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Abstract 
The main objective of this thesis is to study how luxury fashion houses communi-

cate their sustainability. Furthermore, the aim is to provide suggestions on how 

businesses with ambitious sustainability goals could stand out from the crowd, 

since the general practices of sustainability communication have already been ap-

plied industrywide into action. Additionally, this thesis takes part in the discussion 

on how to define sustainability, as well as briefly covers ways that luxury fashion 

houses pursue in order to meet their sustainability goals.  

This thesis is generally based on a literature review, featuring a brief analysis of 

a prominent Italian fashion house and the methods of sustainability communica

tion that are in use industrywide as well as within the specific case.  According to 

the literature review as well as the short case study it seems that the luxury fashion 

industry communicates their sustainability through a myriad of channels. The com-

munication is generally conducted via a combination of digital communication 

channels, including corporate websites and social media, as well as through non-

digital channels such as flagship stores, labels and fashion shows. Furthermore, 

both the digital and non-digital sustainability communication features the usage of 

strong expressions as well as symbols and nature to express the sustainability in an 

understandable yet persuasive way. 
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Tiivistelmä 

Tämän tutkielman tarkoituksena on kirjallisuuskatsauksen, sekä lyhyen tapaustut-

kimuksen avulla tarkastella kansainvälisten lukusmuotitalojen ja brändien vas-

tuullisuusviestinnän keinoja. Lisäksi tutkielma pyrkii tarjoamaan lyhyesti ehdotuk-

sia, miten vastuullisuusviestinnässä voi positiivisesti erottua joukosta, sekä osoittaa 

ideoita tulevien tutkielmien aiheille. Tutkielma sivuaa lisäksi vastuullisuuden mää-

rittelystä käytävää keskustelua, sekä lyhyesti käsittelee tapoja, joilla luksusmuodin 

toimijat voivat pyrkiä kohti vastuullisuutta. 

Kirjallisuuskatsauksen ja tapaustutkimuksen perusteella vaikuttaisi siltä, että 

pääosa vastuullisuusviestinnästä, kuten muustakin viestinnästä, keskittyy digitaa-

lisiin viestimiin, kuten yritysten nettisivuille ja sosiaaliseen mediaan. Huomionar-

voista kuitenkin on, että luksusmuodin parissa tärkeitä viestintäkeinoja ovat myös 

muun muassa muotinäytökset, kivijalkamyymälät, vastuullisuusleimat kuin myös 

konkreettiset teot, kuten luonnon ennallistaminen. Sekä digitaalisessa että fyysi-

sessä viestinnässä korostuvat usein kuvat sekä viittaukset luontoon. Vastuullisuu-

den symboleina nähdään muun muassa vihreä väri, henkeäsalpaavat luontomaise-

mat, sekä usein luonnontilaisten elinympäristöjen eläimet ja kasvit.  

 

Avainsanat  vastuullinen muoti, vastuullisuusviestintä, luksusmuoti, vastuullisuus 
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1 Introduction 
As humankind faces the greatest challenges of its history, climate change and over-

consumption of our scarce resources, a new product category covering every industry 

from fashion to cars and services has emerged to satisfy the needs of climate-con-

scious customers. A simple word sustainability can make every purchase a better 

choice.  

Especially in the context of fashion industry, number of goods marketed as sus-

tainable have skyrocketed in recent years. Most brands in the fashion industry offer 

wide range of sustainable products, be it about using organic cotton or re-cycled ma-

terials. Early on, being sustainable was a differentiating factor in attracting and ca-

tering certain customer segments. Now that sustainability has become more main-

stream, it has become harder for businesses to stand out from the crowd even with 

ground-breaking innovations. Sustainability is interpreted in numerous ways, 

(Lankoski, 2016) which often times can lead to confusion. In worst scenarios lacking 

shared understanding of sustainability as a concept may prevent progress (Montiel 

& Delgado-Ceballos, 2014) or leave a rather blurry idea of the concept (Hannon & 

Callaghan, 2011) and therefore result in less effective sustainability actions. Thus, 

there is a need within every industry to be able to communicate their sustainability 

actions and efforts as well as achieved corporate social responsibility (CSR) and en-

vironmental, social and governance (ESG) goals in order to differentiate from rival-

ling businesses with less ambitious sustainability goals. Furthermore, there should 

be way for ambitious sustainability forerunners to stand out.  

This thesis will focus on the luxury fashion industry, as fashion industry contrib-

utes to significant pressure on scarce resources and simultaneously producing more 

waste than ever (Gueye, 2022). The focus will be in luxury brands, as there interest-

ingly seems to be some sort of a contradiction between luxury and sustainability. The 

first perception for many is that luxury fashion is the epitome of hedonistic lifestyle, 

a lifestyle that does not care about the consequences to the surrounding world. How-

ever, durable iconic products can be a sustainable choice (Bocken, de Pauw, Bakker 

& van der Grinten, 2016) and thus luxury fashion houses have the possibility to be-

come forerunners of sustainability. Additionally, as consumer preferences are 
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evolving towards more sustainable products, luxury fashion houses have already 

taken several sustainability actions.  

With no clear and definite conception of sustainability (Lankoski, 2016; Montiel 

& Delgado-Ceballos, 2014; & Hannon & Callaghan, 2011 among others) has led into 

myriad of sustainably marketed products. Thus, there is a need to study closer the 

sustainability communication of these perceived forerunners of sustainability and re-

search the communication practices as well as to provide suggestions on how sus-

tainable luxury fashion brands could stand out from the crowd. Therefore, this thesis 

seeks to both define sustainability as a concept but also to explore the practices of 

sustainability communication within luxury fashion industry. To serve the cause re-

search question of this thesis is formed in the following way: How do luxury fashion 

brands communicate their sustainability? 

Firstly, this thesis will cover parts of the discussion about sustainability as con-

cept, deriving a conceptualization of sustainability from the previous research to be 

used in this particular thesis. Moving on this thesis will look into sustainability prac-

tices of luxury fashion houses as well as review the discussion of sustainability 

within luxury fashion. Chapter 3 will look into sustainability communication. The 

purpose is to establish an idea about current communication practices in general. 

