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“I have always felt that 
the House is at its best 

when it is united.”

quotable

— Michael Martin, the speaker of Britain’s House 
of Commons, announcing that he will step 

down in response to mounting pressure over the 
expenses scandal of MPs.  
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Is sustainable luxury 
sustainable?

princess@work businesslife | BY  EMILY TAN |

Feeling cranky in the mornings? Perhaps 
you’re being kept awake at night by 
the state of the world’s economy. If so, 

you’re not alone. A survey has shown that 
the average manager sleeps 19% less than 
the recommended eight hours a night, and 
of those surveyed, 40% blame the economic 
crisis for their lack of sleep.

The recent study by Royal Philips Elec-
tronics surveyed 2,500 managers in the UK, 
Germany, the US, Japan and the Netherlands 
on their sleep habits and the impact of sleep 
on health and quality of life. The online poll 
was conducted in March. 

Sixty-one per cent of respondents said 
lack of sleep had negatively impacted their 
work. Fifty-eight per cent reported being 
less able to concentrate; 51% said 
they had less patience; 49% had 
less enthusiasm; and 25% said it 
impaired their judgement.

It’s not just work that suffers 
— 34% of respondents said lack of 
sleep negatively affected their family 
relationships; 25% said it affected 
sexual relationships; and 19% said 
it affected friendships.

On average, each respondent 
estimated 6.2 days per year were 
impacted by inadequate sleep — cost-
ing companies around the globe 
millions. In the UK, 6.7 days per 
year are affected by lack of sleep, 
causing companies to lose nearly 
£850 (RM4,607) in productivity 
per manager per year. The study 
estimated that with 4.3 million managers 
in the UK, the cost to the economy could 
be as high as £3.63 billion a year.

The US economy is taking a toll on man-
agers there. The study found that Ameri-
can managers are more likely than other 
nationalities to lose sleep through stress at 
work, with 30% citing it as the reason they 
wake up at night. They are closely followed 
by Germans (27%), Britons (24%), and 
Japanese (20%). 

Another reason why Americans are hav-
ing trouble falling asleep — taking up to 
26 minutes to nod off — is that their men 
lead the world in snoring, with 29% snor-
ing every night. 

However, Japan, where economic growth 
has shrunk for the last four quarters, has the 
most number of sleep-deprived managers, 
with 97% sleeping less than eight hours a 
night. While 20% of managers surveyed 
admit to work-related stress keeping them 

awake, other causes for their insomnia 
remain a mystery — none of them ever 
discuss their sleep patterns with managers 
or colleagues, compared with the global 
average of 30%. 

“People lose sleep either because they can-
not sleep (insomnia) or because they are not 
setting aside enough time for sleep — both of 
which can happen because of work-related 
stress in the current economic environment,” 
says Dr David White, chief medical offi cer for 
Philips Home Healthcare Solutions. Philips is 
a leader in the sleep management market and 
the treatment of Obstructive Sleep Apnea. 

“People need to take sleep more seri-
ously,” adds White in a May 18 press release 
about the report.

Most managers are fully aware of the 
negative effects brought about by sleep dep-
rivation, says the report. Almost all (96%) 
recognise that inadequate sleep can seriously 
affect a person’s health. But only 27% seek 
professional help — the rest talk about their 
problems with family and friends.

“Sleep is not optional — it is absolutely 
critical to people’s health,” says White. “The 
consequences of not sleeping enough are well 
documented. People who do not get enough 
sleep can gain weight, are prone to diabetes, 
high blood pressure and even heart attacks.”

So which country’s managers get a good 
night’s rest? The Dutch, who manage six 
hours and 38 minutes on average, are sleep-
ing 24 minutes longer than any other nation 
surveyed. They are also largely unaffected by 
the worsening economic climate, with 85% 
saying it was not a problem, and virtually 
none of them are losing sleep over world 
events or money worries. 

Managers not getting 
enough sleep, says study

Sleepless in Seattle (and elsewhere in the US):  American manag-
ers are more likely than others to lose sleep through work stress

Luxury is synonymous with exces-
sive consumption and superfl uous 
materials — excess packaging, non-
recyclable components, and large 
carbon footprint. So can the concept 

of “sustainable luxury” really work? 
Well, I had the opportunity of visiting 

the 1.618 First Sustainable Luxury Fair held 
at the Palais de Tokyo in Paris from May 
15-17. (The number is the mathematical 
ratio that defi nes a divine proportion as a 
universal key to harmony that originates 
in nature, and provides a formula for all 
artistic and aesthetical disciplines. This defi -
nition of the “Golden Number” aptly describes 
the positioning of the event.)

