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INTRODUCTION 

 

This thesis will be structured as follows: it will be divided into 4 major areas.  

The first one regards the concept of sustainability. I will focus briefly on ideas such as 

the Triple Bottom Line, regulations, new materials and procedures.  

Then, I will address my interest towards the current state of the fashion system and the 

trends which are expected to appear during 2019. A short paragraph will illustrate the 

contemporary conditions of the Italian fashion sector. In the third part of my thesis, I will 

try to clarify how labels are trying to modify their behaviors towards a more sustainable 

approach and manner. The last part of my thesis will consider big groups such as Kering 

and LVMH and their considerations about sustainability and how luxury is trying to 

respond to these changes.  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



5 
 

PART ONE: SUSTAINABILITY 

 

CHAPTER INTRODUCTION  
 

This chapter illustrates basic concepts which define the idea of sustainability.  

In the first part the notion of New Value Proposition is explained, which delineates the 

majority of the strategies adopted by companies nowadays. Then, the Triple Bottom Line 

theory, which refers to social, environmental and economic objectives, exemplifies how 

brands need to change their plans according to current trends, laws and regulations. 

Most of the companies, then, are committing themselves to assuming a more conscious 

behavior. This is reflected within their Corporate Social Responsibility reports, which 

underline the importance that a business gives to the environment and to the people 

connected to it.  

From there, more practical aspects are analyzed. Specifically, this work focuses on the 

different types of Sustainable Materials and Practices which can be used during the 

production phase. Next, different Sustainable Distribution procedures are illustrated to 

show how a corporate can achieve a more mindful conduct. Lastly, a guide about the 

different methods for Disposing of used items is explicated.  

Generally speaking, this first chapter gives a generic overview about current sustainable 

actions which are considered by well established companies in order to conduct more 

mindful and reflective activities.  
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1.1 A NEW VALUE PROPOSITION  
 

The first definition of Triple Bottom Line was created by John Elkington in 1977, who 

believed that this term implied three different aspect of the same vision. In particular, he 

thought that these three dimensions where interrelated: Profit (the Economic scope), 

Planet (the Environmental scope) and People (the Social scope).  In order to be 

sustainable in the long term, a company should embrace all of them: it has to be concerned 

with the revenues and the costs that the business needs to afford, it has to be aware of its 

workers’ rights, consumers’ rights and the valorization of the territory in which it is 

operating and at the same time it needs to be focused on reducing the environmental 

impact that the company produces on the Planet. This is the only way through which a 

business can survive over the long time.  

From there, a whole new range of ideas around this concept emerged. In particular, the 

term “Sustainability” appeared for the first time in 1987 when Gro Harlem Brundtland 

coined the world inside her report. The idea is described as follows: “Sustainable 

development implies meeting the needs of the present without compromising the ability 

of future generations to meet their own needs”.   

Moreover, in 2011 the Commission of the European Communities defined the idea of 

CSR, Coporate Social Responsibility, as the responsibility of the enterprises on the 

society (“Enterprises should have in place a process to integrate social, environmental, 

ethical human rights and consumer concerns into their business operations and core 

strategy in close collaboration with thier stakeholders”1).  

From here, it is easy to understand how, over the years, sustainability has become one of 

the key factors that companies must possess in order to keep a strategic advantage over 

their major competitors. A new business model emerged more recently: sustainability is 

not a cost anymore, rather it is a source of power for the firms which embrace it.  

Consumption patterns have changed because consumers realized that the way of living 

that we are experiencing during these last decades can not be maintained over the long 

period because our Planet is not physically able to sustain this current level of production. 

Clients are more willing to pay higher prices for more ethically and eco-friendly products 

                                                        
1http://www.europarl.europa.eu/meetdocs/2009_2014/documents/com/com_com(2011)0681_/com_com(
2011)0681_en.pdf 
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if this means providing something good to the World. They want to be more engaged and 

are actually more informed and willing to take part into this major revolution and change 

of ideals that we are currently experiencing. In order to be sustainable, therefore, a 

company must be both consumer and worker centric, thus giving more power to the 

people who want to take their responsibilities.   

Nowadays, fashion is one of the largest industries and is the second most polluting one 

after the oil sector. Just to give some real datas, in 2007 more than 8 million tonnes of 

cottons (which is the material whose production has the highest environmental impact on 

the Planet) were produced with a dispendium of 3,2% of water available for the whole 

year for the entire population. From 1994 to 2007 the textile production more than 

doubled and in 2006 synthetics corresponded to the 58% of the entire garments 

production.  

Currently, each one of us is responsible for 0.6 kilos of oil, 60kg of water and 1 kg of 

waste for every kg of apparel that we buy.  

Moreover, it is estimated that by 2030 water consumption will raise by 50%, energy 

emissions by 63% and waste production will shift from 92 to 148 millions tonnes.  

The critical turnpoint happened in 2009, when a global crises influenced consumption 

levels of people all around the world. Due to lower costs (which were then turned into 

lower prices for the final user), higher volumes of goods where purchased and consumers 

started to buy clothes compulsively not because they really liked the items, but because 

these were actually cheaper than usual.  

In 2012, 64 new clothes were bought by each person every year and department stores 

started to have a huge influence over the entire population, since they became a sort of 

meeting point for people who wanted to spend time together and meet with each other. 

This was when the phenomenon of fast fashion was born.  

Currently, our system is not able to sustain all of this mass production and high level of 

consumption anymore. As the “Pulse Record” shows, fashion scores a level of 32 points 

on a scale from 0 to 100 based on sustainability concepts. This means that something has 

to change as soon as possible.  

Innovations should be embraced all along the value chain of the clothing industy: strating 

from design and development, through raw materials, processing and manufacturing to 

transportation, retail, consumer use and end of use. In particular, more efforts should be 
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put during the first stages of the process: people should devise a more accurate plan in 

order to avoid unnecessary waste and high level of consumption across all the subsequent 

phases of production. This is the only way through which emissions can be reduced and 

cut off and the only alternative through which it might be possible to achieve an adequate 

level of sustainability.   

In particular, as I will describe more in depth onto the next pharagraphs of this text, there 

are seven ways through which a more circular and feasible approach can be obtained 

(Figure 1).  

The first one is related to the on demand production and custom made tailoring. It means 

that clothes and garments are manufactured whenever they are needed and not randomly, 

but with a careful and particular attention to every single detail.  

The second path towards sustainability regards implementing practises that are green and 

clean in every step of production.  

Another strategy is to create higher quality and timeless designs which are aimed to last 

over a long period of time (which is in some sense the opposite concept of the idea of fast 

fashion).  

The fourth way aims at including traditional production methods and artisans crafts 

whenever developing an idea. This means having a more ethical and fair vision over the 

entire industry.  

Most of the people, moreover, whenever they do not use an item anymore or whenever a 

piece of cloth is too old and/or in bad conditions decide to just throw it away. This is not 

the most sustainable way at all. In fact, there are more alternatives which can be taken 

into consideration to repair, upcycle and redesing our garments and give them a second 

life, thus avoiding unnecessary waste. In order to achieve this last goal, therfore, there are 

plenty of programmes whose idea is about renting, swapping and leasing items between 

people in the market. In this way, users do not only avoid waisting money by buying 

clothes but also they contribute to a more sustainable environment by reducing the 

production of new garments and the waste of others which have already been 

manufactured.  

Last but not the least, secondhand and vintage fairs are organized all over the world and 

people are starting to embrace this philosophy of a new way of purchasing. More recently, 

the majority of people think that buying an item which has previously belonged to 
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someone else is actually a cool thing to do. I had the pleasure to visit the Melrose Trading 

Post in Los Angeles and I have been amazed and shocked by the huge quantity of 

garments that people were actually selling and buying. Moreover, after the advent of the 

Internet and Social Media, there are many platforms through which it is possible to buy 

and sell vintage pieces. One of these apps is called “Depop” and it allows the parts to 

contact each other and organize the trade.  

These are the major seven ways through which a better and more sustainable way of 

consuming and producing fashion might be achieved. Naturally, the perfect vision would 

take all of these seven together. At time, though, it is not possible to have them all, but I 

am sure we are working on that to achieve the best and most perfect way of consumption.  

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 

 

 

 

 

Figure 1. Different models of sustainability, greenstrategy.se 



10 
 

1.2 TRIPLE BOTTOM LINE  
 

The idea of Triple Bottom Line is basically what all Sustainability is about. This is one 

of the pillars which guide the way for a company which wants to embrace a more 

acceptable and appropriate behavior.  

Generally speaking, every corporation before implementing a strategy has to assess which 

objectives it wants to accomplish, where it wants to be at a particular point in the future. 

These intensions must be SMART: Specific (they have to be precise and explicit), 

Measurable (which means they have to be assessable and quantifiable), Attainable (these 

ambitions must be achievable and not impossible), Relevant (appropriate and applicable 

considering the type of business) and Time-related (the target has to be reached within a 

limited period).  

Once these objectives have been disclosed, the company can set a clear and definite 

strategy.  

For what concerns companies which want to embrace a more sustainable perspective, 

there are three fundamental sorts of intentions: 

 

1) ECONOMIC OBJECTIVES 

If the company does not perform well in terms of sales and profits, it is very 

difficult for a business to survive over the long period. This is the reason why 

corporate leaders must constantly examine and monitor market deals and 

negotiations (which are pretty easily traceable). Moreover, a specific focus has to 

be framed over consumers’ gratification, pleasure, reliability, devotion and 

lifetime value. This means that clients’ feelings have to be constantly recorded 

through several kinds of interviews, which are able to assess their satisfaction 

towards a product or a brand.  

If people stay loyal to the company because it provides them with specific benefits 

and solutions, they will continue to purchase its products. This implies that 

economic sustainability over a long period of time can be maintained.  
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2) ECOLOGICAL OBJECTIVES 

Ecological purposes are concerned about the impact that a single product or 

service has on the environment, starting from its design, to its production, 

consumption and disposal. The aspiration is to reduce the consequences that it 

generates during the all the above-mentioned phases. The lower the effects, the 

higher the sustainability and the positive brand image and attitude that the people 

in target market are going to form within their minds.  

Specifically, substances and water consumptions, exhalations and dissipation 

production are the focal points during this phase.  

A specific model was created in order to determine more accurately the specific 

influence of production on our Planet and on human conditions.  

 
Figure 2. Phases of an average Life Cycle Assessment (LCA), openlca.org 
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The so called Life Cycle Assessment (LCA), which is exhibited in the Figure 2,  

is a method which takes into consideration four different but connected steps: 

description and explanation of the objective and broader extent, life cycle 

inventory (computing the exact amount of material inputs and outputs consumed 

during the entire life time of an object), life cycle impact assessment (how much 

influence each substance has during each phase on the environment) and life cycle 

interpretation (where final results are calculated and solutions for improvement 

are hopefully formulated).  

Just to give a clearer idea of this procedure, an example of the Life Cycle 

Assessment of the impact of a T-Shirt follows (Figures 3, 4 and 5). Of course, a 

more accurate study must be better arranged and more data are needed, but, as I 

have already said, this is no more than a simple illustration of this process: 

 

 

 
Figure 3. Life cycle assessment of a basic cotton t-shirt, 

openlca.org 
 
 
 
 
 
 
 
 



13 
 

 
 

 

 
Figure 4. Overall environmental impact of a basic t-shirt, openlca.org 

 
 

 

 
Figure 5. Impact on water depletion of a basic t-shirt, openlca.org 
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The most important information that can be acquired from this model are Carbon 

and Water footprints, which are data that collect respectively the amount of 

greenhouses gases emitted and water consumed during the whole life span of a 

specific good. 

Of course, this practice can be implemented for every single type of item existing 

in the world.  

The Life Cycle Assessment is an opportunity that fashion brands must be careful 

not to miss. Once details are gathered, it is easy to create an advertising and 

marketing campaign which focuses on the improvements that the brand is trying 

to accomplish to reduce pollution and to create better conditions for our World.  

 

3) SOCIAL OBJECTIVES  

The last kind of concerns embraced by the Triple Bottom Line points to human 

and public intentions. In particular, companies guarantee that health and safety 

measures are respected and that items are not produced at the expenses of 

employees. Currently, more and more people are interested in where and how 

garments were fabricated and under which conditions. Companies try to distribute 

as many information as possible not only pertaining to their business, but to the 

entire value chain which is embedded in the process.  

Moreover, in order to improve and intensify their corporate image, firms are more 

and more willing to embrace social causes and be connected to the population 

where they perform. Most of the times, companies donate huge sums of money to 

specific causes related to educative, instructive and collective programs.    

The case of Burberry is emblematic in this sense. In 2018, the English fashion 

brand gifted a conspicuous amount of funds to three different institutions 

(precisely the Albert Kennedy Trust, The Trevor Project and ILGA) with the 

specific purpose of expanding consciousness and understanding of the LGBTQ+ 

community. Besides, Christopher Bailey, who at that time was the creative 

director of the label, during his final show redesigned the brand’s trademark with 

a rainbow variation to show respect and equality to the LGBTQ+ association 

(Figure 6).  
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Figure 6. Burberry fall 2018 ready to wear fashion show, vogue.com 

 
 

Another symbolic exemplification of social responsibility can be located in the strategy 

of the brand Lacoste, whose main logo is represented by a crocodile. Since 2018, in order 

to give a consistent contribute to the safeguard of endangered species, the company 

decided to substitute its trademark with the images of ten other jeopardized breeds, which 

are shown in Figure 7. This limited amount of items was produced in collaboration with 

the organization “Save Our Species” and each different t-shirt was fabricated in numbers 

commensurated with the exact amount of those specific animals which are current alive. 

Therefore, this limited capsule was available only for 1775 articles.   

 
Figure 7. Lacoste's Save our Species Campaign, lacoste.com 
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The core concept around the Triple Bottom Line is consistency. Only through an accurate 

and coherent approach it is possible for a company to achieve its goals and to commit to 

a more sustainable behavior. These three dimensions have to be connected in such a way 

that improvements in one aspect have to lead to advancements and further progress in 

another one. The entire strategy must be connected and devised to make sure that every 

single situation will not be conflicting with another point of view. Once consumers 

understand what the purposes of the business are in terms of social and environmental 

improvements, they will become more affiliated and loyal to the brand.  
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1.3 REGULATIONS AND INSTITUTIONS 
 

The fact that consumers are increasingly starting to be more concerned about the 

environment and that they are more and more inclined to be informed about sustainable 

practices and goods is a signal of a change in consumption and behavioral dispositions. 

People want to be advised about new and radical eco-friendly practices in order to select 

the best options among all the alternatives. They are evolving into more qualified and 

clever clients who are asking for more information that, on the contrary, companies are 

not providing them. Within the consumer market, the choice of sustainable products is 

still very limited and information about them is absolutely unsatisfactory and vague.   

The other difficulty that the sustainability market is currently experiencing is observed in 

the lack of a transparent regulatory structure whose role would be assisting clients 

whenever they want to purchase an environment-friendly item. Moreover, definite 

criterions about trademarks and acknowledgements about this matter must still be held in 

place. Clearness is a central quality that brands must use when communicating their added 

value to their final customer, if they want to be present within their minds. The more the 

communication between the parts is unequivocal, the higher will be the possibility that a 

person will trust and purchase from that specific company in the end. In order to upgrade 

a business’ visibility and credit, trademarks, certifications and environmental statements 

are required. Specifically, certificates and standards are strategic marketing tools which 

testify how much a label has been sustainable and concerned about its surroundings. 

These devices are useful to demonstrate the competitive advantage that a company owns 

over its rivals. This is the reason why a worldwide criterion must be established as soon 

as possible as a warranty for consumers who do not know which alternative to choose.   