Sustainability actions are generally communicated through corporate websites as 

well as social media (Reilly & Hynan, 2014; Turunen & Halme, 2021), not to forget 

the importance of trade/fashion shows (Mendes, 2021), flagship stores (Arrigo 2018) 

and labels (Turunen & Halme, 2021). Chapter 3.2 will present various elements of 

sustainability communication that are also applicable to the fashion industry. Further 

on, this thesis will review generally favoured sustainability communication methods 

of luxury fashion houses, which seem to include usage of elements of nature as well 

as illustrations on how new materials help in the battle against ecological catastrophe 

we are facing. Chapter 4.2 will illustrate the sustainability communication practices 

of a luxury fashion house through a brief case study of Ermenegildo Zegna with aim 

to better illustrate the communication practises. Lastly, Chapter 5 will present find-

ings to the research question in form of conclusions as well as discuss the limitations 

of this study. This section will also briefly cover topics for further research. 
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2 Sustainability 
 

 

2.1 Sustainability as a concept 

In order to proceed to look into sustainability communication one must first define 

what is meant with the term sustainability in this particular thesis. As sustainability 

has been a topic of not only research but of businesses for decades already, there are 

extensive amounts of interpretations to it. One moment when certain unanimity was 

achieved on the definition of sustainability dates to 1987 when World Commission 

on Environment and Development (WCDE) defined sustainable development as de-

velopment that both is in line with the needs of the present and ensures that future 

generations are able to meet their needs. The definition became known as the Brut-

land definition laying the basis of the sustainability discussion. Later on, the wide 

interest both in academia as well as within businesses has led into various interpre-

tations of sustainability, thus resulting into a situation where finding one definitive 

meaning for sustainability itself has become a topic of research.  

According to Jennings & Zandbergen (1995) sustainability in ecology relates to 

the survival of a system. However, they see sustainability as part of a larger theory 

on how ecological and social systems need to relate with each other to ensure to 

remain untouched. Jennings and Zandbergen (1995) approached sustainability from 

the perspective of institutional approach. They suggested that the essential phase 

when defining the meaning of sustainability is understanding how consensus on the 

definition is built. Jennings and Zandbergen also noted that the process of under-

standing and applying the concept of sustainability into practice, differs depending 

on the company. According to institutional theory the critical phase of the institu-

tionalization process of any concept is the point when the concept has already been 

defined but before established widespread acceptance and legitimacy (Jennings & 

Zandbergen, 1995). Their theory would partially explain why the concept of sustain-

ability has so many, often differing, interpretations.  

However, by the year 2023 the concept of sustainability has already gained rather 

widespread acknowledgment as an established feature within every industry. As the 

humankind is on the verge of an ecological catastrophe, there is a rather widespread 
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consensus that sustainability relates to preserving resources and the unique nature. 

Still, what is understood by the definition of the concept varies as described already 

in Chapter 1. Researchers as well as businesses have noted the importance of sus-

tainability within business’ strategy (Unruh, 2013; D’Souza, Marjoribanks, Young, 

Sullivan Mort, Nanere & John, 2019), but the various interpretations of the concept 

demand for a clearer understanding of the term. Montiel & Delgado-Caballos (2014) 

pointed out that such definitive and standardized definition of corporate sustainabil-

ity does not exist.  Mainly due to the different approaches on the studies focusing on 

defining sustainability (phenomena driven studies, organizational theory driven stud-

ies as well as studies suggesting new theories) academia has not been able to produce 

the much needed widely accepted definition. Montiel & Delgado-Caballos (2014) 

also suggested that most of the ongoing sustainability discussion is happening within 

the journals of the practitioners rather than of scholars. Thus, the concept of sustain-

ability is shaped and continues to evolve in practice. 

Johnston, Everard, Santillo & Robèrt (2007) concluded that the wide adaptation 

of sustainability as well as the missing definitive conceptualization of the topic has 

resulted into extensive redefinitions. This in turn has led into adapting the concept to 

better suit the needs of the less sustainable and less ambitious businesses. Johnston 

et al. as well as later on Montiel & Delgado-Caballos (2014) discuss the need to 

establish certain sustainability principles on which the interpretations of sustainabil-

ity could be built on while maintaining the effectiveness of the sustainability actions. 

Such work has been conducted, among others, by Lankoski (2016) and Moore, Mas-

carenhas, Bain & Straus (2017).   

According to Lankoski (2016), the idea of sustainability goes back to three core 

values, these values being continuation, durability and ability to maintain. In the 

business context this could mean for environmentally sustainable business that the 

operations and actions will secure, that materials are extracted in way that does not 

harm the environment permanently, as well as that these actions stay like that in the 

future as well. This example, however, does not cover the understanding of sustain-

ability in a definitive way. Lankoski (2016) proposes that sustainability as a concept 
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is much contested and the understanding of it is rather broad. Thus, definitive and 

simple concept of sustainability is extremely difficult to define. 

 In order to better understand sustainability as a concept, specifically within busi-

ness context, Lankoski’s research (2016) proposes that the understanding of the con-

cept ‘sustainability’ depends on the three underlying dimensions of sustainability. 

From the analysis of literature Lankoski’s paper (2016) derives the three dimensions 

as follows: scope, substitutability and goal orientation. When businesses commit to 

sustainability, an important factor is to establish understanding of the areas in which 

sustainability is being treated as relevant and important aspect. In Lankoski’s re-

search (2016) scope is understood in this way, whereas substitutability refers to how 

sustainability is being valued within the company. This valuation can be absolute or 

weak, or anything in between, meaning that in the weaker valuation, some aspects 

of sustainability goals, such as environmental goals, are achieved without achieving 

any social sustainability goals. Even though the business would fail to achieve some 

of its goals, these achieved goals serve as a substitute to the others. Lastly, goal ori-

entation refers to the importance of sustainability within the company: is the aim to 

be the most sustainable practitioner or merely contribute at some level? Combining 

these dimensions, that Lankoski proposes, on different levels define how sustaina-

bility is being interpreted within the individual business. Moreover, according to 

Lankoski’s research (2016) the different combinations of narrow or broad scope, 

weak and strong substitutability as well as absolute and relative goal orientation re-

sult in eight (8) plausible interpretations of sustainability. This framework offers per-

spective to the different conceptions of sustainability as well as proposes a tool to 

valuate sustainability. 

The need to conceptualize sustainability in an easily acceptable but still effective 

way is immense as the amount of research implies. However, to this date academics 

have not been able to come up with such a definite concept of sustainability (Montiel 

& Delgado-Caballos, 2014). The research question being How do luxury fashion 

brands communicate their sustainability? a rather simple definition would still be 

needed. Given the urge to define sustainability as clearly as possible and on the other 

hand to underline the wide variety of ways to conceptualize and integrate the term 
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into operations, I will be using a definition constructed from different elements and 

definitions. These elements are gathered in the previous studies including the re-

search by Jennings & Zandbergen (1995) and Lankoski (2016) along with the Brut-

land definition dating to 1987 (WCED).  

