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PURPOSE 

TRENDS



ASK YOUR QUESTIONS
PROGRESSIVELY,

I WILL ANSWER 

THEM AT THE END



A YEAR OF STORMS

PANDEMIC BLACK LIVES MATTER BREXIT QANON



COMMITMENT AS A NECESSITY



85% of gen Z believes brands should be about 
something more than profit (3)

“2020 was the year that ‘purpose’ went mainstream.”
Forbes

40% of consumers are already purpose-driven in their 
purchases (2)

AND PURPOSE AS A STANDARD



REINVENTING BUSINESSES AT THEIR CORE

Vinci group shareholders voting about 

climate and environmental transition

Chloé: purpose at its core, with 

initiatives such as a social profit 

and loss account



A BIGGER PRESSURE ON ALL ASPECTS

Moralscore, Did They Help, MyLabel

FORMULA+PACKAGING CSR & BRAND VALUES

Yuka in 2021



#1 THE NEW NORMAL

THE SAFETY EMERGENCY
#2 BUSINESS NOT AS USUAL

THE SOLIDARITY SHIFT
#3 THE CIVILIZATION REBIRTH

THE SYMBIOCENE SOCIETY
#4 FROM NICHE TO MOVEMENT

THE INCLUSIVITY REVOLUTION



#1
THE NEW NORMAL 

THE SAFETY EMERGENCY



AGILITY FOR SAFETY

LVMH

Nike x Oregon Health & Science University



REASSURING ABOUT PRIMARY NEEDS

Cottonelle x United Way

McDonald’s x NTF



SUPPLY CHAIN TRACKING

Walmart China x PWC x VeChain

Doorz platform, by Joone



DESIGNING SAFE BUT SIMPLE PATHWAYS

Walgreens



FIGHTING FOR A SAFE FREEDOM

Virgin Money Unity Arena
Amadeus

Benefit x Lily Vanilli x Deliveroo



INSPIRING RESPONSIBLE BEHAVIORS

Go Near by Airbnb

Chamatex x Salomon x Zebra



RELIABLE INFORMATION? THE NEXT BATTLE

Birdwatch by Twitter

Gucci & WHO



#2
BUSINESS NOT AS USUAL

THE SOLIDARITY SHIFT



“The price attached to human life is higher than before” 
Ariel Colonomos, political scientist, specialist in international standards

82% % of US gen Z says that brands should leave
aside their differences and work together for the greater good (2)

71% agree that if they perceive a brand is putting 
profit over people, they will lose trust forever (1)



A NEW ERA OF COOPERATION

French President Macron x McFly and Carlito 



BOOSTING MOODS: THE EMPATHIC MARKETING

Courrèges

Valentino x We’re Not Really Strangers



PEOPLE (OVER PROFITS) IN PRIORITY

Maif

Decathlon



Burger King

THE RISE OF BUSINESS SOLIDARITY

Monoprix



Adidas

THE BIRTH OF CO-PURPOSING

Auchan



#3 
THE CIVILIZATION REBIRTH

THE SYMBIOCENE SOCIETY



AT A TIPPING POINT 

ABOUT ENVIRONMENTAL CONSCIOUSNESS

74% around the world are willing to pay more for 
sustainable packaging (2)

+4550% search interest in ‘how to live a sustainable’ 
lifestyle in June 2020 (1)



The current period when the human being
brutally dominates the Earth, exploits it and destroys it

The coming era where humans will live in 
symbiosis with nature, where the footprint 
of humans will be reduced to a minimum

FROM ANTHROPOCENE TO SYMBIOCENE CIVILIZATION 



Alba, by UsTwo Games

EDUCATING TO NATURE RESPECT

WaterBear



Weleda

RECONNECTING PEOPLE & PLANET



THE CIRCULAR COMMERCE

Coles Local

Sephora



THE RISE OF SUSTAINABLE E-SHOPPING

Climate Pledge Friendly, by Amazon



Chanel

THE ADVENT OF THE IMPACT INVESTMENTS



POSITIVE IMPACT BRANDS

Microsoft

Umaï



#4 FROM NICHE TO MOVEMENT

THE INCLUSIVITY 

REVOLUTION



NO MATTER THE PANDEMIC

A WORLDWIDE MOVEMENT



REWRITING CULTURE

Unilever

Disney



NEW SYMBOLS FOR A NEW SOCIETY

Typography by Tristan Bartolini



TRUTH OVER BEAUTY DIKTATS

#Filterdrop



NEURO-DIVERSITY: THE NEXT INCLUSIVITY

Love on the Spectrum



INTERSECTIONALITY, THE NEXT SINGULARITY



AND MORE



CO-DEVELOPING PURPOSE

Veolia

CO-CREATING DECISIONS

AExME Council by American Eagle



WORD TO REMEMBER

INTERDEPENDENCE



FUTURE FOR BRAND PURPOSE

“The Brand Purpose is over!

Nowadays all brands claim 

very high moral, citizen and environmental standards.

While in lockdown, we realized that 

buying doesn't make us happier. 

The brand who will accompany 

me to be in better health, more 

connected, more loved cannot 

be wrong” Thomas Kolster



THANK 

YOU
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