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It is well known that a fashion business must negotiate with a plethora of stakeholders, all of whom influence the company: trade unions, manufacturers, promoters, retailers and sellers, partners, and so on (Tran, 2015). Stakeholder considerations are an elicitation output that can be used to validate elicitation outcomes, define assumptions and limitations, determine organizational readiness, and define the business case (Brandenburg, 2010). However, it would be irrational to ignore that the fashion industry is the world's second most polluting industry. Therefore, the concerns of the stakeholders revolve around the sustainability of a business, more specifically, the environmental pollution produced by them and the labour exploitation.

Yves Saint Laurent is a French luxury fashion house created by Yves Saint Laurent and his partner, Pierre Bergé. It was founded in 1961 and has since become one of the world's most influential fashion houses, renowned for its modern and classic pieces. Saint Laurent now sells women's and men's ready-to-wear, leather goods, watches, and jewellery (Wikipedia, 2021). Saint Laurent's rivals are owned by two luxury companies: the Gucci Group and the LVMH Group. Gucci Group's rivals include Alexander McQueen, Bottega Veneta, Versace, and Gucci. These apparel brands all sell similar merchandise at comparable prices (Knight, 2018).
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As it has been stated before, the main concerns of the stakeholders of the fashion industry are labour conditions and environmental pollution. 

For several years, Saint Laurent and other fashion brands have secretly relied on Indian embroiderers for their products, relying on their skills while providing little in the way of job security. They worked without health insurance in a multi-room warehouse with caged windows and no emergency escape, earning a few dollars per day completing subcontracted orders for foreign designers. When it got dark, some people sleep on the floor. They were not hired by a factory used by quick fashion brands, whose business model is based on making fashionable clothes as cheaply as possible and whose supply chain challenges were highlighted in 2013. The Rana Plaza factory collapse, the worst garment industry accident in history, killed over 1,100 Bangladeshi employees at the time (Kai Schultz, 2020). In reaction, the Utthan Pact was drafted in 2013, and this agreement established goals for Indian export houses. Yves Saint Laurent agreed to the agreement, and in response to the claims, the brand has issued legal documents, which can be found on their website (www.ysl.com). According to their argument, there is a strong responsibility and reliance on managers and staff to never be tolerant of forced labour (Yves Saint Laurent, 2015). They claim to have taken measures to raise employer's recognition and enforcement of slavery, and they are advised to disclose violations of the code of ethics. The report often refers to The Kering Group’s policies and dives briefly into how they discourage unethical labour conditions (Yves Saint Laurent, 2015).

Due to a lack of evidence, the company's so-called taken measurements are inadequate and inefficient. An assertion followed by a lack of progress is a type of persuasion that is embedded in the company's desire for consumers. Yves Saint Laurent does not make available to the public any images of the workplace or legal documents containing details on the wages of their employees. As a result, the public has no means of telling whether their declarations are accurate or not, given the fact that the enforcement of atrocious labour on eastern cultures is well established.

Yves Saint Laurent is no stranger to the topic of environmental degradation. Temporarily, the emphasis will be on regulations that the organization has neglected and violated. One of the latest events is that the company has scheduled a runway exhibition in Malibu (The Spring/Summer 2020 Menswear Show). The event took place at a secret beach named Paradise Cove. Residents and city officials allege Saint Laurent breached a series of environmental laws that protect Malibu's delicate natural resources, including grunion, a species of fish that was due to spawning on the sand that evening. People were outraged due to propping up a boardwalk across the beach with plastic sandbags, illegal in the county, according to Matt Meyerhof, spokesperson for Malibu City Hall. This concern has been raised with the CEO of Kering (the parent company of Yves Saint Laurent), but no further public statements have been made (Binkley, 2017). 

Yves Saint Laurent manufactures and sells cosmetics in addition to clothes and jewellery. From the development stage until the end of the product's lifecycle, the organization has designed products to mitigate its environmental impact. On its website, they offer more information about the eco-design commodity, the sustainable consumer interface, and the production and transportation process. In its words, by 2020, 93% of the goods they provide are designed with the environment in mind (Yves Saint Laurent, 2020).