Deriving on the research on the matter, sustainability is understood in this paper 

as a multifaceted term with the acknowledgment that it is, and will be understood as 

well as interpreted in various forms. Thus, in this paper sustainability means a rather 

wide variety of intentions, actions and inventions that strive to both meet the current 

needs and demands as well as to preserve the resources and the planet for the future 

generations. When speaking of luxury fashion, one can hardly argue them being a 

vitally needed aspect in life, and thus it is noted in the definition of sustainability by 

exceeding the Brutland definition by including the term ‘demands’ to better suit the 

context since luxury does not form an essential need to no one. Furthermore, it is 

essential to understand, that the above formulated understanding of the concept of 

sustainability does not provide definitive limit on which actions can be regarded as 

sustainable and which not. Thus, it is important to note that the sustainability actions 

discussed further on can fit within the concept formulated above, even if they would 

seem to be done only to justify little to no change.   

Generally, the concept of sustainability is understood to cover both the ecological 

and social aspects. However, in this thesis the focus will be on the ecological sus-

tainability due to the fact that environmental sustainability appears to be favoured by 

the luxury fashion houses (Da Giau, Macchion, Caniato, Caridi, Danese, Rinaldi & 

Vinelli, 2016). Therefore, over time the focus has been in contributing to the ecolog-

ical sustainability rather than social aspects of sustainability which is why it will be 

the topic of this thesis as well.  

 

2.2 Sustainability in practice: luxury fashion perspective 

Luxury is, like sustainability, a concept of which a definitive understanding cannot 

be formulated in a way that would be accepted by every individual. What people see 

as luxury differs immensely depending on the values of the individual. However, 

Rolling & Sadachar (2018) find that important factors of products (or services) to be 
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perceived as luxury are the exclusivity, price and prestigiousness of the items. Fur-

thermore, Rolling & Sadachar (2018) argue that the layouts of the stores, as well as 

the service received are factors that affect the perception of luxury. Other aspects 

that create the feel of luxury are durability and scarcity of the products (Han, Seo & 

Ko, 2017). During the thousands of years of their existence, various luxury items 

have become the epitome of lavish, individualistic and often hedonistic lifestyle. 

Within fashion industry, exclusivity and rarity have been tried to achieve for example 

via using exotic skins and furs (Carrigan, Moraes & McEachern, 2013), resulting in 

some species facing the possible extinction in the coming decades.  

Carrigan et al. (2013) argue that the unsustainable practices of luxury fashion 

houses has resulted in negative image of the whole industry.  Among the usage of 

controversial skins, the negative impacts of luxury fashion houses include environ-

mental damage (Carrigan et al., 2013) as well as social sustainability issues such as 

workforce exploitation via too low wages and overwork (Bray, 2009). These issues 

within working conditions are not news as fashion industry has long been known for 

sourcing the materials of their products, as well as often the production itself, from 

subcontractors (Garcia-Torres, Rey-Garcia & Albareda-Vivo, 2017; Da Giau et al., 

2016). Sourcing from lower-income countries has enabled larger profit-margins 

within the whole fashion industry. Especially within luxury fashion, these margins 

can grow astronomically. This has hindered sustainability actions, social sustainabil-

ity goals being the ones mostly neglected. As the control of the production generally 

is in the hands of subcontractors, luxury fashion brands avoid some of the responsi-

bilities via blaming the supply-chain rather than taking the responsibility solely on 

the shoulders of the fashion houses themselves (Wells, Athwal, Nervino & Carrigan, 

2021). 

During the last ten (10) years of time, almost every luxury fashion house has 

committed to some sustainability goals, but the actual level of pursued sustainability 

varies a lot. As increasing amount of customers are expecting luxury fashion brands 

to provide sustainable products, sustainability issues have become an emerging topic 

within these fashion houses as well (Carranza, Zollo, Díaz & Faraoni, 2023). How-

ever, as discussed already in Chapter 2.1, sustainability has various interpretations. 
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As some brands are more eager than others to promote and strive for sustainability, 

others have found themselves focusing on complying with the standards set by the 

forerunners. This situation within the luxury fashion industry, among other industries 

as well, has led to a business environment, where consumers expect brands to offer 

sustainable products, while the actual processes towards more sustainable operations 

are still missing.  

The avoidance of actually doing anything, while promoting sustainability is a 

widely recognised issue. Luxury brands and the corporations owning the brands, 

such as LVMH (Louis Vuitton, Moet & Hennessy) and Kering (owner of Gucci & 

Yves Saint Laurent among others) have tried to profile themselves sustainable via 

developing sustainability agendas (Wells et al., 2021). However, these sustainability 

claims might not correspond to the practices of these conglomerates, and the legiti-

macy of their sustainability agendas have been contested (Wells et al., 2021). These 

contradictions between the sustainability claims and actions include for example the 

continuous usage of precious skins, such as crocodile leather (Carrigan et al., 2013). 

The exotic skins of reptiles as well as furs are among the most problematic animal-

based raw materials, since the sole purpose of the farming is to produce these raw 

materials to the luxury fashion industry (Achabou, Dekhili & Codini, 2020). Accord-

ing to Achabou et al. (2020) the past decade saw animal welfare gaining a new mo-

mentum, while the cruel treatment of animals in crocodile farms supplying to the 

renowned fashion houses rose into the knowledge of the general public. The issue of 

the mistreatment was later on resolved when prominent fashion houses and conglom-

erates, such as Hermès and LVHM & Kering, purchased the farms under their control 

(Achabou et al., 2020; Wells et al., 2021). 

Using Lankoski’s (2016) conceptualization work on the levels of sustainability 

and the theory of the three underlying dimensions of sustainability, some luxury 

fashion houses pursue close to absolute sustainability, whereas some brands focus 

merely to comply with the standards shaped by other sustainability practitioners. The 

above-mentioned purchases of crocodile farms by LVMH, Kering and Hermès, fall 

into the latter categories of sustainability. Sifting the control of the raw material sup-

pliers to the hands of the fashion houses does give better leverage to contribute 
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towards more sustainable production, should the sustainability and animal welfare 

agenda be pursued. Controlling the farms does not, however, remove the original 

problem of the usage of these exotic skins, and thus it seems a rather cosmetic solu-

tion to a complex problem. However, it is notable that according to the rather recent 

study of Achabou et al. (2020), on the consumers attitudes towards animal-based 

products, more specifically furs, would suggest that there is still a rather wide market 

for these controversial products. The study found that a significant number of con-

sumers would be rather reluctant to give up on purchasing furs and other animal 

derived products. However, the majority would consider fur as an option should they 

be assured that the materials come from suppliers that are committed to animal wel-

fare. From the perspective of the study of Achabou et al. (2020) purchasing the croc-

odile farms and committing to some level of animal welfare, the luxury fashion 

houses would in fact be catering the wishes of some consumers.  

