another part of the marketing mix.
Consumers expect to see expensive, glossy advertising
campaigns, but digital media can communicate other key
elements of the brand – and be more up-to-date. Ermenegildo
Zegna and Howies both use websites well to communicate their
environmental credentials. Use digital in the way you would
once have used press releases – speak to your digital team about
what you can do. The possibilities are endless.

Points to remember with digital communication: 1 You are
no longer in control 2 The future of brands is about
engagement 3 Don’t hide your good deeds 4 The consumer
wants to know more about you than you think 5 Di gital is yo u r
f ri en d . E m brace the po s s i bl i ties and be cre a tive .
w w w. a o l . c o m

Serge Dive, Founder of ILTM and Beyond Luxury    Luxury: from excess to philanthropy
Ser ge Dive poi n ted out that by its very def i n i ti on lu x u ry has
trad i ti on a lly been abo ut the non - e s s en tial and exce s s ive . At the
same time it is abo ut be a uty and should not be abo ut guilt. Th i s
is why ‘ P h i l a n t h roc a p i t a l i s m’ is a current bu z z - word . It give s
people a sense of ph i l a n t h ropy while they con su m e . However
P h i l a n t h rocapitalism is not just abo ut giving to ch a ri ty. It should
be vi ewed as a business model in its own ri gh t . P h i l a n t h ropy is
n ow a con su m er marketp l ace . The futu re is with the yo u n ger
gen era ti on who wi ll ch oose the brands that con tri bute to thei r
i deals and be vocal abo ut what they want from them .

Wealth is growing and there is no altern a tive to capitalism. It

is natu ral that there is going to be a shift bet ween what peop l e
n eed and what people want and lu x u ry is con s t a n t ly cre a ting new
myths of be a uty and escapism to sell . In the late 1980s a new era
began wh ere lu x u ry became abo ut the ex peri en ce as well as the
produ ct . This was bro u ght abo ut by the Ba by Boom er gen era ti on
who had different ideals to their paren t s . We are now in a new
phase wh ere lu x u ry is abo ut sel f - actu a l i s a ti on and living a
f u l f i ll ed life ra t h er than being abo ut social upgrad i n g. It is less
a bo ut the brands and the lu xe fe a tu res and more abo ut the power
to pursue passion s .
w w w. b e y o n d l u x u r y. c o m ➛

ch a r ge more for the ori ginal bag as part of the less-is-more shift.
GG:  What about the depriva tion factor? Is it nece s s a ry ?
S M : Lu x u ry isn’t abo ut a qu i ck fix. It’s a qu a l i ty of ex peri en ce
i s su e . People could take the Ori en t - Ex press inste ad of E a s yj et to
re ach some de s ti n a ti on s . What we need to worry abo ut is wh en
the low - cost boom hits India and Ch i n a . People are not going to
s top flyi n g, wh a tever we do.
J L : Ho l i d aying in this co u n try is likely to become more pop u l a r,
even though it’s more ex pen s ive than abroad , as many now hate
the whole flying ex peri en ce , wh i ch just seems to get wors e .
GG:  Have the media done a good job of telling the sto ry ?ck a gi n g
J F : Th ere has been a lot of covera ge of events like the Stop Cl i m a te
Ch a n ge march wh ere Ra zorl i ght and KT Tu n s t a ll took part .
J L : People are alw ays intere s ted in new stories and there are a lot
of i n tere s ting facets to this su bj ect .

GG co m m en t s : Th ere has to be a way of com mu n i c a ting that
brands are pursuing intere s ting initi a tive s , and the media provi de
t h i s . It then tra n s l a tes into sales for the bra n d s . s el ective 
GG:  What el se can they do?k a gi d i s tri bu ti o n .
J L : Report on the intere s ting things out there . Th ere are many
young de s i gn ers tackling this issue but they don’t get hu ge
covera ge . Wa ll p a per is looking at this in rel a ti on to the Mi l a n
De s i gn Fa i r. The media can use its ex pertise to make a differen ce .
J F : At the mom ent Green is merely portrayed as being the nex t
pen du lum swing after Bl i n g, but the message has to be en du ri n g.
S M : The power of brands at this con feren ce is ph en om enal – the
people in this room could make a hu ge differen ce . It wi ll happen
s l owly at first but then there wi ll be a hu ge rush of acti on . Yo u
c a n’t beat re aders over the head , and the media can’t wri te stori e s
a bo ut po s i tive acti on if the brands aren’t doing it in the first place .



PANEL  Walking the talk: making responsible luxury pay     Moderated by Jonathan Ford, Director, Pearlfisher 