As by 2021, Yves Saint Laurent manufactures bags made from natural leather. Yves Saint Laurent Beauty is, also, not cruelty free. When allowed by statute, YSL Beauty pays for and requires its cosmetics to be tested on animals. YSL Beauty also sells its products in mainland China, where animal testing is needed for most imported cosmetics.  (Vy, 2020)
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A SWOT analysis is a list of a company's advantages, disadvantages, opportunities, and threats. The main goal of a SWOT study is to assist companies in developing a complete understanding of all the aspects involved in making a business decision. (Sarsby, 2016)

Strengths (Lutz-Tveite, 2011)

- Strong artistic imagination and concept ideas.
- The historic distinction of being the first haute couture house to produce ready-to-wear. 
- Long-lasting developments include permanent collections. 
- A pivotal moment in women's wear, with classic pieces such as "le smoking tuxedo" - Saint Laurent is successfully transforming into an emerging market leader. 
- Markets that enable the brand to expand its retail footprint.
- Sustainability is built into the Kering Group's DNA to build credibility and a strategic edge. 
- Strong promotional imagery, with Cara Delevigne as the face of Saint Laurent. 
- Financial assistance from the Kering Group.
- Yves Saint Laurent Beauty uses biodegradable packaging and takes a thoughtful approach to be more environmentally conscious.

Weaknesses (Bhasin, 2019)

- The branding is ambiguous. 
- In terms of digital competition, we are not competitive. 
- Repositioning can influence consumer equity and retention. 
- Not as well-known as other luxury brands such as Gucci. 
- There is no software for Saint Laurent goods. 
- With the large number of leather products they make, Yves Saint Laurent is well renowned for animal cruelty. 
- The corporation would not offer useful updates to stakeholders to keep them informed about the labour process. 
- L'Oreal is Yves Saint Laurent Beauty's "parent." L'Oreal continues to use animal research on its cosmetics to this day.
- Since Yves Saint Laurent Beauty is sold in China, laws require that any of its cosmetics be tested on animals; Yves Saint Laurent is not a cruelty-free brand.

Threats (Bhasin, 2019)

- New entrants into the industry. 
- Surprising rivals on the high street because of the "democratisation of luxury" 
- A volatile economy with previous recessions. 
- Counterfeiting jeopardizes product quality.
- People may begin boycotting YSL goods due to unethical production conditions, environmentally harmful runway shows, and the company's beauty brand's lack of veganism.

Opportunities (Studd, 2013)

- Build interactive channels such as apps. 
- Work with the high street to make the company more accessible to younger customers. 
- Expanding into new developing markets, such as India.
- Expand in existing markets such as Europe, Japan, and the United States. 
- Rapid expansion of affluent and middle-class industries. 
- Enhance its CSR policy. 
- Improve the consistency of the company's logo.
- Adopt fake leather and furs for their products.
 - Stop animal tests for their beauty line, to increase the reputation and ethical standards in the eyes of its stakeholders. 
- Significantly change working practices.
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Consumers tend to make purchases that reflect their ideals, which also means purchasing from organic brands on intent. Organizations must implement sustainability strategies and communicate their actions and outcomes transparently to engage with these new consumers and create trust (Piunno, 2020). The “eco-fashion” environment is intriguing, and several brands are struggling in it. The word – and those synonymous with it, such as ethical fashion, sustainable fashion, and green fashion, among others – carries a lot of baggage. For several years, eco-fashion was widely regarded as a commodity for hippies rather than upscale fashion shoppers. Few companies are delivering results in as effective (and interesting) a manner as Kering in a market full of greenwashing and promises of sustainability based on little – if any – substantive action, all aimed at enticing in-the-know millennials to shop (TFL, 2017). Considering Yves Saint Laurent as a part of the Kering Group, marketing competition is hardly a concern for this brand. It receives just enough money, to create new products and develop new ideas. Even if Yves Saint Laurent's clients are 25 to 35-year-olds with little environmental awareness, if the company wishes to expand its retail scope to younger customers by cooperation with the high street, it must consider the need for organic and cruelty-free manufacturing. Sustainable marketing can result in higher-value goods, profitable purchases, and happy consumers through long-term, well-thought-out strategies. A long-term marketing plan would give you the time you need to develop your company and retain profits without resorting to fads (Olando, 2020). 