There is, however, growing amount of consumers that value higher levels of sus-

tainability. Luo, Henninger, Le Normand & Blazquez (2023) suggest that the global 

pandemic has reinforced consumers consciousness on both environmental and social 

sustainability, thus increasing the demand for sustainable luxury fashion. However, 

given the nature of luxury fashion industry, there seems to be a contradiction between 

sustainability and the core idea of luxury (Rolling & Sadachar, 2018; Carranza et al., 

2023). Rolling & Sadachar (2018) researched this perceived contradiction between 

luxury fashion brands and sustainability, finding that within their sample, majority 

stated that they did not see such a contradiction. Their study on 355 US citizens 

between 19 and 35 years of age, suggests that the more sustainable a brand was seen 

did not affect to the perceived luxuriousness of the brand but only contributing to the 

perceived level of sustainability. Along with Rolling and Sadachar (2018), Carranza 

et al. (2023) concluded that consumers value sustainability within luxury fashion 

industry. However, their study also pointed out the importance of actual sustainabil-

ity actions and the clear communication of those actions in order to better clear of 

the doubts about the possible perceived contradiction. The importance of the signal-

ling sustainability was noted already by Jennings and Zandbergen (1995), their re-

search suggesting that the more sustainability is visible within the daily actions of an 
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organization, the stronger the concept becomes within the organization. This could 

also be applied outside of the organization perspective, to further validate the per-

ception of sustainability within the consumers and other stakeholders. 

Generally, stronger sustainability within fashion industry can be promoted via 

various differing but equally effective ways. Given the diversity of how sustainabil-

ity as a concept is understood, there are also multiple sets of action to pursue when 

striving for more sustainable production. These include for example designing long-

lasting and repairable products, using re-usable and re-cycled materials as well as 

via designing up or down cyclable products (Bocken et al., 2016). Furthermore, 

Bocken et al. (2016) argue that movement towards more sustainable product selec-

tion can also be achieved by developing new, more sustainable materials to replace 

traditional raw materials. Development of new, more sustainable raw materials is a 

field where luxury fashion houses could be able to stand out. Traditional luxury fash-

ion houses, like Prada, Louis Vuitton and Hermès, are associated with high-ranking 

artisanal skills combined with the experienced personnel, such as product designers 

and developers (Carranza et al, 2023). Thus, luxury fashion houses have every 

needed ability to develop these substitutes and that way reach higher level of sus-

tainability (Bocken et al., 2016). Furthermore, as luxury fashion is regarded as being 

superior in quality, there should not be a reason to replace such pieces often (Han et 

al., 2016). The quality and durability of the products thus contributes to less frequent 

purchases of new products resulting into less raw materials needed in the production. 

Especially considering leather goods, the durability of them also contributes to the 

recyclability of these luxury fashion houses. There is already technology and proce-

dures to recycle and repurpose textiles (Bocken et al., 2016) but the re-use of leather 

appears to be more complex. Thus, the possibility to recycle the leather goods in 

whole via second-hand stores both contributes to lesser quantities produced as well 

as ensures that the product life-cycle is prolonged. 

Additionally, luxury fashion houses are a source of inspiration, both to consumers 

of less expensive products but also to the manufacturers of those products with wider 

customer segments. Copying is an innate part of the world of fashion (Mackinney-

Valentin & Teilmann-Lock, 2014). In their article Mackinney-Valentin & Teilmann-
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Lock note that luxury brands are often times the source of ideas of other operators 

within the industry. Especially the fashion weeks in the fashion capitals of the world, 

such as Paris, New York, Milan and Florence, provide luxury fashion houses oppor-

tunity to promote not only the designs of the coming season but also to demonstrate 

the sustainability actions. Along with copying within the industry, consumers that 

follow the trends within fashion industry, especially the early adopters, can further 

popularize the new trends and thus create more demand for sustainable products in-

dustrywide. Therefore, fashion shows of the high fashion can even serve as a catalyst 

within the industry towards a more sustainable future.   

The purpose of Chapter 2.1 was to define sustainability in the context of luxury 

fashion industry, and further on briefly review the on-going discussion on sustaina-

bility within luxury fashion. To better understand the sustainability actions, it also 

reviewed some ways to pursue sustainability within luxury fashion industry. After 

establishing an idea of how sustainability is being interpreted within the industry of 

interest, the following chapters will shed light to the communication of sustainabil-

ity. Moving from the general practices of sustainability communication towards 

communication specifically in the luxury fashion, this thesis seeks to establish an 

idea on how luxury fashion houses communicate their sustainability in practice. It is 

notable, that among others, the studies of Wells et al. (2021) as well as Anido & 

Loussaïef (2018) and Da Giau et al. (2016), highlight the environmental sustainabil-

ity focus of the luxury fashion houses and conglomerates, such as LVHM and Ker-

ing. Therefore, the sustainability actions discussed in this chapter as well as further 

on, mainly focus to the environmental sustainability contributions as well the com-

munication of those actions. 
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3 Sustainability communication 
 

 

3.1 Channels of sustainability communication 

As discussed in Chapter 2.2, sustainability can be interpreted in various ways.  Fur-

thermore, as noted before, agendas both within businesses in certain industry as well 

as between industries differ significantly. Also, the level on which sustainability is 

being pursued differs (Lankoski, 2016). However, regardless of the industry almost 

every company has both taken sustainability as a part of their agenda as well as in-

tegrated sustainability communication practices into the everyday operations. The 

purpose of sustainability communication is to inform the sustainability agenda, ac-

tions and results of a business. Previously the core idea of sustainability communi-

cation was mainly to report sustainability actions but there is a growing tendency to 

further interact with stakeholders about the CSR and ESG agendas of the company 

(Morsing & Schultz, 2006). Turunen & Halme (2021) have studied the core of effi-

cient sustainability communication, arguing that clear sustainability communication 

can clarify the sustainability agenda of the companies and simultaneously help con-

sumers feel, that their purchase choices are better. Brands that can create a feeling of 

doing good while making purchases, can also expect consumers to rely on the same 

brands when making purchases in the future as well (D’Souza et al. 2019). Turunen 

& Halme (2021) recognise two ways for businesses to communicate their sustaina-

bility: (1) via sustainability labels that have been verified by a third-party or (2) via 

usage of different channels in which communication is generally not regulated. As 

the latter way of communication is usually without regulations, it provides wider 

variety of options. This thesis will focus on the second proposed option of sustaina-

bility communication.  