In the following paragraphs, I would like to illustrate just a few examples of regulations, 

internal codes of conduct adopted by companies and certifications in order to understand 

better these types of conventions.  
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1) REGULATIONS 

• REACH (CE 1907/2006)2: this procedure is pertinent only to the 

European Union and exemplifies to companies, which have to adopt these 

benchmarks, how an item should be manufactured, imported, traded and 

used 

• TSCA3: which is relevant only for the US and states how a fabric must be 

created, imported, consumed and discarded 

• Directive on industrial emissions (2010/75/UE)4: which asserts how to 

avoid and administer contamination in the air, water and ground  

• CWA (33USC par.1252 ss)5 : is an American governance which 

administers how contaminating materials must be destroyed 

• UE N.1007/20116: which expresses that labels on clothes have to certify 

how and by whom that specific textile has been manufactured 

• CBP (Custom Border Protection)7 and FTC (Federal Trade 

Commission)8: who must take the responsibility of advising and 

communicating with customers about their hypothetical decisions 

 

 

                                                        
2 Regulation (EC) No 1907/2006 of the European Parliament and of the Council of 18 December 2006 
concerning the Registration, Evaluation, Authorisation and Restriction of Chemicals (REACH), 
establishing a European Chemicals Agency, amending Directive 1999/45/EC and repealing Council 
Regulation (EEC) No 793/93 and Commission Regulation (EC) No 1488/94 as well as Council Directive 
76/769/EEC and Commission Directives 91/155/EEC, 93/67/EEC, 93/105/EC and 2000/21/EC (Text with 
EEA relevance), https://eur-lex.europa.eu/eli/reg/2006/1907/2009-06-27 
3 The Toxic Substances Control Act (TSCA) is a United States law, passed by the United States 
Congress in 1976 and administered by the United States Environmental Protection Agency, that regulates 
the introduction of new or already existing chemicals. https://www.epa.gov/tsca-inventory 
4 Directive 2010/75/EU of the European Parliament and the Council on industrial emissions (the Industrial 
Emissions Directive or IED) is the main EU instrument regulating pollutant emissions from industrial 
installations. The IED was adopted on 24 November 2010. It is based on a Commission proposal recasting 
7 previously existing directives (including in particular the IPPC Directive) following an extensive review 
of the policy (see here). The IED entered into force on 6 January 2011 and had to be transposed by Member 
States by 7 January 2013 https://ec.europa.eu/environment/industry/stationary/ied/legislation.htm 
5 https://www.law.cornell.edu/uscode/text/33/1251 
6 Regulation (EU) No 1007/2011 of the European Parliament and of the Council of 27 September 2011 on 
textile fibre names and related labelling and marking of the fibre composition of textile products and 
repealing Council Directive 73/44/EEC and Directives 96/73/EC and 2008/121/EC of the European 
Parliament and of the Council Text with EEA relevance https://eur-lex.europa.eu/legal-
content/EN/TXT/?uri=celex%3A32011R1007 
7 https://eur-lex.europa.eu/legal-content/EN/TXT/?uri=celex%3A32011R1007 
8 https://www.ftc.gov 
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2) INTERNAL CODES OF CONDUCT ADOPTED BY COMPANIES 

These optional records outline criterions, dogmas and ethics that a 

company applies and that comprise the base of its exercise. Within these 

reports, essential employees’ freedoms are framed and basic principles for 

the whole business are settled. The complication with codes of conducts, 

though, builds upon the lack of separate controlling organizations which 

certify that corporations are in fact trying to implement better practices 

towards a more sustainable approach. 

To cite an example, within Italy the most recognized internal code of 

conduct is the “Manifesto della Sostenibilità per la Moda Italiana”9 which 

discloses indispensable guidance towards a more ecological attitude  

 

3) CERTIFICATIONS  

Certifications are unrelated and self-governing bodies that attest whether 

an item produced by a company observes previously adjusted norms. 

Three forms of certifications can be earned by an association: 

• About security 

§ Oeko-tex Standard 10010, which ensures that articles do not 

discharge hazardous elements 

§ Seri.co11, which certifies the conditions of the textiles and of their 

creation 

• About ethical sustainability  

§ WRAP12, which takes care of employees’ prerogatives 

                                                        
9 https://www.cameramoda.it/media/pdf/manifesto_sostenibilita_it.pdf 
10 The OEKO-TEX® tests for harmful substances are fundamentally based on the respective purpose of the 
textiles and materials. The more intensive the skin contact of a product and the more sensitive the skin, the 
stricter the human-ecological requirements that need to be complied with. https://www.oeko-
tex.com/en/business/certifications_and_services/ots_100/ots_100_start.xhtml 
11 Seri.co is a product and process certification system based on a Disciplinary the application of which – 
by Companies - is intended to provide the highest guarantees: on the production process in accordance with 
the principles of quality, environment, health and   safety, sustainability, social responsibility and chemical 
risk management; on the textile product, both for technological and performance properties and for eco 
toxicological properties; on the chemical / formulation / dye for eco toxicological properties. A certification 
that assures the quality and the health and safety requirements of the textile product and the production 
system from which the product is born. https://www.textilecomo.com/en/About-Seri.co 
12 WRAP was formed out of the desire to create an independent and objective body to help apparel and 
footwear factories around the world verify that they are operating in compliance with local laws and 
internationally-accepted standards of ethical workplace practices. http://www.wrapcompliance.org 
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§ SA 800013, probably the most celebrated standard in terms of 

children labor regimentation   

• About general application  

§ ISO 1400014, comprises all the credentials that ecological and 

environmental labels must own in order to be defined as such 

Ex. Ecolabel (CE 66/2010)15, is an evidence for clients about the 

sustainability practices employed for the manufacturing of a 

specific item among all the stages  

Ex. Ecoaudit, which consists of a spontaneous declaration created 

by certain labels to produce lower polluting effect on the Earth 

• Specific certifications for the fashion industry 

§ Oeko-tex STeP16, which promises that a specific item does not 

contain alarming bodies  

§ Bluedesign17, which confirms that a lower environmental effect 

has been achieved by a company among its entire value chain  

§ Made in Green18, which authorizes the tracing of sustainable 

fashion items during their whole value chain 

                                                        
13 The SA8000® Standard is the leading social certification standard for factories and organizations across 
the globe. It was established by Social Accountability International in 1997 as a multi-stakeholder 
initiative. Over the years, the Standard has evolved into an overall framework that helps certified 
organizations demonstrate their dedication to the fair treatment of workers across industries and in any 
country. http://www.sa-intl.org/index.cfm?fuseaction=Page.ViewPage&PageID=1689 
14 ISO 14001:2015 and its supporting standards such as ISO 14006:2011 focus on environmental systems 
to achieve this. https://www.iso.org/iso-14001-environmental-management.html 
15 Regulation (EC) No 66/2010 of the European Parliament and of the Council of 25 November 2009 on 
the EU Ecolabel (Text with EEA relevance). https://eur-lex.europa.eu/legal-
content/EN/TXT/?uri=CELEX%3A32010R0066 
16 Through modular analysis of all relevant company areas such as management 
of chemicals, environmental performance, environmental management, occupational health and 
safety, social responsibility and quality management, the STeP certification allows a comprehensive and 
reliable analysis of the extent of sustainable management provided by a production facility. 
https://www.oeko-tex.com/en/business/certifications_and_services/step_by_oeko_tex/step_start.xhtml 
17 BLUESIGN traces each textile’s path along the manufacturing process, making improvements at every 
stage from factory floor to finished product. BLUESIGN changes the environmental impact of textiles for 
good. As a solution provider and knowledge broker, BLUESIGN acts as an independent verifier to secure 
trust and transparency. https://www.bluesign.com/en 
18 MADE IN GREEN is a traceable consumer label for sustainable textiles. Each item with the MADE IN 
GREEN label features a unique product ID and/or a QR code allowing you to trace the article’s production. 
Each product ID gives you visibility into the various stages of production as well as the countries in which 
textiles were manufactured. https://www.madeingreen.com/en/_mig/mig_home/mig_home.xhtml 
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§ ISO 9001:2000, which certifies that products are following 

predefined requirements and norms and that the entire company 

adopts a total quality management system (TQM)  

 

 

To cite an example of a fashion brand which makes use of some of these certifications 

and which is conscientious about these regimentations, I would like to illustrate the case 

of Timberland.  

 

 

 
Figure 8. Example of a label attached to Timberland's products, money.cnn.com 

 

 

As the above picture shows (Figure 8), the brand attaches “Nutritional Labels” on the 

boxes which enclose its shoes. In particular, it is possible to note that the company 

declares how much energy was consumed to produce them and the quantity of renewable 

activity recycled, the overall community impact (highlighting the amount of child labor 

employed) and where that particular pair of boots was created. This is a perfect example 

to understand how much labels, certifications and regimentations can in fact produce an 

overall positivity Aurea around a sustainable company. The more people will become 

concerned about issues such as climate change, water pollution and rising temperatures, 

the more labels will be forced to provide more data about their impact on the Planet to 
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stay in the market. Timberland is one of the few and first companies to understand this 

and its reputation is still very strong and its success as a sustainable brand is undeniable.  
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1.4 CORPORATE SOCIAL RESPONSIBILITY  
 

“Corporate Social Responsibility is a concept whereby companies integrate social and 

environmental concerns in their business operations and in their interaction with their 

stakeholders on a voluntary basis”19.  

This definition has been coined by the European Union in 2002 in order to assess exactly 

what Corporate Social Responsibility means. In particular, companies which adopt this 

direction want their business to be consistent in every part through a systematic and 

strategic approach which aims at providing something good for the Planet as a whole.  

There are two dimensions which constitute Corporate Social Responsibility which are the 

internal extent and the external scope. For what concerns the first one, it alludes to 

workers’ prerogatives, good conditions and protection in a nontoxic environment and the 

administration and governance of talents. The external scope, on the other hand, 

recognizes the importance of communities and associations, associates, clients and social 

and environmental burdens.  

Since stakeholders possess an authentic concern in the business, companies have to keep 

them constantly updated about their choices and resolutions through the distribution of 

declarations and records which illustrate what efforts have been completed in order to 

reach the goal of Sustainability. As Figures 9 and 10 reveal, a clear example of this 

practice may be found in the Sustainability Report of the Prada Group:  

                                                        
19 https://ec.europa.eu/europeaid/communication-commission-concerning-corporate-social-responsibility-
business-contribution_en 
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Figure 9 Corporate Social responsibility within the 2017 Sustainability Report of the Prada Group, 
pradagroup.com 
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Figure 10. Corporate Social responsibility within the 2017 Sustainability Report of the Prada Group, 
pradagroup.com 
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Usually, companies which adopt a Corporate Social Responsibility attitude plan to 

discuss and address three different types of social and environmental matters. The first 

one is related to broad concerns which are not influenced by the company’s actions. The 

second one is associated with value chain’s consequences which are related to business’ 

exercise. The third one is connected to market conditions and the competitive context.  

Specifically, the socio-political framework possesses a huge implication on the broader 

background, which may or may not help to boost the concept of Sustainability within the 

minds of the population.  

The most important notion is the one of the Dominant Social Paradigm. This includes 

specific and current perspectives, ethics, practices and organizations which design how 

consumers explore, observe and comprehend their surrounding environment. 

Unfortunately, the contemporary Dominant Social Paradigm is not connected to the idea 

of Sustainability at all. The current model puts interests, wishes and prerogatives of 

present human beings above the ones of other and future breeds. It is easy to understand 

that the concept of Sustainability cannot be easily integrated within this model whose 

main interest is to keep on producing goods to satisfy present wants and needs without 

considering later ones. What big and powerful companies tried to do in more recent years 

was convincing people that a modification of their behavior is necessary if we want our 

Planet to survive. The focus has been shifted from owning to experience, from producing 

with non-renewable materials to recycling as many fabrics as possible to produce other 

garments. Thankfully, a new belief of wealth without excessive manufacturing and 

further expansion is rising among both producers and consumers which now understand 

that most of the time participation and events is what really counts.  

Other meaningful assumptions related to Corporate Social Responsibility are the ones of 

Brand Ethos and Corporate Values. Brand Ethos defines all the principles, moral values 

and ethics which represent and distinguish a business. Core Values are identified with all 

the essential dogmas, standards and codes which the company chases through its 

sustainability marketing strategy.  
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Three examples may simplify and clarify these concepts: 

1) Patagonia’s Brand Ethos:  

“Build the best product, cause no unnecessary harm, use business to inspire and 

implement solutions to the environmental crisis” 

 

2) Nike’s Brand Ethos: 

“Create groundbreaking sports innovations, make our products sustainable, build 

a creative and diverse global team, and make a positive impact in communities 

where we live and work” 

 

3) Tiffany and Co.’s Brand Ethos: 

“We believe it is our moral duty to sustain the natural environment” 

 

 

These cases in point illustrate what the core moral laws and attitudes are for every single 

company. Once brands establish and state them, all their strategies and actions should be 

aimed at achieving these scopes.  

Consistency and coherence have to be employed at every step, starting from corporate 

directors and guides who have to take decisions based on corporate values and have to 

spread and disseminate these information constantly and incessantly to workers among 

the entire business.  

This is the only way through which it is possible to fortify and strengthen competitive 

strategy and reinforce corporate’s image.  
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1.5 SUSTAINABLE MATERIALS  
 
As far as now, we did understand that a revolution is in the making. But how will this 

transformation be completed in practice? This depends on using different and innovative 

types of materials to create our clothes. All the fabrics, which compose our garments, 

have a different impact on the environment. Moreover, the emissions and the uses of the 

same substances rely upon the location where the production is carried out. A way to 

determine what repercussions do these different elements have on our Planet is the Life 

Cycle Assessment (LCA). This index is based upon different parameters: carbon 

emissions, human toxicity (for example the use of pesticides), energy and water 

consumption levels and soil erosion.  

As I have already pointed out, different fabrics produce different consequences. First of 

all, I would like to give a much more clearer classification of all these materials that the 

apparel industry employs.  

 

Textiles can be catalogued as follows: 

 

- NATURAL FIBRES 

 

• VEGETABLE FIBRES 

 VEGETABLE: ex. Cotton  

Cotton is still the mostly applied texture20 even though it has a huge impact 

on the environment. In fact, too many pesticides are used in order to make 

these plants grow21 and it is estimated that every kilo of it requires between 

7,000 and 29,000 liters of water to be produced, while 18 tons of carbon for 

every ton of fiber is emitted during the manufacturing of clothes22.  

                                                        
20During the 19th century cotton covered the 70% of the total fashion production  
Farley Gordon J., Hill C., Sustainable fashion: past, present and future, London, Bloomsbury Academic, 
2015, p.62 
21 25% of the total amount of pesticides used worldwide is currently employed in the cotton sector  
Farley Gordon J., Hill C., Sustainable fashion: past, present and future, London, Bloomsbury Academic, 
2015, p.22 
22 The quantity of water used depends both on the type of the fabric and the region where it is produced. 
For example, it is estimated that a simple cotton top requires 379 liters of water to be manufactured, while 
a classic men’s nylon jacket implies the use of 206 liters, and a polyester top 135 liters. 
Moreover, there are massive disparities in water usage levels between made-man and natural garments: on 
average, 50 m2 for tonne of synthetics are needed, 200 m2 for tons of wool and 400 m2 for tons of cotton  



29 
 

One of the most sustainable alternatives may be found in organic cotton. The 

texture is basically the same (no physical differences are actually perceived), 

but the production of this material does not require the corresponding amount 

of pesticides and fertilizers that its original version needs. Moreover, less 

water is consumed and farmers can count on higher incomes. In fact, this is 

the obstacle to a fully adoption of it among the whole industry: organic 

cotton’s costs are way higher compared to the ones of its earlier and 

unsustainable form.  

A company which was able to create a garment with this type of fabric is 

prAna23. In fact, this corporation was capable of manufacturing a home-grown 

t-shirt avoiding the application of the most 13 lethal fertilizers usually 

employed in the production of ordinary cotton.   

Another alternative resolution to standard cotton is the genetically modified 

type. In this case, the genetic DNA of the plants is altered with a bacterial 

toxin which is extremely deleterious to bugs. This practice is particularly used 

nowadays, in fact the cultivation of GM cotton is estimated to be around 80% 

of the farming of the whole fabric24.    

 BAST: ex. Flax and Hemp  

 HARD: ex. Coconut 

 

• MINERAL FIBRES: ex. Asbestos 

 

• ANIMAL FIBRES:  

 WOOL AND HAIR: ex. Wool, Alpaca, Cashmere 

Wool is the most employed animal derived fiber. During the 20th century, 

though, the sector experienced a strong competition between this material and 

man-made fibers, which have been developed during those years. Currently, 

the wool industry covers the 1,5% of the entire textile production25. Wool is 

                                                        
Ricchetti M., Neomateriali nell'economia circolare moda, Milano, Edizioni Ambiente, 2017, p.172 
23 https://www.prana.com 
24 Ricchetti M., Neomateriali nell'economia circolare moda, Milano, Edizioni Ambiente, 2017, p.92 
25 In 2015 production corresponded to 1176 tonnes  
Ricchetti M., Neomateriali nell'economia circolare moda, Milano, Edizioni Ambiente, 2017, p.94 



30 
 

still one of the eco-friendliest elements since it is both renewable and fully 

biodegradable, which means that its particles can be broken down into simpler 

units by micro entities and they are decomposed in a reasonable amount of 

time and in a non-poisonous way.  

 The issue with it is its high level of pollution during its cultivation: too much 

pesticides, chemicals and liters of water are needed during the production 

phase26. An alternative solution, as for the case of cotton, relies on organic 

wool, which was even adopted by Stella McCartney for designing her Cocoon 

sweater dress back in 2009. As for the other circumstance, the problem with 

organic materials is that they are limited, characteristic that makes them more 

expensive than their traditional counterparts. 

 SILKS 

 

- MANUFACTURED FIBRES: thanks to their extremely highly basic 

fabrication, man-made textiles are the most used type of material and they 

cover the 60% of the entire production. A huge increase in their application 

has been registered since the 1990s.  

 

• NATURAL POLYMERS 

 VEGETABLE ORIGIN 

o CELLULOSIC FIBRES: ex. Viscose, Lyocell 

During the 1980s, a new and innovative type of fabric was created: 

Lyocell. This fiber, which is derived from woods, possesses the 

characteristic to be entirely biodegradable and is specifically designed 

to downsize its environmental consequences. Companies that adopt the 

Lyocell technology take synthetic waste (like nets founded in the sea) 

to convert it into a new material which owns exactly the same 

characteristics as nylon. The added value that Lyocell has, instead, is 

that the process to create it is less water consuming and generates less 

waste than nylon. This practice is a close loop: rubbish is accumulated, 

                                                        
26 Water consumption levels range between 8.5 and 16.5 m2 water for every tone of wool, chemical levels 
range between 180 and 300 kg for tone  
Ricchetti M., Neomateriali nell'economia circolare moda, Milano, Edizioni Ambiente, 2017, 96   
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then is cleaned and depolymerized to remove nylon. After that, what 

is left is polymerized again and sold back in the market. 

o SUCROSE BASED POLYESTERS: ex. Polylactic acid 

o ALGINATE FIBRES: ex. Acetate 

o ELASTIODIENE: ex. Rubber 

 ANIMAL ORIGIN: ex. Regenerated Protein Fibers 

 

• SYNTHETIC POLYMERS: these are polymers that are considered to be non-

biodegradable; hence they are not able to be broken down into smaller parts.  