The exhibition presented the best products 
and services in luxury and sustainable devel-
opment, supported by the French Ministry of 
Culture and the World Wild Fund for Nature 
(WWF). WWF, whose mission includes the 
promotion of sustainable consumption and 
production modes, took part in this event as it 
believes that “luxury brands have the means 
and the necessary authority to develop a more 
responsible, authentic and sustainable position 
for the production of luxury goods”.

According to the organisers, sustainable 
luxury “means and represents innovation, 
respect, ethics, the reorganisation of processes, 
(such as an ethical way of making jewellery, 
or electric-powered cars) human respect and 
reasonable consumption”.

The exhibition attracted a good turnout, 
with more than 6,000 visitors over the three 
days. The 10 exhibitors and one jewellery line 
presented exhibits that were not just innovative, 
but informative. They included:
• Luxury eco-hotel group Six Senses (see pic). 

Based in Thailand, Six Senses actively sup-
ports the environment and calls itself a pre-
cursor of “intelligent luxury” in the tourism 
sector;

A Six Senses resort 

Visitors to the 1.618 First Sustainable Luxury 

Fair in Paris 

• Sony, which showcased the fi rst TV set using 
HCFL technology, allowing the consumption 
of energy to be cut by half. It also has a light 
sensor that automatically adjusts luminos-
ity, as well as a sensor sensitive to heat and 
movement that turns off the TV when you 
are not in front of it and turns it back on 
when you are back;

• Tesla Roadster, a 100% electronic-powered 
car with a Lotus Elise chassis, zero carbon 
emissions and the ability to accelerate from 
0-100kph in 3.9 seconds; 

•  Jewellery Ethical Luxury, which is part of 
the Green Gold Programme, has a limited 
edition collection of gold jewellery; and 

•  Mathieu Lehanneur, a well-known French 
designer who presented products that raise 
questions on the relationship between modern 
man and nature, or at least what remains of 
it in our cities. 
 I had the opportunity to talk with the event 

organiser and founder of 1.618 First Sustainable 

Luxury Fair, Barbara Coignet, to fi nd out what 
she hoped to achieve from the event. Coignet 
said she hoped it would inspire luxury goods and 
services companies to become more sustainable 
— whether it’s using alternative energy sources, 
manufacturing more energy-saving products, or 
being more environmentally aware. 

“I wish our exhibitors could be examples 
that give other companies the motivation to 
integrate sustainability in their development. I 
would love it too if it could make people react 
and help them to consume meaningful products 
and services.” 

Personally, I think sustainable luxury is indeed 
feasible and not just an abstract concept. Just 
because it’s luxury, it doesn’t have to mean waste. 
Occasionally, I enjoy buying luxury brands like 
Kiehl’s skincare, as I know their policy is green 
awareness, with programmes and initiatives that 
give back to the environment, such as planting 
trees. Likewise with fashion designer Stella Mc-
Cartney who is against animal testing and fur 
— her cosmetics products are environmentally 
and ethically sound. 

I also admire buildings that are architec-
turally sustainable as we save more energy, 
there’s less waste, and yet they look modern 
and futuristic. 

I would encourage everyone to look carefully 
at the various brands out there in the marketplace 
that affi rm this alternative way of living. 

Luxury brands can be sustainable without 
“greenwashing” (the term used to describe 
companies that give an environmental PR 
spin to their products or services). At L’Oreal, 
as sustainable development project leader for 
communication, I had the privilege of working 
with the group’s environmental and sustain-
able development experts who are among the 
industry’s most respected. We were keen to 
promote sustainable development and the com-
pany’s achievements in concrete and absolute 
terms so that no one could accuse L’Oreal of 
“greenwashing”. Last month, in celebration of 
Earth Day, L’Oreal announced its long-term 
environmental plan which includes cutting 
greenhouse gas emissions, water use per unit 
of fi nished product and waste generated per 
unit, by 50% by the year 2015.

Sustainable luxury is about creating sus-
tainability in one’s lifestyle and respecting the 
environment, yet still indulging in the little 
pleasures that life offers. So you can still buy 
the latest IT bag from Stella McCartney, but 
without harming the planet any further. 

Tengku Zatashah, daughter of the Sultan of Se-
langor, has worked in London, Paris, Barcelo-
na and Kuala Lumpur. As international cor-
porate communications manager at L’Oreal in 
Paris from 2005 to 2008, she was in charge of 
sustainable development, HR, corporate and fi-
nancial media communications. She is in the 
process of launching a venture in Malaysia with 
her husband, Aubry Rahim Mennesson (http://
frogandprincess.wordpress.com).
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