According to University of Maine (2021), by the fourth quarter of the year 2021, 

there was already around 4.48 billion social media users. As more than half of the 

population of the planet is using social media, companies have adopted social media 

as a communication channel with their stakeholders (Reilly & Hynan, 2014). As a 

communication channel social media serves both the internal and external commu-

nication (Reilly & Hynan. 2014). As the audience in social media platforms is 
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extremely wide, it serves as a rather cost-efficient channel of communication. Social 

media is one of the platforms above described as non-regulated (Turunen & Halme, 

2021) thus providing businesses opportunities to communicate their sustainability 

actions rather freely. However, freedom comes with responsibility, and in order for 

businesses to not only communicate the green appearance but of being green, Reilly 

& Hynan (2014) highlight that sustainable businesses should focus on communi-

cating their achievements in order to build brand awareness and demonstrate that the 

sustainability actions are not only a greenwashing campaign.  

Along with social media businesses communicate through corporate websites. 

Most business websites feature a section committed to sustainability allowing com-

panies to communicate not only with consumers but also with other stakeholders. 

This form of communication can include for example press releases, annual reports 

on performance as well as sustainability reports. According to Wells et al. (2021) the 

sustainability reporting generally focuses on reporting negative issues along with the 

achievements companies have accomplished on these matters. These include, for ex-

ample in the cases of LVMH and Kering, the problems caused by excessive packag-

ing and the solution to commit to the usage of less complicated packaging. Further-

more, innovations in order to substitute environmentally problematic materials or 

processes as well as the development of new materials are often times topics on cor-

porate websites in the forms of press releases, sustainability reports. Luo et al. (2021) 

suggest that corporate websites remain one the most important channels of sustaina-

bility communication. Compared to social media, corporate websites offer wider 

tools for interaction with stakeholders. As social media is more focused on shorter 

messages and media such as photos and videos, websites offer platform to more per-

suading and comprehensive sustainability communication, such as sustainability re-

porting and entire webpages devoted to sustainability. 

Generally, along with the above discussed methods of sustainability communica-

tion (namely social media & websites), several industries, fashion industry among 

them, communicate through labels attached on products (Janßen & Langen, 2017; 

Morris, Koep & Damert, 2021, p. 258). The official certified sustainability labels 

(Turunen & Halme, 2021) help to communicate trustworthy sustainability whereas 
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more vague sustainability claims might not help to persuade consumers (Villarino & 

Font, 2015). Contrary to Villarino & Font (2015), Janßen & Langen noted in their 

study (2017) that the combinations of sometimes even overlapping sustainability la-

bels and promises did in fact receive positive reactions. This could indicate that even 

without precise knowledge of the actual meaning of the label, notable number of 

customers would prefer the sustainably labelled products. Thus, there seems still to 

be a place for different kinds of labels within the sustainability communication prac-

tices. 

Non-digital communication channels do not limit only to labels. Along with in-

troducing new products, tradeshows provide opportunity for businesses to demon-

strate their actions on sustainability. For example, within fashion industry, fashion 

shows are an important channel of communication (Mendes, 2021). Not only are 

them a way to inspire, but them also offer brands chance to present their new inno-

vations on material usage. These innovations may include for example usage of less 

harmful materials as well as new innovative materials (Bocken et al., 2016), such as 

fabrics made out of plastic gathered from the sea. The importance of tradeshows does 

not limit to the fashion industry, and it can be generalized to other industries too. 

However, within the fashion industry the fashion shows make rather important share 

of the communications of luxury fashion brands. For the high-fashion brands fashion 

shows have become an inseparable part of the communications (Mendes, 2021). 

Mendes (2021) also notes that the different communications channels reinforce the 

effect of each other: the runways of fashion shows have become an important occa-

sion for fashion houses to also generate content for social media communications. 

However, the importance of social media comes from the users that attend the shows. 

Not only do they interact with the brands but also form a crucial part of the marketing 

communications of the brands (Mendes, 2021) via posting from the events featuring 

the new products of the fashion houses. These posts then help the fashion houses to 

reach even larger group of consumers and thus enables the brands to further shape 

their image. As Mendes (2021) states, the fashion shows are an excellent way for 

companies to communicate their agenda and values including the sustainability as-

pect as well. Therefore, within sustainability communication, some non-digital 
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platforms still remain relevant but at the same time the importance of digital com-

munication channels reinforce their effect. 

 

3.2 Elements of sustainability communication 

Sustainability communication itself is a rather new term (Golob, Podnar & Zabkar, 

2023). In their research on the term and the usage of it they suggest that the literature 

on sustainability communication can be divided into two differing types. The first 

one addresses the more persuasive green marketing where the purpose of the com-

munications is to persuade customers and other stakeholders about the environmen-

tal sustainability achievements. This more practical approach highlights the idea of 

communicating the sustainability, or ‘green’ image of the companies, and according 

to the findings of Golob et al. (2023) it features the core idea of communications as 

a tool to shape the image of the company. The latter type of literature understands 

the purpose of sustainability communications to be critical, deliberative and trans-

formative sets of communication, that values the deeper understanding of the im-

portance of the sustainability actions and the scientific background for those actions. 

Golob et al. (2023) note that the latter type of literature on sustainability communi-

cation is less common, while the more persuasive understanding of the communica-

tions is more widely discussed in academia. However, literature about sustainability 

communication in general remains a rather fragmented field of study (Golob et al. 

2023). As a result, the practices of the companies are not so widely observed that 

they would provide complete and definitive knowledge of the practices nor the in-

formation about the best performing practices. The sustainability communication in 

practice features more of the elements of the persuasive type, and thus this thesis will 

mainly cover the topics of this type of communication as it is remains to be the more 

studied and practised form of sustainability communication. 

Generally, when speaking about sustainability the word ‘green’ is often present 

(Golob et al. 2023, among others). Be it about greener production, or being green 

(Reilly & Hynan, 2014) the colour seems to be strongly associated with sustainabil-

ity. For example, ‘cutting emissions on production’ can be expressed also by the 

phrase: ‘turning the production greener’. This example highlights that green, both as 
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in colour as well as a word, strongly belongs to the toolbox of sustainability commu-

nication, regardless of the industry. However, green, be it in the form of the colour 

or as a word, does not make every purchase a better choice. Negative associations 

with ‘green’ and ‘sustainability’ culminate in the term greenwashing, which can be 

used to describe actions a company takes to appear sustainable without actually do-

ing anything impactful to protect the environment (Collins dictionary, n. d.). So, in 

other words, greenwashing is a way for companies to appear to be doing something 

for the good of the environment in order to cater the needs of the more conscious 

customers without changing anything in the ways of operation. Similarly, Golob et 

al. (2023) define greenwashing as actions taken to mislead consumers to believe that 

non-existent or insufficient actions promote higher level of sustainability than the 

reality is.  