 POLYCONDENSATE FIBRES: ex. Polyester. 

Polyester was patented for the first time back in 1941. Even considering 

its controversial attributes, it is currently one of the most used fabrics. If 

you look carefully at their labels, you will see that the majority of the 

pieces in our wardrobes are made of polyester, mostly because it is way 

cheaper than other materials such as cotton. This synthetic polymer is 

extracted from petroleum and for this reason it is a non-renewable 

resource. It also depends on an extraordinary amount of energy to be 

constructed and subsequently generates a colossal quantity of waste. Most 

of the companies, though, use it to make their garments because it requires 

less water, is more durable and simpler to take care for and its recycling is 

a very smooth process.      

 POLYMER FIBRES: ex. Acrylic 

 POLYADDITION FIBRE: ex. Elastothane  

 

Furthermore, innovative fabrics can be catalogued into other different classes such as 

“People Friendly Fibres” and “Predator Friendly Fibres”.  

For what concerns the first type, these are materials whose creation is careful not to harm 

people who are working on them. Health and safety, working conditions and fair living 

wages are the characteristics that identify these labels. For example, the “Fairtrade” 

certification assures that whoever is involved in the creation of a specific garment 

receives a minimum wage for his efforts. 
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The other class mentioned embraces all the textiles whose production is extremely 

cautious not to cause the migration of predator animal species to new territories. In fact, 

the more humans start to cultivate the land, the more other races will be forced to move 

to different areas. To restrain this phenomenon, predator friendly certifications where 

created in the US, whose main goal aims at making sure that farming is well integrated 

and does not cause damages to the already existing ecosystem. For example, recently in 

Montana a farm has been organized whose owners are interested in preserving the wildlife 

of the land. 27        

At this point of our analysis, a question naturally arises. Why is this metamorphosis taking 

place exactly right now and specifically at this point in history?  

Market conditions are a huge factor which is contributing at making our production 

systems more ecological and sustainable. Consumers are constantly more informed, 

engaged and concerned with the practices through which their garments are 

manufactured. They do not want to be part of the problem, rather they want to take their 

responsibilities and be an ingredient of the solution to make our Planet a better and less 

polluted one. Recently, brands started to satisfy their requests. In fact in 2016, 22 out of 

the 25 of the biggest global companies were distributing a report which indicated what 

practices where carried out by the corporation and what were the strategies that they were 

trying to adopt to have a lower impact on the environment and to improve general social 

conditions28. These types of documents are a strategic source of competitive advantage 

for the companies that share them, because it is a decisive leverage that can be used to 

communicate to clients what the firm is doing in order to advance its practices in terms 

of sustainability to always be a step further compared to their rivals. Communicating these 

information is essential, but disclosing them in the best possible way is even more crucial.  

Thanks to the help of market segmentation and research, brands realize that consumers 

can be one of their major leverage, but that at the same time their ideals and principles 

are starting to change towards a more ethical and conscientious view of life.  

Currently the 14% of consumers is estimated to be part of the section named “advocates”, 

which means that for them concepts such as sustainability and ecology are crucial 

                                                        
27 The Thirteen-mile farm (https://www.lambandwool.com)  
28 Ricchetti M., Neomateriali nell'economia circolare moda, Milano, Edizioni Ambiente, 2017, p.193 
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elements to take into consideration in buying resolutions. And it is exactly this division 

that green labels try to affect with their products and advertisements.29  

Lately, concepts such as environmental-friendly and non-polluting practices hint at 

quality. The scheme to become a market leader leans on detecting the most effective 

alternatives to declare a company’s ecological attributes to the market.  

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

                                                        
29 Ricchetti M., Neomateriali nell'economia circolare moda, Milano, Edizioni Ambiente, 2017, p.199 
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1.6 SUSTAINABLE PROCESSES 
 
After having considered what types of new materials should be employed to make a 

company more sustainable, it is time to assess which new procedures can be carried out 

to work towards this identical objective.  

When establishing the right strategies, designers have the biggest responsibility. In fact, 

the only and easier way to prevent unnecessary waste is through a careful, strategic and 

well-defined plan which outlines processes in such a way that avoids high negative 

ecological impacts from occurring.  

Designers need to be present at every stage of the procedure, so that they can give an 

overall and coherent vision and scheme to the technicians working with them. Ecological 

impacts should be well discussed and taken into consideration by both of these 

departments, which have to join forces and team up to broaden chances towards a more 

sustainable productive approach.  

As I have already mentioned on the previous paragraphs, every type of texture has a 

different environmental effect on our Planet which depends on how and where it was 

manufactured and what substances were used to put it together. Within the most active 

sustainable companies, workers are concerned with the impact that their products can 

have on the environment and they constantly try to improve their position by adopting 

paths which employ as few resources as possible and have the lowest repercussion on the 

ecological system. Even considering all of this and after having taken into consideration 

precise data and researches, designers concluded that not all chemical conducts can be 

prevented for the manufacturing of clothes.    

In this part of the thesis, a brief clarification is provided about what the most influential 

procedures that have to be implemented in order to create a garment are: 

 

1) BLEACHING 

Bleaching is the process that makes sure that a garment possesses a white regular 

color. After this practice has been completed, the fabric can be pigmented with 

the tincture that was previously planned. The more designers want a specific piece 

of cloth to be bright and vivid, the more resources during the bleaching phase are 

requested. In fact, this system is highly consuming both in terms of energy and 

water supplies employed, and the appeal and design that stylists want to obtain 
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must be balanced against the sacrifices that our environment is asked to bear. For 

a long period, chlorine was the primary type of source used for washing the clothes 

out. Recently, a new factor has been taken into consideration: hydrogen peroxide. 

Its extensive application is dictated by the fact that it is extremely accessible and 

way cheaper than chlorine. On the other hand, this material requires undeniably 

more energy during the whitening process30 and additional polluting chemical 

additives are demanded. An alternative to both these substances may be found in 

the ozone. This element does not ask for water and is capable of preserving the 

80% of chemicals generally applied. However, ozone is not as economical as its 

challengers and for sure it is not as easily obtainable. An additional option can be 

recognized in enzymes. These are proteins which stimulate chemical reactions. 

They can be used to neutralize the activity of peroxide lightening and possess a 

smaller contamination indicator compared to standard actors. The problem with 

enzymes relies on the fact that these are genetically modified entities which are 

forbidden by the Global Organic Textile Standard 31. Hence, although they might 

be the most sustainable alternative, they are seldomly applied.  

To guarantee a constant and stable degree of ecological and social conditions, 

many attempts towards a more sustainable approach have been explored. This is 

                                                        
30 Hydrogen peroxide starts to perform only above 60 degrees  
31 “The question whether enzymes derived from genetically modified organisms should be accepted under 
GOTS was readdressed and discussed in the revision process for GOTS Version 4.0. Finally, the position 
of the IWG remains that the use of genetically modified organisms - including their enzymes - is 
incompatible with the production of textiles labelled as ‘organic’ or ‘made with organic’ under GOTS. 
While the IWG Technical Committee acknowledges that there are applications including, and based on GM 
technologies, that result in a reduction of energy and water use and replace chemicals compare to some 
conventional textile processes this is only one side of the coin. 
It is a fact that many organizations and individuals have strong concerns about the use of the technology of 
genetic engineering considering problems that have already arisen and the unknown and uncertain long-
term effects and risks on the environment and not the least because of ethical reservations and business 
principles. Logically ‘GMO-free’ became and still remains to be a principle of any reliable organic 
agricultural and food standard while there is hardly any popular and worldwide applied textile standard 
beside GOTS that would address this issue. 
The strong concerns against genetically modified organisms are shared by many consumers and the IWG 
supports these concerns and thinks these should be adequately respected by offering certified organic 
textiles produced without the use of GM technology to consumers. The IWG thinks it is important to give 
consumers a choice to actively decide for themselves if they want to purchase a textile product made 
without using any GM derived inputs. 
In this sense GOTS encourages the enzyme industry to respect these concerns about a controversially 
discussed technology and also (to continue) to offer natural enzymes for use in the textile industry.      
(https://www.global-standard.org/information-centre/faqs.html#why-does-gots-prohibit-the-use-of-
auxiliaries-that-contain-genetically-modified-organisms-gmo-or-their-enzymes) 
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precisely the mission of the Eco Textile Standards, which aim at keeping an 

enduring and persisting conversation and sharing of ideas and knowledge between 

suppliers and buyers within the fashion system. This accomplishment should 

boost positive contentions and co-creation between participant of the whole 

segment.   

 

2) DYEING  

Many determinants impact with different consequences on the sustainability of a 

specific color option. For example, when assessing the polluting effect on the 

environment of a specific fabric, people should take into consideration the 

following determinants: the class of texture taken into consideration, the 

pigmentation and the chemicals applied, the ways through which these are 

employed, the consumption levels of water32 and so on. Moreover, specific studies 

supported the statement that there is no a particular color that has a bigger or lower 

repercussion on the Planet compared to the others and that the only way to try to 

delay and slow down this whole process is through the employment of chemicals 

and low liquor rates33 . A strategy to achieve this goal is by establishing a 

coordinated and congruous system of region-wide companies which can share 

their resources with others (such as water supplies) in order to create a sort of 

reconciliation between the territory and the dyeing sector34.  

Starting from the beginning, data affirm that before the 19th century the washing 

out stage was conducted with the help of biological substances. However, starting 

from the 20th century people have been handling the process with the use of 

chemicals. This strategy is for sure less expensive than the original alternative and 

it allows the maintenance of more radiant shades. Still, synthetics had the 

capability to produce health complications both to people who were involved in 

the manufacturing stages and to those who actually dressed in them. Due to the 

consistent amount of arsenic incorporated into dyes, humans started to suffer from 

                                                        
32 Currently, the clothing industry is assessed to consume 378 billions liters of water each year  
Fletcher K., Grose L., Fashion and Sustainability: design for change, London, King Publishing LTD, 2012, 
p.37 
33 The liquor ratio is the correlation of water volume needed to material production   
34 Water exploitment can be downsized by 80/90%  
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skin irritability and infections owing to the breathing of harmful particles. Arsenic 

is an extremely dangerous substance, since it cannot be easily identified and 

consequently its victims are not conscious about the threat.  

In 1904 the Bureau of Chemistry within the US Department of Agriculture 

decided to conduct a research which uncovered that there was evidence of this 

ingredient within paper and clothes. In particular, the analysis showed that red, 

black, blue and green colors were the most problematic ones and that there was 

not a precise category of products that was particularly impacted. But arsenic was 

not the only threatening element. People started to be aware that all chemicals 

were carcinogenic and to validate this statement in 1921 the labor department 

investigated the outcomes of colorants on craftsmen35.  

The whole contamination of the territory was mainly generated by the 

uncontrolled discarding of wasted materials into the environment. The leftovers 

which were not used during the pigmenting stage were dispersed in such a random 

way that the fluid vacillated from plant to plant. To constrain this phenomenon, 

in the 1970s the US Environmental Protection Agency settled some guides for 

waste disposition36. However, as by now, a large part of our textiles is still 

tinctured in developing countries where governance is unqualified just because it 

is cheaper and more practical for the company to regulate litter in this 

unsustainable way.    

                                                        
35 Farley Gordon J., Hill C., Sustainable fashion: past, present and future, London, Bloomsbury Academic, 
2015, p.90 
36 33 U.S.C. §1251 et seq. (1972) 
“The Clean Water Act (CWA) establishes the basic structure for regulating discharges of pollutants into 
the waters of the United States and regulating quality standards for surface waters. The basis of the CWA 
was enacted in 1948 and was called the Federal Water Pollution Control Act, but the Act was significantly 
reorganized and expanded in 1972. "Clean Water Act" became the Act's common name with amendments 
in 1972. 
Under the CWA, EPA has implemented pollution control programs such as setting wastewater standards 
for industry. EPA has also developed national water quality criteria recommendations for pollutants in 
surface waters. 
The CWA made it unlawful to discharge any pollutant from a point source into navigable waters, unless a 
permit was obtained. EPA's National Pollutant Discharge Elimination System (NPDES) permit program 
controls discharges. Point sources are discrete conveyances such as pipes or man-made ditches. Individual 
homes that are connected to a municipal system, use a septic system, or do not have a surface discharge do 
not need an NPDES permit; however, industrial, municipal, and other facilities must obtain permits if their 
discharges go directly to surface waters” (https://www.epa.gov/laws-regulations/summary-clean-water-
act) 
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Through the years, as we have observed, many different solutions have been 

adopted to try to circumscribe the phenomenon of pollution and contamination 

but with few results. The outcome that we can assume is that no one size fits all, 

but that every case needs its own resolution to conform to more sustainable 

parameters. One of the possible resolutions to the problem may be found in the 

use of better modes and procedures. For example, a better governance of coloring 

procedures should be designed from the beginning of the whole practice and an 

effort towards confining leftovers should be considered. Moreover, more 

emphasis and attention have to be put into the phases of reapplication and 

reemployment of waste which can be further utilized during a different and 

subsequent process of dyeing. Another alternative and effort towards a more 

sustainable approach can be the one of considering the rebounding with the old 

and past practices of naturally collected pigmented. This is an easier praxis for 

small brands but the case of Eileen Fisher shows that even bigger companies can 

and should try to make more efforts in the direction of ecology. In particular, the 

designer aims at employing totally organic and non-harmful tints37. Organic 

tinctures are a signal of where and when a specific fiber was manufactured. 

Indeed, designers should be careful when considering the different alternatives 

that they have when deciding which color to apply to a specific garment. This 

process requires a wiser artistic research, since stylists have to base their choices 

on what is available in nature during a specific season of the year. The practice 

grants a more profound pacification between people and the environment, since 

every fabric depends upon accessible minerals, the regional ground and even what 

a certain animal has been eaten lately. At this point, it is possible to define this 

concept as the “Slow Movement” way of life.  

Another example of designer who employs natural dyes is Sasha Duerr. The 

American stylist, indeed, applies the paints directly from the plants to the 

                                                        
37 In 2012 the company obtained the certification Bluedesign (In 2012 we introduced the world’s first 
bluesign® certified silks. Since then we’ve dyed over 4.5 million garments without hazardous 
chemicals using less water and less energy)  
Source: https://www.eileenfisher.com/bluesign-certified-color-without-
compromise/?___store=en&___from_store=default 
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garments rather than taking out the color before, thus saving many resources and 

time and avoiding polluting the environment furthermore.     

Although these strategies may be more effective than regular ones in terms of 

sustainability, they still bear consequences. Natural colors’ dyeing is nevertheless 

a high water and energy consuming process and plain tinctures are not able to 

satisfy the worldwide and growing demand of the fast fashion industry. In 

addition, an extensive quantity of land should be destinated to the extraction of 

dyes from plants.  

To conclude, a change is necessary at this point. But what if people focused more 

on changing utilization arrangements rather than creation systems? What would 

the outcomes in terms of sustainability be?   

 

3) MINIMIZING WASTE IN CUT AND SEW  

The leftovers produced during the manufacturing stage are one of the major 

sources of waste within a plant. Designers should think about how many efforts 

and costs they can save by just deciding to organize these processes in a more 

efficient and effective way. The problem with this operation, though, relies on the 

fact that its bad impact is not evident neither to the final user nor to the stylist and 

this is the reason why people tend to underestimate its repercussions both on the 

environment and on the economy of a company as a whole.  

Currently, in which manner a piece of clothing is going to be shaped is assessed 

by computer softwares38 which calculate how to obtain better economies and 

avoid unnecessary dissipation. The complication with them, though, depends on 

the fact that they are prearranged based on previously adjusted criterions settled 

by humans. As long as designers will decide how a garment is going to be 

fashioned, there will always be a huge and increasing amount of resources which 

are not going to be used and thus dissipated. Stylists should put more effort and 

attention during the procedure of cutting and sewing because, even if they cannot 

easily perceive it, this phase is one of the most pollutant ones and also the one that 

may be more easily modified. The conclusion that is possible to figure out at the 

                                                        
38 Like the CAD system 
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moment is that technology systems can assist them, but the designers are those 

who have to come up with different and inspired purposes.  
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1.7 SUSTAINABLE DISTRIBUTION  
 
According to accurate researches, the shipping step weights for just the 1% of total carbon 

emissions of a specific cloth when considering its whole life cycle (ergo contemplating 

the entire consumer behavior stage). In fact, in this last circumstance, apparel carefulness 

is the phase during which the highest level of energy is required39. But I will talk about 

this argument later on.   

The percentage of contamination during transportation, though, raises to 55% if just the 

corporation’s activities are taken into consideration. These data show that there is a 

serious margin for improvement and that reducing and changing consumption patterns in 

shipment is not only possible but also feasible.  