Yves Saint Laurent should hold itself accountable for its labouring process, which is not being talked about enough. Indeed, Yves Saint Laurent is a member of L'Oreal, as it has been stated before and most of its products, such as nail polishes and eye shadows use mica, a sparkly pigment in cosmetics that gives products an iridescent sheen. It is mined in largely unregulated, unhealthy environments where labour standards are not applied. According to the Centre for Research on Multinational Corporations, Jharkhand and Bihar, India, supply 25% of the world's mica. 22,000 children work in mica mines in these two states and are as little as four to five years old (Kavy, 2019).
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Even though Yves Saint Laurent is a successful brand, it should not overlook the possibility of reaching a larger market and developing new ideas and branding designs to ensure the brand's long-term viability. Therefore, to fit up to date regulations and recommendations, Yves Saint Laurent should stop or at least minimise animal testing, expand in Europe and interrupt its beauty affiliates from East Asia, strive for ethical workplaces and ways of sourcing the company. Certainly, there is an atrocious number of problems that need to be addressed, at least by the CEO of Yves Saint Laurent, if not by the CEO of Kering. Changes must be done, as the market is striving for more sustainability, and for Yves Saint Laurent to attract more customers. Indeed, sustainable fashion is just as expensive as high-end fashion, due to high production costs, therefore the name of the brand will not descend, nor the profit, as prices can always be raised, due to lack of limited budget coming from the customers.


[bookmark: _Toc70341522]References

Tran L., Fashion Forward, 5 Project Management Lessons For The Fashion Industry, Inloox, [Online] Available at: https://www.inloox.com/company/blog/articles/fashion-forward-5-project-management-lessons-for-the-fashion-industry/ [Accessed 19 April 2021].

Brandenburg L., 2010, Bridging the Gap, Capture Stakeholder Concerns [Online] Available at: https://www.bridging-the-gap.com/capture-stakeholder-concerns/ [Accessed 19 April 2021].

Wikipedia, 2021. Wikipedia, Yves Saint Laurent (brand). [Online] Available at: https://en.wikipedia.org/wiki/Yves_Saint_Laurent_(brand) [Accessed 19 April 2021].

Knight I. C., 2018, Isuu, YSL BRAND REPORT, [Online] Available at: https://issuu.com/isacusickknight/docs/ysl_brand_report [Accessed 19 April 2021].

Schultz K. et. al., 2020. The New York Times, Luxury’s Hidden Indian Supply Chain. [Online] 
Available at: https://www.nytimes.com/2020/03/11/style/dior-saint-laurent-indian-labor-exploitation.html [Accessed 19 April 2021].

Yves Saint Laurent, 2015. Saint Laurent. [Online] Available at: https://www.ysl.com/en-us/legal-notices/name/transparency-in-supply-chains.html [Accessed 19 April 2021].

Binkley C., 2017. VOGUE BUSINESS, Saint Laurent incident underlines environmental cost of fashion shows. [Online] Available at: https://www.voguebusiness.com/fashion/saint-laurent-resort-mens-spring-summer-2020-malibu [Accessed 19 April 2021].

Yves Saint Laurent, 2020. Yves Saint Laurent, Environmental Promises [Online] Available at: https://www.yslbeautyus.com/environmental-promises [Accessed 19 April 2021].

Vy, 2020. ethical elephant. Is Yves Saint Laurent (YSL) Beauty Cruelty-Free? (What You Need to Be Before You Buy!) [Online] Available at: https://ethicalelephant.com/is-ysl-cruelty-free/ [Accessed 19 April 2021].

Bhasin H., 2019. Marketing91, SWOT Analysis of Yves Saint Laurent. [Online] Available at: https://www.marketing91.com/swot-analysis-of-yves-saint-laurent/ [Accessed 20 April 2021].

Lutz-Tveite M., 2011. Yves Saint Laurent Brand Analysis

Studd C., 2013. YVES SAINT LAURENT

Piunno A., 2020. GE Current, 3 Reasons Sustainable Brands Are The Future. [Online] Available at: https://www.gecurrent.com/ideas/3-reasons-sustainable-brands-are-the-future [Accessed 20 April 2021].

Olando, 2020. Neoseven, Why Is Sustainable Marketing Important Now More Than Ever. [Online] Available at: https://neoseven.co.uk/2020/05/15/why-is-sustainable-marketing-important-now-more-than-ever/ [Accessed 20 April 2021].

TFL, 2017. The Fashion Law, There Is More to Kering’s Sustainability Report Than Meets The Eye. [Online] Available at: https://www.thefashionlaw.com/there-is-more-to-kerings-sustainability-report-than-meets-the-eye/ [Accessed 20 April 2021].


Kavy K., 2019. Medium, Child Labor. The Ugly Truth About The Beauty Industry . [Online] Available at: https://medium.com/@kavithakavy/child-labor-the-ugly-truth-about-the-beauty-industry-748974833d36 [Accessed 20 April 2021].



1

image1.jpeg
WESSAINT/AURENT