As a set of actions, greenwashing has led into a situation where even action cen-

tred sustainability communication might not persuade the stakeholders (Villarino & 

Font, 2015). As discussed in Chapter 2.2, the reputation of luxury fashion houses on 

the sustainability front has been damaged by various sustainability issues handled 

publicly both in social and traditional media. Furthermore, unambitious or even false 

sustainability claims have prospered in the communication of renowned luxury fash-

ion houses and conglomerates (Carrigan et al., 2013; Wells et al., 2021). Therefore, 

sustainability goal-oriented businesses might be left in the shadow of more active 

sustainability communicators, or even be judged to be greenwashing too. Thus, there 

is need to recognise how sustainability is being communicated currently. With the 

understanding it is also possible to build suggestions how sustainable companies 

could better stand out from crowd and continue to attract customers in the future as 

well. 

Along with using green both in the colour palette of the communications materials 

and as a word, sustainability communication generally features the usage of rather 

strong words. Wells et al. (2021) noted that the companies they studied, namely Ker-

ing and LVMH, used expressions such as “fighting against”. The usage of such ex-

pressions is not typical to only for fashion industry, but it is a feature that can be seen 

everywhere from the communications of the United Nations (UN) to the local dairy 
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producer. Along with the usage of strong expressions, many companies regardless 

of the industry they are operating, relies on labels and standards. In their study Wells 

et al. (2021) reported that the studied luxury fashion conglomerates Kering and 

LVMH relied rather lot to sustainability standards and labels. Their sustainability 

communication on corporate websites repeatedly highlighted the compliance with 

the CITES (Convention on International Trade in Endangered Species of Wild Fauna 

and Flora) agreement. Within other industries than fashion industry, other standards 

that are being used to indicate and enhance sustainability include ISO standards and 

Fairtrade standards (Wells et al., 2021). Also, the sustainable development goals and 

principles of the United Nations (UN) are often times visible within the sustainability 

communication. 

Wells et al. (2021) also noted that many corporations tend to regulate their sus-

tainability reporting. Generally, this could mean for example limiting the communi-

cation of some areas of sustainability to bare minimum or even restricting the report-

ing of some areas of sustainability. According to da Giau et al. (2016) this might 

usually be due to the potential attacks by media or non-governmental organisations 

(NGO’s) such as Greenpeace. Greenwashing as well as not complying with set sus-

tainability goals might provoke protest or boycotts (da Giau et al., 2016) and thus 

companies sometimes regulate rather strongly their reporting, in order to avoid neg-

ative publicity. The fear of the companies to end up in a middle of a scandal hinders 

the most outrageous attempts of greenwashing, but on the other hand it may also 

build barriers for companies to actively report their sustainability in the fear of get-

ting doomed not be doing enough (Da Giau et al., 2016). Via regulating the commu-

nications output, the frequency of the communication (Wells et al., 2021) might not 

be as high as consumers would expect, thus creating a dilemma to the communica-

tors.  
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4 Forerunners of sustainability: luxury fashion houses 

 

4.1 Communicating sustainability 

Generally speaking, the sustainability communication practices of luxury fashion 

houses do not differ much from the counterparts of other industries. Luo et al., (2023) 

suggests that the most important channel in sustainability communication for luxury 

fashion houses are the company websites. In most cases websites are still the first 

point of contact between the brand and consumer, providing the chance for the fash-

ion houses to share their values and achievements, and thus cater the needs of the 

more conscious customers. An essential part of this sustainability communication 

within the corporate websites are sustainability reports that the fashion houses re-

lease. These reports do not only cater the needs of the customers but also provide 

information for other stakeholders as well. Wells et al. (2021) studied the sustaina-

bility reports of the two prominent luxury fashion conglomerates, LVMH and Ker-

ing, and found that both of these corporations focused on environmental sustainabil-

ity, with the main reporting areas being materials, energy and water consumption as 

well as other green issues. Furthermore, they noted that majority of the issues re-

viewed in the reports were negative, and that the emphasis was on solving these is-

sues. An example of such from the reports of Kering is that the corporation recog-

nised the issue of using excessive packaging and the solution being simply to cut 

down the amount of the packaging materials, thus achieving and demonstrating the 

compliance with the set sustainability goals. 

Wells et al. (2021) also noted that the LVMH’s and Kering’s sustainability reports 

contained a lot of pictures of the conglomerate’s products and employees, as well as 

interviews with management. Wells et al. (2021) describe the overall appearance of 

LVMH’s sustainability reports more similar to a magazine rather than of a practical 

sustainability report. Similarly, Kering’s sustainability reports lack concrete num-

bers and data on sustainability performance. The reports were described to be pro-

moting transparency, but lacking the hard data to back up the described sustainability 

actions. Kering’s reports illustrated the sustainability achievements in euros, rather 

than in units easier to compare externally, such as amount of used or saved natural 
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resources (Wells et al., 2021). Similarly, Anido & Loussaiëf (2018) noted ,while 

studying the sustainability communication of LVMH and Hermès, that the focus of 

the communication was on the symbols and images to represent the sustainability of 

the brands. The marketing communications of both French fashion houses (Louis 

Vuitton & Hermès) featured a lot of symbolics and references to the nature at its 

purest (Anido & Loussaiëf, 2018). 

Along with the rather straightforward sustainability symbols used in their com-

munications, some luxury brands communicate also through their concrete and visi-

ble actions that illustrate their commitment. Restoration of biodiversity appears to be 

rather popular sustainability action within the luxury fashion industry. For example, 

the luxury fashion conglomerate LVMH’s actions range from the restoration of 

Yarra River marshes (Wells et al., 2021) to the creation of nature reserves in Peru by 

LVMH owned brand Loro Piana (Achabou et al., 2020). The Peruvian nature re-

serves both support the sustainability communication purposes as well as cater the 

needs of the brand to be able to continue doing business the same way.  The best-

known products of the brand (Loro Piana) are made of vicuña wool that can only be 

sourced from the heights of the Andes (Achabou et al., 2020), and thus the restoration 

serves both the sustainability agenda and communication purposes as well as the 

long-term strategy of the company.  

As stated above, websites and social media form an essential part of the commu-

nication in general it applying to the sustainability communication too. Similarly, to 

the sustainability reports, the social media communication channels feature the nat-

ural feel and symbols of sustainability. Most of the social media communication is 

advertising, which in turn is an important element when communicating with cus-

tomers (Anido & Loussaiëf, 2018). As social media and corporate websites belong 

to the category of unregulated sustainability communication tools (Turunen & 

Halme, 2021) the content is mainly generated to serve the marketing purposes. Thus, 

these materials often have a decorative feel as well as symbols referring to sustaina-

bility. According to Da Giau et al. (2016) within the Italian luxury fashion market, 

the amount of brands that have successfully managed to align their sustainability 

communication and the level of sustainability they are in fact pursuing is notably 
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small. Furthermore, their study suggests that due to the inability and reluctance to 

extend the sustainability actions to supply chains hinders the active external web-

based sustainability communication. Similarly, Wells et al. (2021) noted that LVMH 

did exclude its supply chain in sustainability reporting, whereas Kering did include 

the supply chain, but in a manner that made the extracting of information rather dif-

ficult. Thus, it seems that many luxury fashion brands prefer to highlight the positive 

aspects of their sustainability actions through digital communication channels and 

avoid discussion on the more problematic topics relating to sustainability goals. 