First of all, it is vital for me to refresh the definition of Life Cycle assessment (LCA) 

which is an investigation that companies commission in order to understand which phases 

and resources are the most polluting and contaminating ones among the whole life of a 

garment. Through this analysis, a corporation can recognize which are the causes of 

dissipated activities and try to change their practices towards a more efficient approach. 

The LCA allows people to estimate the ecological repercussions that the company has on 

the environment at every step: from substances extirpation, through production, 

circulation, transportation, application, adjustment and disposal. Commonly, brands 

compile these subsequent operations in order to assess the life cycle analysis of a specific 

garment: 

1) They organize a record of all substances involved in the process 

2) They estimate the effects of these substances into the environment 

3) They try to change the way things have been carried out until that moment to 

accomplish carbon neutrality40 

 

As we have already discovered, the Life Cycle Assessment is a strategic document that 

companies can produce to improve their position within the sustainability sector. The 

problem with this report, though, is to crave for substantial and meaningful facts. Data 

are not always easily accessible mainly due to the lack of communication between 

                                                        
39 Fletcher K., Grose L., Fashion and Sustainability: design for change, London, King Publishing LTD, 
2012, p.57 
40 Carbon neutrality means that a company is able to level carbon exhalation with carbon elimination thus 
accomplishing net zero carbon diffusion  
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retailers and manufacturers, phenomenon that does not permit a smooth manner of 

accumulation of these details. The generation of these records is easier for smaller brands 

compared to bigger ones, since they are more connected with their providers.  

To confirm this assertion, the case of Patagonia can be examined. In fact in 2007 the 

company, which is still considered as one of the most sustainable brands in the market, 

was competent to provide details about its performance for no more than five of its 

products41.  

The cooperation demanded between the parts and the consequential information collected 

and analyzed by brands may be the key to downsize the level of energy, water and waste 

consumption among the entire value chain. Contamination drawbacks are the direct 

outcomes of changes among the outline and fabrication parameters within a business, 

which necessitates to advance its practice with dissimilar approaches such as organizing 

a finer transportation structure and minimize in-store energy consumption levels.  To cite 

an instance, the trademark Nau showcases only few of its products within its retailer, 

which can be appreciated by potential clients who can later commission the most amusing 

pieces and have these released directly at their homes. This might be unexpected, since 

the transportation phase is one of the most contaminating ones, but researches indicated 

that lower emissions were gained compared to more traditional methods42.   

One of the newest solutions to the problem of retailing inefficiencies may be found in the 

development of lean systems. These are strategies that make sure that the physical store 

possesses exactly the right amount and type of a specific product demanded by clients. 

Through the help of new and innovative technologies, shops are able to identify what do 

clients like the most and ask their suppliers to provide them with higher quotas of those 

particular garments. This technique makes sure that overstocks, out of stocks and returns 

are minimized. For sure the expected coordination avoids unnecessary exhalations of 

toxic substances as lower and lower garments are transported from plant to physical store 

and backwards in case of comebacks or too much and bad planned assortment. This 

appears as a winning situation for both corporates and the Planet, but many and 

considerable efforts and technologies have still to be developed in order to improve this 

strategy even more. 

                                                        
41 Fletcher K., Grose L., Fashion and Sustainability: design for change, London, King Publishing LTD, 
2012, p.56 
42 https://www.nau.com/portland-store/ 
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1.8 CONSUMER CARE  
 

As I have already detailed in the previous paragraphs, utilization habits are the most 

influential factor when determining the Life Cycle Assessment of a specific garment. 

Therefore, brands are appearing to change their traditional planning manners towards a 

more feasible style.  

According to validated data, in the UK the whole population (that accounts for 60 million) 

owns 21 million washing machines, 11,5 million dryers and the level of energy dissipated 

reaches 4.5 terawatt-hours (TWh) every year43. From here, it is easy to comprehend why 

a change on how people use, clean and drain their textiles is imperative.  

The most immediate devices which can boost a metamorphosis in this sense are care 

labels, which are secured to every single piece of cloth purchased by consumers. One of 

most important roles they have is to provide information about how that garment has to 

be taken care of. In particular, they usually signal how fabrics should be washed and 

ironed. Naturally, the lower the temperature of laundering employed the lesser the impact 

on the environment. Each material requires a different method of cleansing but, more than 

that, humans belonging to different cultures take care of a product in different ways. For 

instance, English people are used to rinse their goods at 40 degrees, but if they could just 

drop the temperature to 30 the overall energy impact would be downsized by a third44. 

Labels must also communicate clients some data about the story of the merchandise such 

as where it was produced, by whom and with what type of materials. Moreover, in the 

case of sustainable brands, tags have to disclose reports of previous achievements 

obtained by the brand in this discipline and have to attest the limpidness of the entire 

fabrication.   

The second alternative that companies are starting to consider when trying to modify 

consumer behavior is the advancement of washing machines and cleansers in terms of 

effectiveness. In particular, the market is aiming at developing appliances capable of 

cleansing garments even at 30 degrees.   

                                                        
43 Fletcher K., Grose L., Fashion and Sustainability: design for change, London, King Publishing LTD, 
2012, p.60 
44 Fletcher K., Grose L., Fashion and Sustainability: design for change, London, King Publishing LTD, 
2012, p.61 
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In addition to this, major commercial campaigns are in the making, which should 

convince people to charge entirely their cleansing devices, hence avoiding unrequired 

waste.  

Another method is the employment and generation of new schemes, such as ozone, which 

is a strong laundering force that is so efficient in cold water to such a degree that it does 

not need water to be previously warmed up. Moreover, this substance craves for less 

chemical agents in terms of both cleaners and peroxides demanded during its usage.   

Additionally, a solution against mechanical drying may be found in the exterior band 

draining, but bad climate conditions and physical constraints do not make it always 

feasible.  

To bring an example of an empirical case, the brand Levi’s computed the entire life cycle 

assessment for a pair of its iconic vintage jeans named 501. The results showed that the 

60% of aggregated carbon radiations where registered during the consumer case phase 

and that the 80% of these were due to way too higher energy dispendious of energy in 

drying. Comprehensively, the level of water dispersed during the entire LCA accounted 

for 3480,5 liters of which 2000 were estimated to be utilized by consumers within their 

homes.  

To educate shoppers towards a more efficient and zero-waste attitude, Levi’s shared a 

campaign whose main focus was trying to convince people to wash their jeans less, line-

dry and cleanse them in cold water45. All these accomplishments may seem irrelevant, 

but if we think about how many resources we would be able to recover and how many 

losses would be prevented, it is straightforward to understand why the brand decided to 

at least try to make an effort to instruct people and to remodel their utilization practices.   

 
 
 
 
 
 
 
 
 
 
 

                                                        
45 https://www.levi.com/US/en_US/blog/article/the-definitive-guide-to-denim/  
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1.9 DISPOSAL 
 

We are currently living in a society characterized by consumerism. This fact is 

undeniable. Unfortunately, people nowadays tend to throw away their belongings even 

though they could be still used for other occasions, thus causing higher impacts on the 

Planet in terms of both environmental and social repercussions. Since more and more 

garments are discarded every day, more production to keep up with consumers’ 

requirements and needs is demanded. This is absolutely an unsustainable practice. Our 

society is calling for a change in fashion purposes, litter accumulation programs but also 

in manufacturing engineering. The accomplishment the whole industry has to reach is to 

delay the stream of clothes produced, sold and wasted.  

A practical way to this target is to adopt a circular economy approach in which a bigger 

emphasis is given to already existing goods rather than to manufacturing new ones. There 

are three feasible alternatives through which it is possible to employ previously used 

garments as new sources of fabrics, which are the followings: reuse, recycle and 

reconditioning. We must be careful, though, that these practices do not avoid dissipation 

to be created. Rather, these particular forms of sustainability concepts try to downsize the 

impacts that already produced clothes have on the environment by making their lifetime 

longer and attempt to cut out unnecessary dissipation. 

From my point of view, it is essential at this point to mention two conflicting concepts. 

The first one is the downcycling idea which considers that the conditions of the materials 

reused, recycled or reconditioned drops after these processes. The other one is its exact 

opposite (upcycling) which counteracts that garments’ features would be optimized after 

the treatments.    

To even launch these initiatives, companies must acquire consumers’ possessions back 

whenever these have concluded their duties in order to reuse or discard them. For 

example, in 2012 the huge British retailer “Marks and Spencer” launched a campaign 

which was directed to affect people to donate used items when acquiring new ones46.  

As stated by the Agency for the Protection of the Environment, American citizens dispose 

of 12,7 million of fabrics every year which implies 32 tones of clothing each one. The 

                                                        
46 Farley Gordon J., Hill C., Sustainable fashion: past, present and future, London, Bloomsbury Academic, 
2015, p.24 
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most illogical factor, though, is that 1,6 of these textiles could be further reused or 

recycled, thus missing an incredible opportunity to have a better impact on the Planet47.  

Additionally, as we all already know well, the fast fashion industry is focusing more on 

the quantity rather than on the quality of the garments produced. The more the value of 

the fabrics declines, the more prices fall, and the more this happens, the more people 

prefer to purchase new items rather than recover old ones. This connotes that the 20% of 

the materials gifted by consumers are in so severe conditions that they cannot be reused 

or reconditioned but their fibers must immediately be extrapolated through recycling. 

This leads us to the conclusion that vintage garments in good shape are almost impossible 

to spot even though their demand is constantly expanding.  Moreover, a giant portion of 

hand-outs is conveyed to sub-Saharan Africa and other developing countries.   

According to the European Directive 2008/98/CE48, the modes in which clothes are 

administered after they have been used is settled on a ranking with specific preferences: 

1) The most beneficial solution to lower the level of environmental production is by 

employing less and less resources from the beginning. By producing less 

materials, in fact, the impact of the entire value chain on the Planet is minimized. 

The other strategy may be through the adoption of reusing practices, during which 

already existing fabrics are assigned to new holders as they are without making 

any further change in their fabric or shape. This praxis is the least resource 

demanding because garments are sold exactly as they already are. In particular, 

researches showed that reusing habits can save up to 95% compared to the activity 

demanded to produce new fabrics. We must also take into consideration that only 

the 10% of donated clothes ends up in the vintage market (the remaining 90% is 

sent to foreign markets as I have already pointed out49). The problem here is the 

lack of quality of the goods created. As long as materials’ conditions are terrible 

after just the first usage, how can we pretend to extend their life span?  

                                                        
47 Cline E., Siete pazzi ad indossarlo: perché la moda a basso costo avvelena noi e il Planeta, Milano, 
Mondadori, 2018, p.146 
48 Directive 2008/98/EC of the European Parliament and of the Council of 19 November 2008 on waste 
and repealing certain Directives (Text with EEA relevance) https://eur-lex.europa.eu/legal-
content/EN/TXT/?uri=celex%3A32008L0098 
49 Fletcher K., Grose L., Fashion and Sustainability: design for change, London, King Publishing LTD, 
2012, p.66 
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After the 20th Century, though, a change in consumption habits occurred, one in 

which people like to spend their money on vintage pieces and are also more 

willing to pay higher prices to purchase them both due to their better conditions 

compared to fast fashion products and to their exclusivity. Nowadays, the vintage 

market is growing but unfortunately seldom this phenomenon is associated with 

sustainability concepts.   

In conclusion, the only way to employ a smaller volume of resources and to 

implement the practice of reuse is by accepting a change in overall design 

practices, by adopting the idea of circular economy and by forcing suppliers to 

spread clear data.  

  

2) The second devisable solution relies on the reconditioning and recycling systems. 

First of all, garments need to be gathered from charities, takeback initiatives and 

specific pre-utilized clothes piles. From here, items are separated into the ones 

which must be recycled and the ones which have to be reconditioned.  

 

- Reconditioning: in this case, the product donated is restored and repaired and 

straight replaced in the market without considerable alterations, practice which 

just enables the life span of the materials to be expanded. This is an illustration of 

the upcycling practice, which demonstrates that the desirability of the new 

creation is higher than its original version.   

This practice does not only not crave for other inputs than the gifted product, but 

also it fosters job formation in order to adapt the original item to new owner’s 

preferences.   

Maison Clèo is a French brand which has based its entire business on producing 

new garments with leftovers from Couture Houses and other companies. The 

products that this label offers depend on fabric accessibility, seasonal trends and 

customers’ desires. Therefore, they do not produce collections, but every item is 

limited edition and custom-made based on people’s preferences50.   

 

                                                        
50 https://www.maisoncleo.com 
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- Recycling: fabrics at the end of their existence are restored and replaced into a 

different dynamic circuit. During this procedure, fibers are pulled out from 

already existing clothes which implies higher energy consumption levels and 

higher carbon emissions compared to the reuse and reconditioning practices. Still, 

recycling necessitates 80% less energy than producing a new garment51.  

There are two types of recycling: the first one implies the use of mechanical tools 

to divide fibers within a textile, the second one entails the application of chemical 

methods which are more polluting compared to the other agents. Moreover, 

recycling could be performed after (post-user) or before (pre-user) the item has 

been exploited by the consumer. In the last case, the least problematic in terms of 

both grouping and arranging garments, the company can decide to collect within 

its plants the leftovers produced during the manufacturing procedure to transform 

them into new designs. For example, in 2006 the Nike brand determined that the 

corporate was spending $800 million every year on wasted fabrics and started to 

adopt this system.  

For what concerns the post user recycling system, recently many brands have 

started to accumulate plastic bottles to produce new items. This is the case of 

Girlfriend Collective, an American brand which collects synthetic materials and 

fishing nets which are polluting our oceans52 and landfills to transform them into 

leggings, sport bras and jackets53. In particular, it takes 25 post-consumer used 

plastic bottles to produce one pair of leggings. The same amount of material is 

employed by the sustainable brand “Patagonia” to design a coat54. Cans are fused 

to elementary polymers from which basic fibers are extracted and exploited to 

produce new garments.  

                                                        
51 Fletcher K., Grose L., Fashion and Sustainability: design for change, London, King Publishing LTD, 
2012, p.73 
52 “By using this recycled material, we help clean our oceans, recycle that waste, and cut out the need for 
raw materials like crude oil, which are traditionally used in the production of nylon”. 
53 https://www.girlfriend.com/pages/our-story. Their motto is “We believe good things come to those who 
don't waste. We believe in ethical manufacturing and recycled materials. Because old water bottles and 
fishing nets look better on you than they do clogging landfills and polluting oceans. We believe health and 
wellness come in many shapes and sizes, and that representation matters. We believe in being transparent, 
taking care of the people who make your clothes, and never putting our bottom line before what’s best for 
the planet. We're Girlfriend Collective, and we're glad you're here”. 
54 Farley Gordon J., Hill C., Sustainable fashion: past, present and future, London, Bloomsbury Academic, 
2015, p.24 
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The first recycled material was wool in 1815, but it is only from the 1990s that 

our society is experiencing this routine in a systematic way after people found out 

that reprocessing clothes could have had a huge impact on the environment both 

in terms of energy consumption levels’ reduction and of smaller repercussions on 

it. Luckily, this sector is nevertheless expanding but many customers are still 

unconscious of the many advantages that recycling can offer both to the Planet 

and to the society as a whole. 

 

3) In case neither of the above-mentioned alternatives is feasible, the third option is 

energy recovery of expenditures which is not possible neither to reuse nor to 

recycle. In this circumstance, it is important to even try to recapture some of the 

energy embodied into produced fabrics to employ it within other circles.   

  

4) The last and least advisable approach is throwing exhausted clothes into landfills. 

The most salient problem, however, is that man-made textiles (as opposite to 

natural ones) are not biodegradable which means that it may take many and many 

years for them to be disposed of and discarded, leading to a higher level of 

pollution and contamination of soil, water and air.   

 

As we have discovered, there are many alternatives when deciding to take care of 

consumed goods, which are more or less contaminating and poisonous for our territory.  

The solution and the only way through which it is viable to achieve the goal of adopting 

more sustainable practices relies on how much people are willing to take responsibilities 

for their actions. The more difficult and expensive practices are certainly the ones which 

require more efforts to be completed, but at the same time are those which can improve 

our conditions and make our world a better place for future generations. Everything 

depends upon us and upon our enthusiasm in adopting more sustainable approaches to 

save the Planet.  
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PART TWO: THE FASHION SYSTEM 

 

CHAPTER INTRODUCTION 

 

This second chapter regards the fashion system and the biggest changes which are 

occurring within this sector.  

The first paragraph discusses the importance of 20 “Superwinners” brands which control 

the majority of the market. Moreover, major transformations which are currently shaping 

this field are illustrated. These consider different aspects, specifically: 

- Global Economic Concerns: this feature considers the Prudent and 

Conservative Approach adopted by investors in more recent years, the 

relevance of the Indian Market and the Political Issues (such as Brexit and an 

increase in the number and amount of taxations between different Countries) 

which are shaping the financial environment.  

- Customer Changes: this trait considers the willingness of people of not 

Owning Material things. Rather, the leasing and the sharing business models 

are more appreciated. Moreover, customers are becoming really concerned 

about the current state of the Environmental Conditions of our Planet, which 

is reflected in the choice of adoption of durable and high-quality items.  

Additionally, people are constantly connected to Web Platforms and pretend 

from brands the delivery of their products and services in the shortest period 

of time after the order is placed. The quicker, the better.  