JF: How can you be ethical and su cce s sfu l ?
Roo Rogers , Fo u n der, O ZOCa r: Wh en we started we tri ed to
gain business by approaching we a l t hy insti tuti on s . Th e s e
companies put envi ron m ent second and so we had to make su re
that the produ ct was re a lly good .
Robert Ca l c ra f t , Fo u n der, Ren Sk i n c a re : You can’t get aw ay wi t h
producing som ething less good than the non - et h i c a l
co u n terp a rt s . Produ ct is key and we make ours just as lu x u ri o u s
as the others – we just avoid certain ingred i en t s .
Ju s tin Fra n c i s , Fo u n der, w w w. re s pon s i bl etravel . com : Peop l e
can have both a good time and an aut h en tic ex peri en ce , and it
can be very ben eficial to the local com mu n i ty.
JF: How do you ba l a n ce desire and vi rtu e ?
RC : It’s hard work finding a produ ct wh i ch is what we want it to
be but wi t h o ut sac rificing our pri n c i p l e s .
R R : I thought that set ting this up would be more difficult than it

has been . The envi ron m ent has been a good business as from
sales to rec ru i tm ent we find that people are very re s pon s ive to
what we are doi n g.
J F : Ca lling ours elves Re s pon s i ble Travel could have been a de a t h
k n ell , but it has worked . The people who are attracted to our
com p a ny are very po s i tive abo ut what we are doi n g.
How can you re co n cile the el em en t s ?
J F : You have to make the whole of your business abo ut
re s pon s i ble lu x u ry – it can’t just be a proj ect . Don’t start shouti n g
a bo ut what yo u’re going to do until yo u’ve done it. However green
your proj ect s , t h ere’s no point if the core of your business s ro t ten .
RC : Con su m ers smell a rat if you are cynical. You have to bel i eve
in what you are doing and fo ll ow it thro u gh wh o l eh e a rtedly.
R R : Mu ch of what is out there is greenw a s h i n g. I ’ve done a lot of
con sultancy and noti ced this. You need to come up with a simple
re s ponse that genu i n ely work s .
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AA Gill, Columnist, Sunday Times    This is what I think

In determining what we eat, econ omics are the dominant factor
but some people tend tow a rds buying on pri n c i p l e s .

One of the problems with the organic movement is that it
has become devalued due to poor standards. It needs to promote
better practice across the board. Another difficulty the food
industry faces is that control is now being taken out of the hands
of the farmer and being grasped by residents of Notting Hill.
True luxury is about proper animal husbandry and diversity of
species and it is the farmers who understand this properly.

Th ere has also been mu ch talk abo ut food miles. We need to
rem em ber that Britain was a merc a n tile nati on and that mu ch

of the food that we classify as being very Bri tish is actu a lly from
overs e a s , tea and the spices we use being prime ex a m p l e s . Let’s
not get rid of overseas food : l et’s just find more sen s i ble ways of
get ting it here . Buying food from overseas nati ons also hel p s
devel oping co u n tri e s . One of the bi ggest issues is that we need
to be wi lling to pay more for things .

Lu x u ry is not a bad thing that should be frown ed upon or
c u rt a i l ed for the sake of ph i l a n t h ropy. One end of human life
should not be re s tri cted to aid the other end that does not have
the same means. This approach is too simplistic and life doe s n’t
work like that.

Robin Wight, Chairman, Engine Group    How to flaunt your Peacock’s Tail in the new eco-system of luxury branding

Robin Wight based his presentation on the Peacock’s Tail theory.
The idea concerns the battle between the genetic mind and the
cognitive mind. The genetic mind is what attracts us to luxury:
it makes us responsive to peacock-like displays of excess as we
are biologically programmed to be drawn to evolution of status
and evidence of fitness. It shows one person to be more
genetically able than another as they can be afford to be
wasteful, be it of time or material items.

The cognitive brain tells us that it is wrong to be wasteful
and counteracts the wasteful tendencies of the genetic brain. The
cognitive brain responds to green signals, good citizenship in
brand behaviour and the sponsorship of worthwhile projects.
However there is still an element of display in this – the most
popular ‘green’ purchase in B&Q is an energy-producing
windmill, which is only the 6th most useful thing householders

can utilise in helping conserve energy. It is more about show and
status than changing the planet.

In the same way companies can signal that they are citizen
brands. Putting social issues at the front of the business agenda
is good for business. Throughout history, donation and
patronage has always signalled status – now altruism has a
similarly impactful end. It’s about being able to afford to be
altruistic. The genetic and cognitive mind grapple over the issues
of consumption, donation and abstention but in the case of all
of these issues it is still about being conspicuous and signalling.

The genetic mind can be overruled by the cognitive mind
and what we know is good for us can take precedence over what
we are genetically programmed to do – contraception is the
classic example of this. Equally a new school of great products
could take the place of the old, arguably wasteful style of luxury.

POSTSCRIPT

At the end of the day, C h ris Sanderson of The Fu tu re
La b o ra to ry ch a ll en ged the audien ce to see how mu ch cash cou l d
be ra i sed in five minu tes for Trees for Ci ties (se e
w w w. tre e sfo rci ti e s . o rg ). The total managed was £367 wh i ch
means that a tree wi ll be pl a n ted in Ken n i n g ton Pa rk SE11 wi t h
a plaque co m m em o ra ting the Re s po n s i ble Lu x u ry even t . T h e
ba l a n ce of the money wi ll all ow for 57 trees to be pl a n ted in a
d e - fo re s ted area of Peru .

THE MAY FAIR
The Co n feren ce was held in the May Fair hotel . The property,
wh i ch is own ed by the Ra d i s son grou p, has re cen t ly re - open ed
h aving be en the su bje ct of a £70m ref u rbi s h m en t . Lo c a ted in
Stra t ton Stre et , betwe en Pi cc a d i lly and Berkel ey Square , it is
one of the few hotels in the Bond Stre et area to of fer – in
a d d i tion to the 295 roo m s , d ay spa and re s t a u rant – a fully -
e q u i pped pre sen t a tion theatre / ci n ema for up to 200 pe ople and
a function room for a similar nu m ber.