Along with communication through digital platforms and concrete visible actions, 

luxury fashion houses communicate their sustainability through fashion shows. 

Fashion shows are an integral part of the communications and marketing of luxury 

fashion houses (Mendes, 2021), providing the opportunity to visually present not 

only the products of the next seasons but also the sustainability actions, as discussed 

in Chapter 3.2. Mendes (2021) states that during the 2000s and early 2010s the ex-

travagance of the fashion shows grew to be an integral part of the fashion shows. 

However, as the customers are becoming more conscious and expecting even the 

luxury brands to be sustainable (Luo et al., 2023, Carranza et al., 2023), the style of 

communications have changed while emphasis has shifted towards more sustainable 

product life. To cater the needs of the customers and other stakeholders, the fashion 

shows as well as online stores and marketing materials feature more of the shades of 

green as well as references to nature (Anido & Loussaiëf, 2018). 

Other than fashion shows, luxury fashion brands communicate with customers 

also through flagship stores (Arrigo, 2018). According to Arrigo’s research (2018) 

the flagship stores of high fashion houses are not only used to communicate the lux-

uriousness of the products, but that the stores can also promote sustainability of the 

brands. Her research suggests that the layout and architecture, as well as sustainable 

standards are ways for flagship stores to communicate the brands’ sustainability. Ar-

chitectural features such as energy efficiency and renewable energy sources along 

with waste and CO2 emissions lowering methods contribute to the communication 

of sustainability. Furthermore, Arrigo’s research (2018) suggests that the personnel 

of the stores form an essential part of the sustainability communication of the brands. 
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Employees that know the procedures and actions of the brand towards sustainability 

can better promote the sustainability to customers and answer the questions of the 

clients on the sustainability of the products and thus create the feel of serious aim for 

sustainability (Arrigo, 2018). 

As this thesis seeks to understand how luxury fashion brands communicate their 

sustainability, examples of such communication are important. The above discussed 

examples of fashion houses and conglomerates, such as LVMH, Kering and Hermès, 

are important examples of the sustainability communication practices of the luxury 

fashion houses of the world. Given the lack of illustrative, yet covering, literature on 

the practices of luxury fashion houses within sustainability communication (Golob 

et al. 2023), the reporting style of the conglomerates and brands discussed above can 

be considered as the benchmark of the industry. Furthermore, the importance of them 

comes from being among the biggest operators in the luxury industry governing ma-

jor shares in dozens of luxury brands, thus having the power to shape the standards 

of the industry on sustainability communication. To better illustrate the practices of 

sustainability communication in practice I have selected a prominent, yet family-

owned Italian luxury fashion house, Ermenegildo Zegna. The reason to include a 

case is to illustrate the practices as well as shed light to the practices of the lesser-

known luxury brands. The selection is not solely based on personal interest, but also 

because of the differing sustainability actions and agendas of the fashion house. Fur-

thermore, as the company is still under control of the founding family, it also show-

cases how family values affect sustainability actions and as well as the sustainability 

communication. 

 

4.2 Case Ermenegildo Zegna 

Italian luxury menswear manufacturer Ermengildo Zegna is an example of a luxury 

brand that has committed to sustainability. The company, founded in 1910, first as a 

manufacturer of exclusive fabrics and later on growing to become one of the leaders 

of the fashion industry, still showcases how the family values shape the company 

(Jin & Cedrola, 2016, p. 31-64). It is also an excellent example for reviewing sus-

tainability communications, as their practices cover almost all the aspects and 
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elements reviewed in this thesis. The company itself states that sustainability has 

been part of the brand ever since the founding of it (Zegna, n.d., a). Additionally, the 

company describes that they are committed in building a brighter future for the next 

generations, and that they have both created and committed to a sustainability strat-

egy including aspects of environment, social and governance (ESG) (Zegna, n.d., -

a). 

An essential and integral part of Zegna’s sustainability communication is built on 

the Oasi Zegna. Oasi Zegna is a nature reserve in the Italian Alps, nowadays covering 

an area of 100 square kilometres. The reserve’s history dates back to the 1930s when 

the founder of Zegna, Ermengildo Zegna, planted 500 000 (five hundred thousand) 

trees to the Biella Alps in Northern Italy to revive the local nature. The picturesque 

forests on the Italian Alps around the town of Biella, Piedmont, where the company 

was established, serve as an important tool when communicating the sustainability 

of the brand. The company has also dedicated a capsule collection, ‘Born in Oasi 

Zegna’ (Zegna Group, 2023) to build linkages with the luxury products and sustain-

ability. However, according to Da Giau et al. (2016) capsule collections are prob-

lematic, since the promise of sustainability is restricted to that certain capsule, 

whereas the rest of the products offered remain less sustainable. Thus, the capsule 

collection cannot be determined to be strictly sustainable, as majority of the collec-

tion remains to be produced from unsustainable materials. Thus, Da Giau et al. 

(2016) argue that the main purpose of such collections are mainly meant to target the 

more conscious customer segments while not pursuing high enough level of sustain-

ability in everyday practices of the company. 

As of digital channels of sustainability communication, Zegna is active on social 

media and has dedicated sections on the corporate websites of Zegna Group under 

the name ‘Sustainability’ (Zegna, n.d., -b) as well in the online store under the name 

‘Responsibility’ (Zegna, n.d., -c). Both the Zegna group frontpage as well as the 

online store’s frontpage feature references to nature, as in the form of pictures of 

mountains and forests from the Oasi Zegna. The feel of the website of the online 

store is rather minimalistic, leaving the products into the centre of the website, high-

lighting the luxuriousness of the products but also impeccable quality that can also 
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be considered as a feature of sustainability (Bocken et al., 2016; Han et al., 2017). 

Within the Zegna Group corporate websites, under the sustainability section (Zegna, 

n.d., -a) there is a digital path to access the sustainability report from the years 2020, 

2021 and 2022. Similarly, to the sustainability reports of LVMH and Kering (Wells 

et al., 2021), the sustainability reports of the Zegna Group can be described as having 

a decorative feel, with photos of products, landscapes from the Oasi Zegna as well 

as pictures from the production sites without actual connection to the contents of the 

report. However, unlike the reports of Kering and LVMH (Wells et al., 2021), Zegna 

Group’s sustainability reports contain clearly formed sustainability goals as well tan-

gible and illustrious data on sustainability related issues such as energy consumption 

and emissions, as well as on the materials purchased, produced and the origins of 

those materials.  