Lastly, people want to be Informed about business practices and current 

concerns which are dealing with the fashion industry. They want to be 

involved, part of the change which is expected to take place in the next years.  

- Fashion System’s Changes: thanks to the advent of New Tools and Platforms 

available online, traditional brands had to adapt and change their strategy in 

order to reach the new target of the millennials which possesses completely 

different habits compared to older generations. This concept is connected to 

the idea of Digitalization and Customization which are shaping our society, 

since more and more people want to own something quite unique and different 
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from others. In order to satisfy this need, enterprises allow their clients to 

Personalize or Co-create their goods.  

The second paragraph of this chapter gives an overview of the Italian Fashion Sector 

which is still one of the most profitable industries of the entire Italian economy.  

The third paragraph focuses on the theory of Fast Fashion and Overconsumption. This 

process occurs whenever somebody buys a low-quality garment just to follow a trend, 

and dispose of it after a short period of time.  
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2.1 FASHION SECTOR AT GLANCE 

 

In order to understand the current situation of the fashion industry, the most powerful and 

meaningful resource to take into consideration is the “State of Fashion 2019” report, 

edited by the McKinsey company in partnership with one of the most influential fashion 

websites which is “The Business of Fashion”.  

This interesting paper illustrates different trends and priorities that the fashion system 

will have to face during the course of this year. Moreover, a “McKinsey Global Fashion 

Index” (MGFI) is drawn up in order to show which are the most powerful brands and 

where they do operate, on which divisions and departments.  

Thanks to this analysis, it is easy to understand that within this sector only a small portion 

of labels generates the most of economic results. In addition, within this fraction there is 

a group of “Superwinner” companies which comprise the 97% of the entire industry’s 

revenues, which are exhibited in Figure 11.  

This circle has been pretty much immutable over the years, with the most powerful 

European luxury companies taking the lion’s share.  

The secret for the success of these enterprises relies on major brand investments and on 

operative efficacy.  

The list of these “Superwinners” follows:  

 

1. Inditex  

2. Nike  

3. LVMH  

4. TJX Companies  

5. Hermès  

6. H&M  

7. Richemont  

8. Ross  

9. Adidas  

10. Kering                                                                                                                                            

11. L Brands  

12. Pandora  
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13. Fast Retailing                                                                                                                          

14. Next  

15. VF  

16. Luxottica  

17. Michael Kors  

18. Gap  

19. Hanesbrands  

20. Burberry 

 

Figure 11. List of the 2017 super winners and their economic performances in $US million, businessoffashion.com 

 

As Figure 12 explains, the study indicates that the fashion industry expanded from 3,5% 

to 4,5% in 2019 (a deceleration compared to the assessments generated in 2018 which 

estimated a growth of 4% to 5%) and that the greater part of competitors was located in 

emerging Europe and Asia Pacific Countries. In addition, data showed a delayed 

expansion for mature Europe and North America markets.  

The category which performed best was the luxury compartment, while the mid-market 

segment strived due to rivalries from discount brands and retail saturation (Figure 13).  
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Figure 12. Fashion industry sales growth by region, category and segment in 2018-2019, businessoffashion.com 

 
 

Figure 13. Total economic profit by price segment in 20017, % of all public companies, businessoffashion.com 

 
In this year, we are witnessing an expansion of the sportswear category and the handbag 

and luggage divisions are performing profitable as well due to increasing travels and 

movement of people. On the other hand, the jewelry and the watch sections are having 

troubles in obtaining good results due to the prevalence of rental versions which allow 

consumers to utilize the object for a limited period of time before giving it back to its 

owner.  

2019 is the year during which major brands recognized the power of online tools 

compared to the offline ones. Therefore, companies are asked to create strategies which 

comprehend both virtual and physical experiences (omnichannel) in such a way that 
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coherence is reflected at every step. This can help labels to respond to consumers’ 

requirements in a more proactive and faster way. The only way to achieve this goal is by 

making the design of the company sharper so that problems can be resolved easier and in 

a more effective way.  The problem with this strategy depends on lower margins that can 

be collected with these new approaches. Moreover, clients are asking for more clarity 

from brands in terms of economic, social and environmental sustainability. This emergent 

movement creates constraints on costs and prices which have to reflect the real value of 

the object sold.  

In other words, brands need to be always focused and aware of the current market 

situation and only those which recognize and acknowledge the Zeitgeist of our time will 

be successful.  

In particular, the paper reveals that there are three major trends that are shaping the way 

the fashion sector is performing in 2019: Global Economy matters, Consumer Shifts and 

the Fashion System itself. 

 

1) GLOBAL ECONOMY CONCERNS 

 

- CAUTION  

Before the financial crisis that the entire economy suffered, growth rates were 

estimated to be above the 2,5% each year. Since 2010, however, this number 

has levelled to a much lower degree. Moreover, the US Federal Reserve and 

the BCE keep on lifting business tariffs of loans. Additionally, work rates 

dropped due to developments in both mechanization and the Internet.  

In order to sustain their position within the market, fashion brands committed 

themselves to spend more money on omnichannel and e-commerce 

approaches, store events and trademarks’ reputation. Data shows that the 68% 

of fashion brands intensified their expenses, while only the 22% diminished 

them. In order to make this possible, a strategic and consistent approach must 

be devised by companies since costs are still moving up while annual 

prosperity is nevertheless dropping. Most of brands engaged in this process 

(such as Wolford, H&M, Under Amour and J. Crew), recognize that it is vital 
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for them to manage their expenses in a more efficient way rather than focus 

on sales improvements.  

 

- INDIAN ASCENDENT 

From 2018 to 2022, the Indian economy is expected to advance with a degree 

of 8% each year, while the bourgeoisie class is estimated to expand of the 

19,4%.  Approximations demonstrate that the clothing sector will account for 

$59,3 billions in 2022 and that a new type of client will be established, the one 

of the “gold collar”, who is going to get three times the earnings gained 

nowadays. Moreover, the Indian population is assumed to become more and 

more technological expert and engaged, with 900 million of citizens who are 

going to surf the net in 2021. These data encourage fashion brands to invest 

extra funds on digital technologies, since it will be important not to present a 

huge number of products, rather the right offer to each single consumer based 

on his preferences and desires. In this sense, customer relationship 

management will be fundamental in understanding the target and satisfying its 

requests. The quantity of items sold outside the Country is estimated to 

increase, while low salaries will still be paid and the amount of raw substances 

is still going to be great.  

On the other hand, there are several complications for brands which want to 

enter this market. First of all, India presents fragmented lifestyles and customs 

within it. Secondly, folk apparel is still the most traded type of garment (70% 

in 2017). Additionally, India does not provide suitable roads or pathways 

which makes it really difficult for companies to organize the transportation of 

materials and final goods.  

To conclude the list of weaknesses, this Country is positioned on the 81st out 

of 180 Nations in The Corruption Perception Index, which means that frauds 

and dishonesty are unfortunately very common.  

The sooner India itself and big brands are going to recognize the strategic 

importance of this market, the higher will be the contributions to improve its 

conditions and subsequently the larger the returns obtained by companies 

which decide to promote it.  
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- TRADE POLITICS 

The fashion system is extremely dependent on government rules and 

protocols. Recently, tariffs and duties from imports to China have been 

established by the US president Donald Trump who decided to apply a charge 

accounting for the 15% on apparel brought in America from the Asian market 

starting from Sept.1 2019. This higher cost is going to be bearded by final 

consumers, who have to pay more in order to purchase an item. Most of the 

companies are trying to develop strategies to avoid this increase, but the 

prevailing solution seems to be moving factories out of China even though 

this means spending money to create new relationships with foreign partners 

and to conform to rules and regulation of other markets, which can actually 

create beneficial paths and exchanged circuits. On the contrary, this might be 

an extremely dangerous move for China since its clothing exports are keeping 

on collapsing and at the same time different Countries are enlarging their 

quotas. An alternative to avoid further increases relies on the willing of 

American brands and retailers to buy as many articles as possible before the 

rule is confirmed55.  

All these matters, a reshaped balance between Nations in terms of production 

and acquisitions and a decrease in financial expansion of the 0.5% is expected 

within 2020.  

Regarding China, a new and richer middle class is rising as well who owns 

more means and is expected to spend more money in the clothing industry. 

This implies a shift on who is considered the final user of goods manufactured 

within the Country. Traditionally, in fact, China used to produce apparel for 

European States at cheaper prices. Currently, on the other hand, most of the 

items are sold within Asia (18% of all exchanged artefacts). Data show that 

the ratio between Chinese exports and Chinese outputs has fallen for over one 

quarter from 2000 to 2017. This implies that the majority of the clothes created 

are kept within the same market.  

                                                        
55 https://www.cnbc.com/2019/08/30/92percent-of-apparel-from-china-will-be-hit-with-tariffs-
sundayhow-retailers-are-coping.html 
 



58 
 

According to researches, in 1995 America was the first clothing market in the 

world with the 13% of the entire global production manufactured in the 

Country. By 2017, China was processing the 47% of goods created for the 

economy and the USA and Italy were fabricating just the 3% of them. The 

Asian country remodeled its clothing industry by transforming itself from a 

production to consumption State. To balance this transformation, other 

Nations are becoming involved in the manufacturing of apparel such as 

Bangladesh, Vietnam, Ethiopia and Turkey where labor costs are still very 

low to obtain a higher revenue margin. On the contrary, China is starting to 

raise salaries which means that the surplus may be lower compared to previous 

gains. 

Another phenomenon which is having a huge impact on the fashion industry 

is Brexit. The English production market is still too dependent on foreign 

talents to be cut off the European market. Currently, the United Kingdom 

imports garments and shoes for over £10 billion from Europe every year, more 

than 10,000 non-English people are employed within the British fashion 

industry, three quarters of raw fabrics are imported and after England will be 

disconnected from the European market there is a huge probability of higher 

taxes and retarded deliveries (Figure 14). These are all undeniable facts and 

reasons why 90% of English designers voted against Brexit56.  

                                                        
56 https://www.standard.co.uk/lifestyle/esmagazine/how-will-brexit-impact-the-uk-fashion-industry-
a3931611.html 
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Figure 14. Katharine Hamnett's T-Shirt against Brexit, katharinehamnett.teemill.co.uk 

  

Since an agreement has not be designed yet, uncertainty characterized the 

British fashion industry in recent times. Overseas assets have decreased and 

very few producers chose to set up new business in England. Data illustrate 

that a no-deal outline will diminish the British GDP between 2 to 8 percent57.  

In particular, the fashion system will be forced to deal with four major 

complications.  

First of all, without an agreement, Britain will have to pay higher tariffs and 

taxes, and postponements due to increasing boarder charges will be expected. 

                                                        
57 https://www.voguebusiness.com/fashion/impact-brexit-fashion-textile-industry-no-deal 
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In order to avoid these drawbacks, many big retailers have already started to 

store huge quantities of items. This operation, though, may not be effective 

for small brands and another major constraint is the insufficiency of 

stockroom capacity.  Moreover, since tax rates are going to be intensified, raw 

substances imported from Europe are going to be more expensive as well. The 

second difficulty the British fashion industry is going to experience is 

currency and market volatility. After the vote, the pound suffered a 

depreciation which was positive for online brands but not for department 

stores which had to accommodate prices across the entire Europe. From my 

point of view, the greater complication for England after a no-deal Brexit is 

going to be where to find skilled employees. Local talents are still lacking and 

statistics show that the 70% of the 12,000 to 13,000 artisans in London now 

come from the Eastern Europe. If these people will not be able to receive their 

working visas after Brexit, the fashion industry is going to collapse. Other data 

illustrate that during the first three months of the 2018, the number of 

European citizens relocated to England dropped by 95% even because many 

English brands are currently only demanding for native applicants and due to 

the £30,000 limit wage for immigrant workers presented by the government. 

Last but not the least, the schooling system will be impacted. Currently, EU 

citizens are estimated to be the 7% of the entire students admitted to art and 

design programs throughout England. Without all the incentives which have 

been applied from the government during the past years, the number of foreign 

students in England will drop.  

 

2) CUSTOMER CHANGES 

 

- NO OWNERSHIP  

People are increasingly willing not to possess objects in a traditional way 

anymore. The demand for diversification, the concerns about sustainability 

and the theme of accessibility are all matters which are shaping how new age 

groups are behaving towards consumption models. At the same time, brands 

and retailers had to adapt to satisfy this changing demand. In particular, the 
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number of companies which decided to lease, resale, renovate and repair pre-

used items is constantly increasing. Specifically, data show that many brands 

are created with the specific purpose of providing only a hiring service. On 

the other hand, the amount of pre-possessed or rented garments in consumers’ 

closet is progressively expanding.  

 

- SOCIAL AND ENVIRONMENTAL CONCERNS 

As younger generation find their place in the world and learn about social and 

environmental issues, they want to be more involved and instructed on what 

can be done to save our Planet from current consumption and production 

levels. This is the reason why many sustainable brands have been created in 

recent years to affiliate with newer generations’ expectations and desires. 

Companies are starting to integrate collective and ecological concerns within 

their business models in order to cooperate with younger people who are going 

to choose them because these are in line with their vision. According to 

sources, by 2020 generation Z consumers will account for the 40% of the 

entire global population. It is extremely important for brands to understand 

their concerns and their perception of the world to give an answer to their 

worries and anxieties. The more a label is true to itself and consistent in every 

aspect of its strategy plan, the more consumers are going to trust it and buy its 

products to declare their position. The more a brand is authentic and honest, 

the more customers are going to be faithful and trusty.  

 

- URGENCY 

Thanks to new technologies and communication tools, consumers have started 

to change the way they are influenced to buy a specific product. In the past, 

people learned about new trends mainly from televisions or magazines or in-

store events. Now, with the rise of roles such as Bloggers or Influencers, 

buyers are more interested on social networks such as Instagram to discover 

new items that can be purchased. In particular, the Business of Fashion states 

that the 41% of shoppers rely on these new figures that work manly thanks to 

the Internet. The biggest problem with this type of tools is the fact that people 
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encounter difficulties in finding out the name of the brand or the collection or 

the store from where to buy that specific item. This is the reason why a new 

direction is expected in 2019. In particular, most of the companies are assumed 

to combine e-commerce into social media. This will be possible only if fashion 

houses are going to be willing to join forces with technological enterprises in 

order to create proprietary devices which can be capable of making this 

possible. The more brands will be able to reduce time lag between the 

uncovering of an item and its acquisition by the consumer, the more they will 

be successful. 

 

- TRANSPARENCY  

After many deplorable accidents, which occurred during the past years within 

the fashion industry (such as the Rana Plaza accident in Bangladesh), people 

started to have less faith on brands. Specifically, confidence in businesses 

collapsed in 40% of Nations in 2017 and at the moment 52% of young people 

born after the year 2000 analyze data concerning brands before purchasing 

one of their items. This is possible only thanks to social media and online 

platforms which enable people to collect information whenever and wherever 

they desire. At the same time, labels are providing more details about products 

provenance and their repercussions on our Planet, for example by indicating 

the expenses related to fabrics, shipments and charges. This is a consequence 

of the fact that 66% of consumers are now favorable to pay higher prices to 

purchase fabrics which are relevant to sustainability, social causes and the 

environment. The complication that companies encounter in this case is the 

fact that they do not own every facility they exploit, instead most of the times 

they hire subcontractors which can create products for them. These 

companies, though, cannot be supervised during their entire supply chain to 

guarantee even minimum standards to the final consumer. Besides, the more 

a brand is willing and inclined to disclose, the higher the risk of revealing 

some company’s strategic information and reports. During 2019 fashion 

companies are expected to provide their target with more detailed and accurate 

information about their impacts on both the entire Community and the Planet. 
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In addition, the fact that labels are becoming increasingly crystal clear and 

explicit with their consumers implies that they are also able to react in a 

quicker way to drawbacks and troubles. This will be only possible if the entire 

corporation is consenting to change its approach to create a more collaborative 

context in which everyone and especially employees are allowed to take 

strategic decisions.  

 

3) FASHION SYSTEM 

 

- RADICAL METAMORPHOSIS 

New “challenger” brands are tackling more historic ones, which had to evolve 

to compete and preserve their position within the market. This different class 

is empowered by the rise of social media and technologies which also made 

well established companies modify their strategy. As millennials become the 

primary target, brands are expected to provide them with newer and always 

original products which have to be offered at increasing speed. The 

explanation to the success of novel labels relies on both the employment of 

social media (their following on Instagram increased from 130 to 300 percent 

in 2019) and on the e-commerce organization. This led to higher responses 

and engagement rates and earn media value from the target customers. In 

particular, thanks to social media and geolocalization, it is easier for labels to 

reach their audiences whenever and wherever they are.  Examples of this types 

may be Reformation58 and I.AM.GIA59, which own 1,5 million and 842 

thousand of followers respectively.     

Traditional brands have to completely reform their approaches and plans in 

order to continue to satisfy possible clients. First of all, some of them decided 

to redesign their trademarks. For example, both Burberry and Celine reshaped 

their logos to rejuvenate their companies. Plus, traditional enterprises chose to 

cooperate with younger ones such as for the case of the collection produced 

by Louis Vuitton and Supreme. Third, a fashion calendar is not respected, yet 

                                                        
58 https://www.thereformation.com 
59 https://iamgia.com 
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limited and repeated collections are presented throughout the year. A more 

adjustable and open attitude is needed to develop all these modification as well 

as an efficient and smooth supply chain which can provide products to the 

market in a quicker way.   

 

- DIGITALIZATION  

What customers in 2019 require from brands is them to provide the best 

possible experience through their website and owned platforms. More and 

more competitors are trying to enlarge their offer by including extra and 

remunerative services to e-commerce. Most of the times, these companies are 

able to create bigger surpluses as the reach expands. As an example, the global 

brand ASOS is currently incorporating to its platform a service which can 

recognize the garment searched by the consumer and provide him with a 

similar alternative. The expectation for the next years is that fashion 

businesses will increasingly invest on new technologies and data analytics 

systems which can provide better and customized involvement and 

participation from consumers.  

 

- AUTOMATION AND CUSTOMIZATION  

Due to the rising power and influence and social networks, consumers 

preferences are shifting. Products are not going to be “pushed” by companies 

anymore. Rather, the target is willing to “pull” and create new styles to which 

brands have to react in the fastest possible way. This is the reason why 

automation and information inquiring are needed by the fashion system. All 

these practices are adequate to advance just in time manufacturing and shorter 

construction circles and to lower overstocks thanks to a clever and quicker 

made to order creation system. In particular, automation would enable 

production to come back to Europe, since it was moved to Asian Countries 

where labor costs were cheaper to increase cost advantages. Due to growing 

compensation levels for Asian workers, increasing duty tariffs and the demand 

for more garment customization from consumers (which implies the need of 

shorter lead times from manufacturing to the market), production is starting to 
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come back to Europe. Nearshoring is going to have a positive implication on 

the environment as well, since manufacturing closely to consumption places 

will diminish overstocks and transportation pollution costs. The request from 

consumers for a more ecological configuration is a demand that brands cannot 

keep on ignoring. Data show that by 2025 sustainability will be the key 

purchasing factor for clients whenever deciding to buy or not to buy an item. 

Nearshoring and customization (which allow for the production of less 

unwanted and unnecessary garments) may be the solution to the problem of 

overconsumption and pollution that our society is currently facing. In 2019, 

the entire community is expecting fashion brands to partner with technological 

companies and financial associates who can make this plan become reality.       
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2.2 THE ITALIAN FASHION SECTOR 
 

For what concerns the Italian fashion sector, data show that this is one of the most 

important divisions for the entire Italian economy. In particular in Italy during 2018, 66 

thousand fashion companies were operating and their overall income amounted to €95,5 

billion, which accounts for the 1,3% of the Italian GDP and it is continuing to expand at 

an increasing rate (+0,7% in 2018)60.  

This industry employs 363 thousand people, mostly engaged in the clothing sector (40%). 

The footwear and leather goods category and the jewelry area follow in terms of 

percentage of people working within these sectors with the 22% and 12% of artisans 

employed respectively.     

Moreover, another interesting research shows that the 40% of Italian fashion companies 

are controlled by foreign partners (mostly huge French groups such as LVMH or Kering).  

Two are the most important factors which grant a constant development and growth over 

time. The first one is the internationalization of companies which are able to export their 

products overseas, while the second one relies on digital innovation which our Country 

has still to develop and promote if it wants to continue to compete with foreign 

competitors, since Italy is unfortunately very behind compared to other Nations.  

According to an analysis developed by Confindustria Moda61, which is detailed in Figure 

15, the 70% of the entire manufacturing is exported (mostly to Germany, France and the 

USA),62 whose value is estimated to be €31,5 billion with an increase of 2,8% over the 

year 201763. The lion’s share is taken by the clothing sector (with an increase of the 4,1%), 

while the footwear division registered a loss which accounts for the 1,6%.  For what 

concerns imports to Italy, these are estimated to be assessed around 3,3% (€21,7 billion). 

Most of the items are bought from China (19,5%), France, Germany and Bangladesh. As 

for exports, the majority of goods are traded within the apparel category (+8,3%), while 

the footwear branch recorded a deficit of the 6,8%.  

 

                                                        
60 https://www.ilsole24ore.com/art/moda-anche-big-rallentano-e-pmi-affrontano-sfida-export-e-digitale-
ACHZw6V?refresh_ce=1 
61 https://www.confindustriamoda.it/it/home/ 
62 Pitti Immagine, Il settore tessile-moda italiano nel 2018-2019 
63 https://www.ilsole24ore.com/art/tessile-moda-2019-parte-negativo-28percento-ma-l-export-extra-ue-
corre-ABQOv3uB 
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Figure 15. List of foreign Countries importing/exporting exchanging fashion products with Italy in 2018, 

Pitti Immagine 
 
 
 
According to the same report, during the first quarter of 2019 the Italian fashion industry 

recorded a loss of 2,8% compared to results obtained during the same period in 2018. 

 

 

 

 

 

 

 

 

 

 

 



68 
 

2.3 THE PSYCHOLOGY OF FAST FASHION AND OVER CONSUMPTION 
  

The 2009 worldwide economic crisis might be well ascribed as one of the most influential 

causes of the raise of the concept of fast fashion and its implications. Due to lower 

incomes and salaries, people started to spend all the money they could afford on cheap 

garments and apparel giving way to this phenomenon. To be more precise, in 1901 the 

average American family’s income was around 750 dollars and people spent more or less 

the 14% of it on clothes. After World War I, the average expenditure on garments was 

around the 17% of the total income. It was after World War II, with an incredible raise in 

salaries and wealth, that people started to buy more and the so said “consumption society” 

was born. Nowadays, each American family spends 1700$ each year on clothes. Data 

from Europe are not as different as well. In 2006, Europeans were using 391 million pairs 

of jeans every year and it is estimated that each one of us accumulates 28 kilos of clothes 

every year. Currently, we own four times the number of garments that people used to 

possess in 1980. In 2003, in Britain, the total expenditure on footwear was around 50£ 

billions. In the same Country, in 1990, citizens spent 23£ billions on both apparel and 

shoes but in 2011 the overall expense reached 32.5£ billions. We must also account that, 

between 1995 and 2005, the prices of an average piece of clothing dropped by 40% while 

those of luxury garments raised by 250% between 1998 and 2010. If these are the 

premises then, what are the consequences? The answer can be found in the birth and raise 

of the fast fashion industry. People started to buy textiles more compulsively and they 

wanted to pay them less and at an increasing speed. Rapidity was the key to selling new 

items and companies were obliged to change their overall business plan and value chain 

in order to meet the desires of their clients. Naturally, therefore, not only celerity was 

prioritized but also the cost factor played the lion’s share in people’s decisions whether 

to buy or not a specific item. This is the reason why companies started to cut expenses all 

along their value chain. In particular, everyone in the industry started to outsource 

production in south-eastern Asian countries where labor costs are still minimized. Here, 

the quality of garments can be put under inspection. To cut costs, firms started to adopt 

more polyester and nylon than cotton materials, which are cheaper but also provide less 

quality. Currently, polyester covers the 40% of the total clothing production. Naturally, 

though, even if monetary expenses are low there are many and different types of 

expenditures that must still be bearded by local workers in terms of safety conditions and 
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by the environment in terms of pollution and high emissions. It is easy to understand that 

this system is not sustainable at all.  

The concept of fast fashion is not based on creating a garment with the highest possible 

quality and then setting a price. Actually, it is exactly the opposite. Decisions of 

production are based on how much consumers are willing to pay to buy a specific item. 

Once the price is settled then, everything follows. Clients are not concerned by how a 

garment is produced, with what materials or by who and where. Rather, they are 

fascinated by trends which are changing so rapidly that the majority of times a piece of 

cloth is used just once and then it is thrown away. Customers are also influenced by the 

Internet, Social Media, Tabloids and Blogs which shape their lives and tell them what to 

buy or not to buy to stay fashion, thus creating a need even when there is actually not.  

People are less and less informed about the materials with which what they are wearing 

is manufactured and for sure the emissions produced to create their wardrobes, or the 

social and justice conditions of people who were actually involved during the creation 

phase are not on their minds. They simply want to buy. They want to be updated and 

follow the last trends, even if this implies buying something, using it once or twice and 

then dispose of it. The fast fashion industry needs to provide lower prices than its 

competitors and the turnover rate of the clothes created cannot be seasonal anymore, 

rather continuous. The qualities of low cost and high speed is what characterizes this 

business.  

Zara, the well-known Spanish company, was the pioneer of this revolution. Through a 

sophisticated system of information transmission, workers are able to understand which 

goods are sold more frequently and thus replicate them in higher volumes compared to 

other products which sell less. It just takes two weeks to Zara to create a new product: 

from design to retail. Three weeks, on the other hand, is the time that demands the other 

central player (H&M) to produce a garment from scratch. Recently, the company has also 

engaged in a program called “H&M Conscious” whose aim is to create clothes with 

recycled materials and in more sustainable ways. At the same time, though, the terms 

sustainability and fast fashion do not go along at all.  

Thankfully, a total new class of consumers is raising recently. They are called LOHAS 

which means people who live with a “Lifestyle Of Health And Sustainability”. 

Unfortunately, they are still a very niche but even the minor change in this case might be 



70 
 

helpful. This social category wants to be more involved and engaged in the process and 

consumer patterns, they want to know more about how clothes are produced, they want 

to design their own wardrobes and they want to share what they learn with others. LOHAS 

people share certain features that define them: first of all they are more disloyal to brands 

and they like to shift their preferences based upon what they like most, not just because 

brands tell them to buy a specific product. Moreover, they are more nomad. They are used 

to travel more, to come into contact with different and diverse cultures and ideas. But 

they are also nomad in the sense that they are not faithful to a single platform. It is very 

difficult for a brand to engage with them because they cannot be easily targeted and 

reached. LOHAS gain more competences, they are more informed and use more 

knowledge to select through various alternatives.  They are more careful when deciding 

whether to buy or not something and they are even more sensitive to prices. They require 

transparency during all the phases of purchase. This is the raise of a new type of culture, 

one in which participation is not only possible but sometimes even necessary. This is the 

birth of Slow Fashion, whose main focus is and will always be contrasting Fast Fashion. 

Sustainable fashion most of all implies taking a more accurate and careful approach 

during the process of clothing production. We should all be working towards this goal. 
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PART THREE: FASHION AND SUSTAINABILITY 
 

CHAPTER INTRODUCTION 

 
The third chapter focuses on the combination between sustainability and the fashion 

industry.  

In particular, the first part is dedicated to the concepts of Celebrity Influence and 

Community Building. The current generation, which is defined as “millennial”, uses 

different tools to access and share information. After the advent of Internet, Social Media 

Platforms and Blogs are employed to dispense knowledge, ask for advices or give an 

opinion about crucial matters. At the same time, Celebrities and Influencers are a major 

source of power to affect common people to buy something, just because someone else 

owns it.  

The second paragraph centers on the Sustainable Changes which are occurring in the 

fashion industry. Specifically, some of the most alternative practices are illustrated such 

as adaptability, optimized lifetimes, low impact use, services and sharing, speed, needs 

and engagement.  

The third section examines the New Roles which designers are expected to assume. In 

fact, they have to become communicators, facilitators and co-designers while, at the same 

time, remaining entrepreneurs whose main job is to produce profits for the brand.  

The chapter ends with some brief examples of companies who did not behave in a 

sustainable way. The African Vintage Industry, the H&M and the Burberry cases are 

taken as exemplifications of Bad Practices which are still happening among the fashion 

industry.  
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3.1 CELEBRITY INFLUENCE AND COMMUNITY BUILDING  

 

As for now, we all agree that change is not only needed but also extremely imperative. 

Unsustainable practices which the fashion industry is responsible for cannot be 

maintained over a long time anymore. Something has to be modified.  

Recently, this concept has been well understood by major companies which decided to 

take responsibility for their actions and do something about it. What is really entailed is 

a shift in customers’ minds and perspectives, and the key to achieve this goal is through 

community building and the education of the whole population about the benefits that 

sustainable practices can provide.  

One such way is the organization of events which allow people to connect and exchange 

knowledge and/or products to advance the state of sustainable approaches. For example, 

the “Global Fashion Exchange” is an experience during which participants are able to 

swap pieces of their wardrobes with their peers, while “EcoSessions” are circumstances 

in which fashion people join to switch knowledge and information and to collaborate on 

special projects. Another approach towards the creation of a community based on 

sustainability principles might be found in the sharing of news and reports through blogs 

and online publications. One of the most important sites in this area is certainly “The 

Business of Fashion”, which is an online platform that infuses facts about the fashion 

world with a focus on the economical perspective. Through this process, people can learn 

more about a particular theme they are interested in and hand something that really 

amuses them out. Word of mouth is indeed one of the most influential forms to spread 

concepts of sustainability all over. The more information flows, the more people can 

discover new ideas and, at the same time, generate new ones which can lead to an 

improvement in the current status of the fashion industry. Social media such as Instagram 

and Facebook and tools like blogs are a great device to do this. Other practices to spread 

innovation might occur even inside physical stores. The importance of both retail store 

fronts and workshops organized within a shop should not be underestimated. In this case, 

potential customers engage and interact both with each other, with designers and fashion 

creators to gain and spread awareness about new and more sustainable practices. One 

thing is to buy an already made piece of clothing, another one is to plan its lifecycle from 
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cradle to grave. This process leaves a feeling of accomplishment inside the user that the 

garment assumes a total new emotional connotation.  

At this point, we all agree that spreading awareness, keeping the consumer involved and 

informed and guiding him through his possible alternative choices is the key to pursue a 

change in behavioral patterns of consumption. This has to be done by both clients and 

firms, but lately celebrities have gained importance in endorsing people mostly with the 

use of social media. More and more users’ beliefs are shaped by what other people do 

and how they act and this is the reason why sustainability needs to become the social 

norm. The role that famous people are playing is vital. They must influence common 

citizens to consider more environmentally and socially correct rules as a possible and 

required alternative to current praxis. The efforts that the actress Emma Watson is making 

in this sense are clear. She even created her own blog (named “Feel Good Style”), where 

she shares with her fans and community tips and tricks to commit to a better way of living. 

The more these celebrities can reach their audience, the more they are able to convert 

them into loyal people of a specific green brand and practice. This approach is widely 

shared among the industry, where labels pay stars to promote their work and attract 

possible customers. The power that big names have is beyond question: their mission is 

to educate people, promote movements and support businesses.   

Lately, men and women have become really sensitive and susceptible about the treats of 

climate change. Movements are raising all over Europe to increase consciousness about 

this issue and something is definitely reorganizing. Thanks to this, marketers found their 

way to impress them and to affect their bigger picture. By relating on a personal level 

with their customers and finding concrete ways to make them digest too theoretical ideas, 

labels increased awareness and hope for a social revolution towards a more sustainable 

conduct. In the end, this becomes a positive vicious cycle where the more businesses are 

interested and engage with the concepts of environmentally friendly and ecological 

procedures, the more their competitors will be forced to do the same leading to a 

substantial transformation.    

A major source of power comes from younger generations, millennials in particular. This 

specific segment is more concerned with the experiences that they can allow themselves 

to make rather than what they can buy with the same amount of money. We are recently 

assisting to a dematerialization of our society, where people prefer devoting more time 
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and efforts in doing something rather than in having something. This phenomenon is 

reinforced by the growing usage that citizens are making of online platforms (such as 

Panoply City), which allow them to interchange their clothes rather than purchase them. 

It is much easier to keep up with trends imposed by fast fashion, but at the same time it 

is possible to save money and spend it for other experiences. This is an example of good 

behavior and sustainable innovation. According to the Coresight Research, this idea is 

fueled by three big components: the Instagram effect, the increased focus on events and 

budget consciousness. The same analysis revealed that 75% of millennials are willing to 

pay a premium price for a product which was manufactured with a specific focus on 

environmental and social conditions. This is just the beginning, but at least is something. 

To further support this argument, I want to talk briefly about the “Veja” case. The brand 

was founded in Paris in 2004 and is currently one of the most sustainable models in the 

market. Its cash cow is represented by sneakers which are produced using organic cotton 

and rubber cultivated in Brazil.  

During an interview with the founder of the site “The Business of Fashion”, the creators 

stated that only the 15% of their customers do actually know something about the green 

system that Veja has developed. Most of the people purchase their goods just because 

they like the style and because the shoes have been worn by royals like Megan Markle or 

models like Emily Rataijkowski. Thanks to this, in 2018 Veja sold 30 million Euros of 

products. This example demonstrates perfectly the point: most of the times, clients are 

not aware of the condition under which the garments are manufactured. They are just 

inspired and persuaded by celebrities and their fashion choices and world of mouth 

created by tabloids and blogs. This is a great source of power that influential people have: 

guiding the masses towards a better and more ecological way of living.   

Unfortunately, the majority of people still considers how these shoes are made as a second 

source when deciding whether to buy them or not. Style and fashion are still playing the 

biggest role: sustainability is not the main selling point compared to comfort or price.  

The “it” status is nevertheless what attracts clients the most and this is the strategy that 

Veja adopted in order to become market leader among its competitors.  