When it comes to the non-digital sustainability communication, Zegna partici-

pates in the fashion shows, most notably Pitti Uomo in Florence (Turra, 2021), and 

has over 500 stores around the globe (Jin & Cedrola, 2016). The fashion shows pro-

vide the company an opportunity to showcase not only their products but also to 

demonstrate the sustainability of the company via more sustainably crafted products. 

Furthermore, it is notable that Zegna, unlike many of its counterparts, owns the 

whole supply chain from the production of raw materials to the production and sell-

ing of the end-products (Jin & Cedrola, 2016). This vertical integration (Jin & 

Cedrola, 2016) gives the company opportunity to pursue more ambitious level of 

sustainability. Additionally, the ownership of the whole supply chain enables the 

pursue of transparency which in turn gives more credibility to the sustainability com-

munication of the company (Wells et al., 2021). The transparency of the supply chain 

also ensures that the sales personnel can provide more covering answers to customers 

on the sustainability matters. Thus, the flagship stores of Zegna can more effectively 

communicate about their sustainability (Arrigo, 2018) and potentially stand out from 

the competitors. 
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5 Conclusions and further discussion 

 

5.1 Conclusions 

This thesis first looked into the discussion on sustainability as a concept and built an 

idea of sustainability as it is understood in this thesis prior moving to look into sus-

tainability within fashion industry. The purpose of this thesis is to shed light into 

sustainability communication practices of luxury fashion industry as well as to pro-

pose methods to stand out from the crowd. According to the literature and my re-

search, luxury fashion houses seem to communicate their sustainability mainly via 

social media as well as corporate websites (Luo et al., 2021; Wells et al., 2021). 

Sustainability is also being communicated through non-digital channels, such as 

fashion shows (Mendes, 2021), flagship stores (Arrigo, 2018) and concrete actions, 

such as restoring natural habitats (Wells et al., 2021; Achabou et al., 2020; Jin & 

Cedrola, 2016). These communication tools allow companies to rather freely curate 

which aspects of their sustainability actions to highlight (Turunen & Halme, 2021). 

However, as sustainability has become an agenda of almost every luxury fashion 

house, there seems to be little chance to stand out from the crowd via the most com-

mon ways of communication.  

Further on, the elements of sustainability communication, such as usage of strong 

expressions as well as imagistic aspects including nature and natural features along 

symbols of sustainability (green as colour, pictures of pristine nature etc.) mainly 

seem to belong to the communications strategy palette of almost every company, as 

seen with the cases of LVMH, Kering, Hermès and Zegna. However, when it comes 

to sustainability reporting, Zegna seems to perform better than the other mentioned 

counterparts though there are still need to develop the communications as well as the 

actions taken in order for the Italian group to reach its sustainability goals and thus 

deliver their promises on sustainability. 

Even though majority of the general practices are already in use industrywide, 

there are still possibilities where to stand out from rivalling businesses. As sustaina-

bility standards and labels are still evolving, this thesis suggests that companies that 

pursue high-level sustainability agenda actively take part in developing these new 
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sustainability guidelines. This allows the companies to both stand out from their ri-

vals as well as to be able to adopt to the fast-evolving sustainability standards early 

on. Furthermore, participating in setting more ambitious goals and standards would 

probably lead into better image as a company and thus interest stakeholders further. 

Additionally, as the study of Wells et al. (2021) as well as the example of Zegna 

demonstrates, ambitious sustainability reporting can be a differentiating factor. An-

other example of Zegna that stands out is the vertical integration and the ownership 

of the complete supply chain (Jin & Cedrola, 2016), offering leverage to pursue more 

ambitious sustainability goals. Furthermore, Zegna has committed to social sustain-

ability goals too, accordingly to the family values of supporting and giving back to 

the local community (Zegna, n.d., -a; Jin & Cedrola, 2016). Social sustainability ac-

tions could thus help to differentiate from the rivals too, since the main emphasis of 

many of the luxury fashion houses still remains on the environmental sustainability.  

 

5.2 Limitations & further discussion 

It is crucial to note that the literature that has been used in this thesis is limited and 

is mostly selected on the basis of personal judgment. Thus, personal perquisites as 

well as subjective decisions on which from the myriad of sustainability related arti-

cles to site in my thesis, could affect to the above presented conclusions of my re-

search. Furthermore, the usage of examples does create a dilemma since they can 

both illustrate the sustainability communication practices in a more tangible way but 

also create another myopia. Furthermore, even though the initial perception has been 

that Ermenegildo Zegna stands behind their sustainability actions, research would be 

needed to prove this. Also, it would be beneficial to further research the market of 

luxury fashion from the viewpoint of sustainability communication and how con-

sumers react and value such communication, especially within emerging markets 

such as Brazil (Jin & Cedrola, 2016). 

As pointed out in Chapter 2.1, most of the sustainability research as well as dis-

cussion both in academia and media, is about ecological sustainability. In this paper, 

as well, the focus has been ton the environmental sustainability, which oftentimes 

appears to be easier to illustrate in communications. However, sustainability can, and 
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should, be understood as larger entity that also covers the social responsibility. Es-

pecially when speaking of luxury fashion houses, further research would be much 

needed on the matter. Additionally, the scope of social sustainability actions would 

need a lot more research within the industry, as the small sample would suggest that 

most of social sustainability actions concentrate to the cities and or countries of 

origin of the brands, such as it is with the case of Zegna (Jin & Cedrola, 2018). Thus, 

there seems to be blind spot in the social sustainability communication within the 

luxury fashion industry. 

As discussed in the Chapter 2.1, there is still need to establish more comprehen-

sive understanding of the term sustainability. However, after establishing under-

standing on that term, there is still need to define what is understood with sustaina-

bility communication. Golob et al. (2023) noted that the fact that sustainability com-

munication is still rather new term and therefore there are not that many studies about 

it. This does pose a challenge for this paper too, as the literature on the matter is 

extremely fragmented (Golob et al., 2023). This in turn could suggest there is not yet 

clear consensus on the matter. Moreover, Da Giau et al. (2016) note that specifically 

within the sustainability communication on the fashion industry the amount of liter-

ature is notably scarce. Thus, there is a need for more comprehensive studies on the 

sustainability communication and the practices of it to better understand both how it 

is being practised within the luxury fashion industry (among other industries) and 

which ways could be used to stand out from the crowd. 
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