At the same time, the brand is putting much effort in trying to educate people about its 

business. What matters the most to them is the transparency through which information 

is spread and shared. The company stated also that clients are starting to be more 
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interested and aware of present affairs and want to be more engaged and do something to 

improve the situation. They interact more through online platforms and disseminate 

concepts which can be taken as a source of inspiration for the future. My hope is that 

more and more brands will engage in this practice and promote a substantial 

metamorphosis towards this direction.   
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3.2 SUSTAINABLE CHANGES WITHIN THE FASHION SYSTEM 
 

Now it is time to assess some alternative processes that can modify the impact that fashion 

has over the Planet and that can lead to a more conscious environmental and social 

approach. In fact, in order to improve the overall conditions of the current market 

situation, it is necessary that people start to adopt a coherent vision through which more 

sustainable garments can be produced afterwards the appropriation of more ecological 

processes. A change in the final output calls for a modification in the existing means. In 

the paragraphs that follow, I will try to disclose some habits which are attempting to 

reorganize contemporary approaches towards a more ecofriendly scheme.  

 

1) ADAPTABILITY  

The concept of adaptability is strictly connected to the one of efficiency. A way 

for the fashion sector to be more sustainable may be accomplished by being able 

to produce extra output with the identical amount of resources (or to produce the 

same level of artefacts with less input), by slowing down the quickness of buying 

and disposing of items (thus trying to reduce dissipation) and by allowing for 

discrepancies in drafts to adjust practices to different situations. In particular, 

there are four alternatives through which the fashion industry can function in a 

more adaptive way: 

 

- Trans and multiple functions garments 

Speaking of trans functional dresses implies that a company can conceive a 

piece of clothing which can supplant multiple textiles, by simply intensifying 

its utilization.   

For what concerns multiple purposes, on the other hand, this refers to 

influencing consumers to interact more with the product during many different 

states of minds and tangible necessities. Both of these approaches crave for 

the final customer to modify his attitude and his conduct about a certain 

garment.  
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- Trans-seasonal garments 

Stylists have to diagnose trends that will last for more than one season and 

create a product that purchasers can wear for a longer period of time without 

becoming out of fashion. 

 

- Modular garments 

The consumer is completely involved in the construction and deconstruction 

of a specific textile, according to his or her wants and needs. Through this 

application, a distinct ensemble, derived from the same basic concept, can be 

shown off during multiple occasions. 

 

- Changing-shapes garments 

The couturier and the shopper are mutually sensitive to the creation of a piece 

of clothing which reveals a specific scheme of attaching parts together which 

can be later reworked according to disparate requisites. 

 

2) OPTIMIZED LIFETIMES  

According to some recent researches64, the majority of people who buy a fashion 

product disposes of it way too sooner than what its actual vitality proves to be. 

This means that the 90% of clothes are thrown away even though their conditions 

are not that serious and even though they could still be exploited for other uses. If 

we think about this practice, it is easy to understand what a huge waste of materials 

our society is able to generate. During more recent years, both the quickness and 

the quantity of fabrics bought every day by each one of us got out of control in an 

unsustainable way. Besides, these consumption habits have caused clothes to be 

standardized and stereotyped to a level where people wear all the same fabrics 

and are not capable of giving a personal twist to their belongings.  

In order to optimize the lifetime of an item (which subsequently leads to less 

dissipation and pollution), consumers need to rediscover the beauty of the 

                                                        
64 Fletcher K., Grose L., Fashion and Sustainability: design for change, London, King Publishing LTD, 
2012, 65 
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sentimental attitude towards them. If anyone of us is emotionally attached to a 

product, he or she will be more hesitant to dispose of it before its lifetime has 

come to an end. Private interpretations are built on former experiences and events 

and each one manifests different and unexpected reactions when stimulated by a 

specific garment. Therefore, pieces of clothing have to provide different qualities 

which go far beyond simple concepts such as material lastingness and trend 

awareness.  The nostalgic reaction, the correlated associations, the emotions and 

the sensations that a garment is qualified to provide to the consumer are all 

features that producers have to take into consideration when manufacturing a 

product which is intended to last for more than a single season. This approach, 

through the avoidance of unnecessary misuses, can be a direction towards a more 

sustainable and conscious approach of the entire fashion industry.  

 

3)  LOW IMPACT USE  

A different mode for a company to be more ecologically-conscious is by designing 

products which enable buyers to use less energy and resources when taking care 

of them. 

The way in which people clean and drain their belongings have a huge effect on 

the environment and corporations are trying more and more to educate consumers 

to avoid unnecessary dissipation through new laundry methods and policies. Each 

garment requires a different level of attention, moreover each culture has 

dissimilar laundering tendencies. For example,65 in Japan people are accustomed 

to cleanse their belongings at an average temperature of 20°C, while within the 

United Kingdom citizens are expected to settle the temperature at 40°C, and in 

the other parts of Europe residents set 30°C when instructing their washing 

machines. Certainly, the lower the degrees applied the lower the impact on the 

Planet. This is the reason why many corporates are trying to influence consumers’ 

habits by directly providing them with products which are implicitly more 

sustainable: 

 

                                                        
65 Fletcher K., Grose L., Fashion and Sustainability: design for change, London, King Publishing LTD, 
2012, 60 
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- Designs created for low laundering 

As an example, producers are generating a new kind of material called 

Teflon66 which allows people to wash infrequently their clothes fabricated 

with this material. The problem with this innovative solution, though, relies 

in the fact that researches are proving that the texture may be poisonous for 

human health and consequently it is still not applied to many garments  

 

- Designs which do not require any laundering  

In this case, the primary aim of a corporation is to educate its target to change 

its habits towards a wiser approach. For example, the American brand Levi’sÓ  

encourages its clients to clean their jeans only when really needed in order to 

save both water and energy. The approach that the company adopts reflects on 

the emotional relationship that the owner is capable of creating with his 

belonging. In fact, Levi’s stressed the concept that if the consumer washes the 

product, he will unleash something precious acquired only during a specific 

experience. In addition, brands are trying to appeal to the moral senses of 

people by making them consider the impact of their current practices on the 

environment67.  

 

- Designs which intentionally accumulate stains  

Some types of garments are actually created with the purpose to collect 

impurities during their lives. This presupposes not only that products do not 

demand to be cleansed frequently but also that the final customer is involved 

in the process of creation of the cloth since he is the only one who can 

complete it during his own adventures. 

                                                        
66 https://www.chemours.com/Teflon_Fabric_Protector/en_US/benefits/how-teflon-textiles-work.html 
Teflon™ fabric protector fends off soil, stains and spills on wool, cotton, and blends without impacting the 
fabric’s weight, look, feel, color or breathability.  Indoors Teflon™ fabric protector makes it easier to keep 
upholstery, draperies, bedding and linens looking fresh and clean.  Outdoors, Teflon™ fabric protector 
provides continuous protection for awnings and patio furniture cushions.  Other companies have been 
working hard to duplicate it, but they cannot match the superior stain protection of Teflon™ fabric 
protector. 
67 https://www.levi.com/US/en_US/blog/article/world-water-day-2019/ 
https://www.levi.com/US/en_US/blog/article/how-to-keep-black-jeans-black/ 
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- Designs which ask for low ironing 

Certain fabrics are developed through the help of polishes which naturally 

straighten the textile. The brand Muji, as an instance, produced a t-shirt which 

does not have to be ironed but wrinkles characterize its design (Figure 16).     

 

 
Figure 16. Muji's wrinkled t-shirt, muji.com 

 

The trade-off here, though, may be found between the energy consumption 

levels required during an average ironing phase as opposite to the chemical 

application for the creation of this specific item. 

 

4) SERVICES AND SHARING  

Physical items are not at the center of the attention anymore. As we have 

demonstrated, people these days prefer to share experiences and pieces of clothing 

with their friends and peers, rather than simply owning more and more goods. As 

a result, brands need to adapt to satisfy their desires by providing them with more 

assistance rather than with simple new commodities. This circumstance, leads to 

a more sustainable application since businesses tend to lower the speed and the 

amount of materials they create but, on the other hand, they also try to focus on 

supplying customers with new benefits that can help them whenever they handle 

their belongings:  

 

- Repairing services 

Whenever brands offer maintenance, they implicitly educate their consumers 

to opt for fixing their old belongings rather than just buying new ones of the 

same type, hence extending the life span of the textile. This practice aims at 

reducing the number of fabrics circulating within the market and at the same 
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time it shows that products can still have something more to offer to their 

owners, if they are willing to take care of them in a better and more adequate 

manner.  

As an example, the American sustainable company Patagonia provides a 

service through which the clothes manufactured can be repaired for free 

whenever they show some flaws. In particular, customers throughout all 

America can ship their defected belongings to the Patagonia’s plant in Ventura 

(California) where they are recovered and returned to their owners within 10 

business days68.  

 

- Leasing services 

Another trend in terms of sustainability and ecological consciousness relies in 

the preference of customers to lease the garments they wear rather than to buy 

them. People have come to the conclusion that if they spend less money to 

purchase some products, they will be able to afford renting a better 

manufactured garment that can be returned after they have worn it. This leads 

to a more conscious garment production approach, because this practice wants 

to simply augment the amount of people who wear a specific cloth so that its 

life time is completely and entirely exploited. Humans these days prefer to 

possess just few high-quality pieces of clothing and leasing them or hiring 

other garments from others. This concept is the exact opposite of the fast 

fashion idea, which is indeed able to come up with immediate expectations of 

people but do so at the expenses of the environment and of our Planet.  

The case of Revest Milano is emblematic in this sense. This is a company 

which grants people to hire some precious clothes through an online website. 

Whenever a woman is in need for a product to wear during a special occasion, 

she just has to go to this platform, select the textile, the size and the period of 

loaning and pay for it through an electronic instalment69.  

                                                        
68 https://www.patagonia.com/returns.html 
69 https://revest.it 
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Another example of such a practice is the case of Front Row Tribe which is 

an online service owned by Olimpia Pitacco and Gabriela Pacini, which 

enables users to rent some clothes for a period of four days70.  

 

- Design services 

The other procedure which can guide towards a more sustainable consumption 

landscape is the one which enables a straight connection between the shaper 

and the sewer. In this case, clients are involved to be a meaningful unit during 

the designing procedure since their role is to argue with stylists and creators 

about their priorities and the features that they want their future belongings to 

have. Thanks to this, less products are manufactured and these possess better 

characteristics and higher qualities, thus avoiding unnecessary expenditures 

both for the designer and the consumer.  

 

5) SPEED  

As this thesis shows, the fast fashion practice cannot be considered a sustainable 

one. The mass market is still too focused on manufacturing and trading average 

and basic items that people can buy in every raising quota and more and more 

immediately. These constraints of higher volumes and faster speed of production 

are reflected among the entire value chain which must be capable of keeping up 

with ever lowering selling prices and amplified rivalries and challenges. This 

vicious circle cannot be bearded anymore: through commercials and reverse 

psychology, companies try to foster the sale of an ever-increasing number of 

products created, which at the same time require more and more material and 

human resources to be manufactured, thus producing huge damages to the Planet 

and the society as a whole. A concept which is trying to battle against fast fashion 

is the one of steady state economics. The first concern here is to keep the exact 

same level of resources used for manufacturing all the goods rather than extending 

it without paying attention to the physical potential of our Planet.  

In particular, two are the different and conflicting approaches on which a business 

can decide to rely: 

                                                        
70 https://frontrowtribe.com 
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- Fast speed 

This is the typical attitude adopted by huge fast fashion brands, which try to 

trigger and foster the voracious clients’ cravings for physical expenditure and 

material items. Thanks to computers and advanced technological tools, this 

industry is able to create new models and garments more rapidly than even 

before, thus satisfying consumers’ needs at every step of the way, but with a 

higher negative influence on the environment, on employees and on the 

society in general. This praxis is focused on favoring affordability over higher 

quality, mass accessibility over customization and higher quantities over small 

aggregates. Paradoxically, the better this industry executes, the more 

damaging the implications on external agents are. Fast fashion chains such as 

Zara and H&M are clever enough to create their products from zero and 

selling them in their stores within two or three weeks71. This shows that their 

supply chain must be very efficient and must also be adequate to respond 

immediately to transformations within the fashion system. The final client 

becomes accustomed to the so-called fear of missing out (FOMO) because he 

or she is perfectly aware that an indecision during the purchasing phase could 

signify not being able to acquire that garment ever again, since these chains 

replace outfits on a weekly base. Through the feelings of need and necessity 

inspired in the client, these types of businesses are able to boost and foster 

their sales at ever increasing speed and rates. 

 

- Slow speed  

The exact opposite concept to fast fashion may be noticed in slow production. 

It contributes to amplify concepts such as diversities, differences, variety and 

educational messages. Of course, all these ideas trigger the urgency of new 

and diverse facilities since less but more precise and peculiar items have to be 

created. A change is indeed in the making: we are currently witnessing a 

metamorphosis in the relationships between designers and clients, who are 

more conscious about all the planning stages and are experienced enough to 

assess the exact price of an item based on previous expenditures. A 

                                                        
71 Siegle L., To die for: is fashion wearing out the world?, London, Fourth Estate, 2011, p.20  
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democratization of fashion is in the making: people are finally more in control 

of how their clothes are made and what technologies have been employed. 

Everyone involved in this movement (from consumer, to designers, to 

retailers) wants to compromise on a more environmentally friendly fashion 

industry. People tend more and more to spend additional funds in timeless and 

high-quality pieces that can be worn for a longer period of time, thus 

attempting to reduce the quantity and the number of textiles exploited by each 

one and aiming at carrying out more accurate and responsible resolutions 

among the whole supply chain.  

Moreover, some basic concepts must always be kept in mind whenever 

thinking about more sustainable and conservative practices. In order to 

observe a radical shift in consumers’ practices, people need to constantly 

consider the bigger picture because an outcome produced by one company 

may affect and impact other businesses’ actions and purposes. Besides, if 

consumers want to change their current behavior, they must be aware that they 

have to delay their buying habits and consume less resources and materials 

compared to the ones wasted today. Appreciation and deference of other 

working human beings must be central when adopting more sustainable 

methods, but at the same time the target has to be kept on profitability or else 

the entire system would not be able not only to expand, but also to persist.  

 

As we have discovered, these two disciplines are completely antithetical one another. 

Each brand has the power, though, to determine where it wants to be placed within the 

market. 

 

6) NEEDS 

Lately, human needs have been influenced by brands in a systematic way. People 

must be really careful whenever deciding to even think about purchasing an item 

because most of the times they do not need it rather, they have been influenced by 

the market and by their community about this necessity. An ability that people 

must cultivate in the fashion industry is the one of being clever enough to 

understand their real needs and distinguish them from their desires. Personal 
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belongings satisfy numerous types of necessities such as simple corporeal 

demands (like warmness and defense) or individual aspect and appearance or 

accomplished aspirations and amplified transactions.  

 

- Having 

Sadly, human feelings and sense of belonging most of the times depend on 

what type or how many garments someone possesses. This practice of 

expansion for just its own sake requires brands to keep up with the desires of 

their customers, thus soliciting them to preserve this indispensable quantity of 

materials produced.  

The faster the rate through which desires rise within consumers, the less 

sustainable the fashion industry becomes since more and more pieces of 

clothing have to be manufactured.  

 

- Doing  

These days, commercials and advertisements have a huge implication and role 

in the change of consumption habits of the entire population. Agencies, which 

might decide to adopt an approach which favors sustainable or unsustainable 

practices, have the power to change what people think about the fashion 

system as a whole and how frequently and what type of products they choose 

to buy. More recently, public awareness has been focused on environmental 

concerns and ecological matters, but a change in consumers’ actions needs 

still to happen. People are without any doubt mentally conscious about current 

controversies but they are not responsive in a sensitive and sentimental way. 

Sustainability themes and ideas must be communicated in a better fitting and 

customized way, in order to develop a feeling of gravity and imperativeness 

within each person. This should guide towards a more responsible attitude and 

more rational and stable habits of the entire community. If people comprehend 

that the harmful practices they are currently employing are going to turn 

against them, they hopefully will stop buying compulsively and reflect more 

during the purchasing phases. The role that designers need to embrace in this 
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sense is to instruct clients to understand this and to relocate their attention 

from the physical items they buy to their consumption methods. 

 

- Being  

As I have already pointed out in this thesis, people usually do not emotionally 

react to a specific piece of cloth in an identical manner. What each one of us 

feels when he or she thinks about a garment depends most on his memories 

and past experiences with it. Fashion stylists must be talented enough to let 

buyers develop passionate affiliations with an item. The garment, when 

designed, has to assimilate and amalgamate previous adventures, current 

trends and further possibilities. A cloth, in this way, is reconstructed from 

fixed to vital, consolidated within a person’s life.   

 

7) ENGAGEMENT 

If citizens want their society to be more thoughtful about sustainability and 

ecological praxis, they should make a step forward and be engaged and 

enthusiastic both as units and as a community. They have to prove their intentions 

to change, must inquire and query more about materials, how designs were 

produced and by whom, what the current business model is and so on. If we want 

something to reform in a sustainable way, we first need a cultural modification in 

the relationship between those who buy and those who produce clothes. 

Consumers have to take more part during the designing process and must 

collaborate and coordinate with creators from the conceptualization to the 

commercialization of the article. Some of these types of procedures are the 

followings: 

 

- Engagement and co-design 

Designers and consumers interact to give birth to a new item. This implies 

greater delegation, freedom and involvement of the final user during the 

practice. People do actually have a say in the creation of a cloth, by selecting 

colors, refinements, materials and even expenses. This method is a winning 

situation for both the parts: for the population, which becomes more engaged 
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and experienced, but also for the creators, which can determine and discover 

more easily what consumers prefer and what their future requests will be.      

 

- Active craft 

People can become more included in the designing stage through other means. 

For example, they can actually create something by themselves rather than 

just telling the creator what to produce for them according to their requests. 

For sure, this compromise requires a huge amount of patience and time 

because craft skills need to be acquired over a long period of time and 

experience must be cultivated before engaging in difficult projects, but the 

recompense will be characterized by emotional benefits and gratification in 

being able to craft something for one’s self. Moreover, this discipline leads to 

a more sustainable fashion approach because people would be able to 

manufacture a smaller amount of garments compared to that produced by fast 

fashion companies and, most of all, they would become aware of the 

importance of creation circumstances and fabrics choice. Consumers can 

finally become more educated about the importance of ethics, connections and 

references embodied in products. The quality of garments would be more 

meaningful compared to how much of them are produced, active creation 

would transcend passive absorption, nonconformity and dissent would 

outshine submission and repression. Craftivism is the neologism coined to 

indicate the alteration form previous methods for what concerns physical, 

civic and public costumes within the fashion industry. Citizens want to 

connect with fashion at different stages, thus acquiring more shaped functional 

abilities compared to the fast-fashion ones, because products are assembled 

with a deeper focus on the quality of materials employed and the nature of the 

garments in general.   

As an example, the web platform “Refashion Co-op72” helps people to show 

to the entire community their abilities in transforming a garment into 

something else. Participants need only to take a picture of the piece of cloth 

they have manufactured and/or converted into something else, and post it on 

                                                        
72 https://refashionco-op.blogspot.com 
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the website. This helps people to obtain more visibility and to confront and 

exchange ideas with each other.  

Thanks to active craftivism and tools such as Refashion Co-op, the entire 

society will benefit with more personalization and less standardization. In fact, 

if people are clever and experienced enough to assemble their own garments, 

no one will ever possess the same piece of cloth as another person. The more 

self-creation abilities spread all over the society, the more the community will 

be improved with inventiveness, curiosity, creativity, inspiration and 

happiness.     

   

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



89 
 

3.3 CHANGES IN THE DESIGN PROCEDURES   
 

The next point of my research regards the new type of roles that fashion designers have 

to assume in order to keep up with current changes in the fashion sector. Stylist are asked 

to take a more active role; therefore, they are not only requested to draw and create new 

clothes but also to shape the society with new ideals and visions. In this sense, fashion 

becomes something more than just selling garments to a mass of people. Rather, the new 

function that fashion is asked to accept is the one of guiding the entire society towards a 

more feasible and sustainable approach. In particular, designers do not have to be 

specialized on a specific theme as it used to happen before, rather they need to have a 

broader and overall view of what is happening in the society and react promptly to 

mutations and innovations.  

The stylist can assume different functions such as the one of communicator and educator, 

the one of facilitator and the one of entrepreneur.  

 

DESIGNER AS COMMUNICATOR AND EDUCATOR 

More and more people are every day concerned with the future of our Planet. This is 

reflected into consumption patterns which are increasingly changing towards more 

sustainable approaches which are focused on producing less waste and pollution in 

general. Designers need to take an active role in the sense that they have to provide 

information to their customers, who want to be more informed and make better choices. 

Couturiers are more embedded within the society and institutions, which can help them 

spreading new types of ideals into the entire community.   

The current problem with our time, though, relies in the fact that the flow of information 

between designers and clients is not fluid and smooth at it should be. Fashion artists 

possess more knowledge than the one which is communicated to their audience, which 

implies that most of the times customers lack strategic and important data which can 

actually help them making better and more accurate selections. What companies choose 

to share depends on their overall image, on their strategy, culture and target.  

Recently, firms found out that they could focus on sustainability matters in order to 

differentiate and distinguish themselves from their competitors. In fact, being more 

ecological and careful for the environment and working people’s conditions is one of the 

best sources of competitive advantage which a company can leverage on. The more 
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designers are able to share information around these themes with their consumers, the 

more people will be educated and informed and they will be taking into consideration 

more alternatives and make better choices.  

In practice, fashion people have to take general and abstract ideas and make them more 

realistic, pragmatic and functional. This will make them more active and interested in 

current and important themes.  

In sum, the more stylists act as educators, the higher the probability that sales will 

increase.  

 

COMMUNICATION AND THE MEDIA  

Communication and advertisement mainly serve to convince people to purchase an item. 

If the company is smart enough to produce worthy material, to share it through the help 

of Internet and social media and to interact and react to customers’ activities, then it will 

be able to create needs and wants among the entire population.  

Another purpose is to help labels to differentiate their products from the ones offered by 

their competitors, and to emphasize the advantages provided which can further lead to a 

better overall brand image and reputation.  

First of all, brands need to comprehend people’s desires and determine their preferences 

and requests. A research conducted in 2007 determined that, thanks to Generation Z73, 

our society has shifted its consumption habits towards more green and ecological habits74 

and that the 66% of buyers agrees to pay a higher sum in order to purchase more 

sustainable and greener products. Moreover, the 51% of people born after the year 2000 

normally detects packaging (which just not only covers the item up, but also helps 

disseminating data) to learn and discern something more about environmental-friendly 

matters75. Clients crave for more ecological brands that are systematic and logic to their 

codes of behavior, which at the same time can help them taking an active role and 

stimulating a transition to new ways of thinking.  

                                                        
73 “is the demographic cohort after the Millennials. Demographers and researchers typically use the mid-
1990s to early-2000s as starting birth years. Most of Generation Z have used the Internet since a young age 
and are comfortable with technology and social media” 
74 Garosi L., Green Braning: strumenti, consigli e strategie per una comunicazione 
ecosostenibile, Palermo, Dario Flaccovio Editore s.r.l., 2018, p.52 
75 Garosi L., Green Braning: strumenti, consigli e strategie per una comunicazione 
ecosostenibile, Palermo, Dario Flaccovio Editore s.r.l., 2018, p.90 
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The relationship between brands and their customer base has changed during the years 

mainly thanks to the adoption of Internet and social media. These tools encourage people 

to connect both with their peers and with the company. Thanks to the employment of 

many different channels (from traditional ones such as radio and television to more 

innovative ones such as Facebook or Instagram which require a constant attention and 

commitment), it is easier to share information, opinions and advices and customers feel 

more involved and active within the community because they can participate and interact 

with others whenever they want. Communication is pushed from brand centricity (where 

the label is at the center of the attention) to customer centricity (where people are the 

focus) and many channels are used to reach the target.   

Communication instructs consumers and distributes data to develop a modification of 

current praxis to encourage a transformation towards more sustainable disciplines. 

Therefore, statements must be as clear and as limpid as possible and consistent in all their 

features.  

Particularly for sustainability matters, communication must be SMART: specific, 

measurable, accessible, relevant and timing. First of all, the brand needs to identify the 

right target which is coherent with its objectives and willing to purchase the products 

offered and establish the right touchpoints through which these people can be reached. 

Then, the strategy and the method of communication must be selected (how), as well as 

the moment of the day when information is more likely to be apprehended by people 

(when), the budget, topics, practical activities, the tone of voice and so on (what). 

Outcomes are determined based on KPIs (Key Performance Indicators) which may 

consist on the level of sales reached, the number of transactions applied, the number of 

subscriptions to newsletters, number of views, requests and conversations obtained and 

so on.  

Consumers are increasingly disloyal and occupied which makes harder for brands to reach 

them and break through the clutter. The only way to boost brand awareness is by astonish 

consumers with breathtaking and surprising content that can foster a change in their 

thoughts, beliefs and approaches. Presenting facts is not enough anymore: people need to 

be involved through more interactive modes and feel to be part of something newer and 

bigger. A new approach is in development: the single customer is located at the center of 

attention and his passions, desires and motivations are shared with his friends and with 
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the company itself which can help him satisfying his specific needs and demands. 

Moreover, thanks to the new media which have been developed recently, more material 

is accessible and data are clearer and less ambiguous.  

On the contrary, information which is not honest and sincere leads to a phenomenon 

defined as greenwashing. By employing this practice, companies provide their customers 

with misleading and false information just to present their products with a more 

sustainable and green appeal compared to their competitors’ ones. Since data supplied are 

key in consumers’ decision processes, once their trust is lost due to greenwashing 

practices, it is lost forever. The problem here consists in the fact that people tend to 

become skeptical not only about the single enterprise which engaged in greenwashing. 

Rather, consumers start to distrust the entire sustainable industry thus loosing hope and 

desire to employ more sustainable approaches.  

In order to limit and confine such improper and inappropriate uses, both the USA and the 

EU developed some specific rules. In the United States in 2012, for example, a Federal 

Trade Commission (FTC) has been established in order to supervise environmental 

marketing complaints76. The duty of this type of authority is to make sure that companies 

do not share information which is incorrect and confusing.  

Likewise, among the European Union a Directive has been established which reassures 

and certifies people that they are not being confused by false information and pushing 

advertisements and promise them that they can adopt more responsible and rational 

alternatives. In particular, the directive 2005/29/CE covers the theme of biased and 

unethical disciplines77. 

 

 

 

 

 

 

 

 

                                                        
76 https://www.ftc.gov/tips-advice/business-center/guidance/ftcs-endorsement-guides-what-people-are-
asking 
77 https://eur-lex.europa.eu/legal-content/EN/TXT/?uri=celex%3A32005L0029 
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DESIGNER AS FACILITATOR 

Another role that can be embraced by designers is the one of facilitator. In this case, what 

they have to do in practice is making easier for people to shape and create their garments 

themselves. The discipline of co-designing, in fact, has had a huge spread and success in 

more recent years. Clients want to take an active role in the manufacturing and shaping 

of their clothes and they have their specific ideas when it comes to realizing a new 

garment. Expert stylists, thanks to their knowledge, are able to assist their customers, 

teach them how to cut and sew and design with them the items requested. This praxis 

leads to a fundamental change in the relationship between the consumer and the 

manufacturer, which becomes closer and more connected. This approach encourages 

personal development, the improvement of practical expertise and boosts empowerment 

among the entire community.  

The role covered by fashion stylists, in this case, is always changing and does not conform 

to any rule or model. Innovation and transformation within the overall fashion system are 

empowered by designers who, with their competences, are qualified to influence not only 

the shape and the quality of fashion garments but also the social connections with their 

consumers and clients. 

 

DESIGNER AS ENTREPRENEUR  

As I have stated before, one of the most important concepts about sustainability regards 

the Triple Bottom Line. Here, three different perspectives need to be taken into 

consideration. First of all, sustainability brands necessitate to be aware of social and 

ecological matters which affect and are affected by their business. Secondly, labels have 

to be conscientious also about economic concerns that establish whether a company will 

be profitable in the future or not. The economic structure of a firm leans on buyers who 

continue to purchase its items. Therefore, designers need to take on the role of 

entrepreneurs in order to make sure that the garments produced will be sold to a consistent 

customer base. 

A transformation towards a more sustainable business model requires an innovation both 

in the general plan and in the overall system, which will further lead to a modification of 

empirical actions. Economic enterprise must be explained by ecological bounds. The role 

of the designer is to comprehend what has to be reorganized in order to make the company 
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a more sustainable one. This is precisely the function covered by designers turned into 

entrepreneurs.     

Recently, mainly thanks to new media and the Internet, new business models and ways 

of connections have emerged. Networking and the exchange of information between 

people create a huge flow of new concepts around sustainability which can subsequently 

lead to new business practices and variations. The key to constant and consistent growth 

is to gain momentum and to be able to exploit all the opportunities which the system is 

currently offering.  
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3.4 BAD PRACTICES: FASHION FOOTPRINT, TRASHES AND BURNS  
 

The problems of overconsumption and over production within our society are beyond 

question. Until more recent years, the average customer did not care or want to be 

informed about how and with what materials his garments were produced.  

In order to keep up with increasing desires and expectations, the entire fashion industry 

has to find ways to satisfy the demand of its customers. Since 1977, the manufacturing of 

clothes has more than doubled. During that year, in fact, data showed that 31 million tons 

of textiles were requested. On the contrary, as per today, the quantity of fibers needed to 

keep up with current consumption levels is around 80 million tons. In sum, nowadays 

1,074 billion of kilowatt hours of electricity are employed, 132 million tons of coal and 

9 trillion of water78. From these information, it is easy to state that the fashion industry is 

one of the most polluting and consuming ones, but bad practices, unfortunately, do not 

end here.  

When people donate their used garments to charity foundations, they are confident that 

100% of them will be gifted or resold within the same market. This confidence cannot be 

faultier. Researches79 show that out of 300,000 tons of pieces of clothing gathered 

annually in the United Kingdom, only the 52% is exchanged within the English economy. 

As the quality of garments produced decreases, the number of items which are actually 

in decent conditions at the end of their lifecycle lowers as well.  

The other 48% of donated clothes is shipped to sub-Saharan Africa countries like South 

Africa or Ghana. Here, more than one third of the population is so poor that they can only 

afford second hand pieces. This is the reason why, if someone has the chance to visit 

these amazing places, he or she will find boys and girls wearing European soccer players’ 

t-shirts or Nike and Adidas sweaters. The African vintage industry is worthy more than 

1$ billion each year and it is continuing to expand. European citizens and fashion brands 

need to understand that they cannot use this unfortunate Continent as a landfill anymore 

just because it does not have the power to rebel and fight back. Something has to change 

and it has to start from reconsidering not only consumption but also production levels.  

                                                        
78 Siegle L., To die for: is fashion wearing out the world?, London, Fourth Estate, 2011, p.105   
79 Siegle L., To die for: is fashion wearing out the world?, London, Fourth Estate, 2011, p.224  
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Another relevant issue for fashion brands is to examine what to do with unsold items, 

which have already been produced but did not match the expectations of the customer 

base. Unfortunately, not as many companies are keen on donating their creations to 

people who are in need. This is due to the fact that, in this case, the label would lose its 

positive brand image. If items are worn by people who are not considered fashionable or 

chic, the risk is that consumers may start thinking that those types of items are too cheap 

and inexpensive to be bought. Most of the brands, therefore, have begun to burn unsold 

clothes to avoid the creation of this different type of market.   

As an example, the Swedish company H&M is used to injury unsold items to prevent 

homeless to take them to cover themselves. This phenomenon has come to life in 2009 in 

New York, when people noticed many bags of clothes outside the shops that were waiting 

to be collected to be brought to landfills. Even though it was really cold, not a single 

person in need dared to take one of the articles enclosed in that sacs. The reason was that 

these pieces had been cut and damaged purposely to avoid losing the positive brand image 

that the consumers have in their minds.  The firm of course denied this shameful action, 

still the fact is undeniable.  

Another example of a brand which unfortunately engages in bad practices is Burberry. In 

2017, the English company set on fire 28.6£ millions of products (garments, perfumes 

and accessories), which were not being traded. The problem here is incontrovertible. 

From 2012 to 2017 Burberry demolished 90£ millions of entirely new articles to avoid 

them to be sold at lower prices and become cheaper in the eyes of consumers who think 

of the brand as exclusive and high-level. The company defended itself as follows: “The 

reason they are doing this is so that the market is not flooded with discounts. They don't 

want Burberry products to get into the hands of anyone who can sell them at a discount 

and devalue the brand”80. 

In order to give a solution to this matter, the real problem must be considered. The major 

focus is on overconsumption and superfluous dissipation, which can be avoided by 

reconsidering production levels from the beginning. If brands are clever enough to do this 

and to educate their clients to employ less resources and make better use of their 

belongings, a completely new approach can be devised, which can lead to a more 

sustainable attitude towards better practices (“It’s high time for the whole fashion industry 

                                                        
80 https://www.bbc.com/news/business-44885983 
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to start dealing with overstock at its source: by slowing down production and rethinking 

the way it does business81"). 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 
 

                                                        
81 https://www.theguardian.com/business/2018/sep/06/burberry-to-stop-burning-unsold-items-fur-after-
green-criticism 
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PART FOUR: LVMH AND KERING GROUPS 

AND THEIR SUSTAINABLE STRATEGY 

 

CHAPTER INTRODUCTION  

 

The fourth chapter is divided into two different sections that consider the two corporates 

which are the focus of the research.  

The first part centers on the LVMH Group and its sustainable strategy. The company has 

always been concerned about the state of our society as a whole, which is reflected into 

the creation of a Sustainable Department and into the development of a Code of Conduct. 

More recently, LVMH emphasized six pillars in order to reach the goal of assuming more 

conscious practices: Environmental Academy, LIFE in Store, Diner des Maisons 

Engagees, Ellesvmh, We Care for Models and the LIFE Program. Precisely, this last 

feature comprises four key aspects such as Products’, Supply Chain’s, Sites’ Sustainable 

Performances and CO2 emissions.  

Later on, the initiatives of three different brands owned by this group (Louis Vuitton, 

Marc Jacobs and Dior) are illustrated. 

The second section provides the same information for the Kering Company. In particular, 

its sustainability strategy includes concepts such as the EP&L Plan, the Carbon Footprint, 

Water Expenditure, Packaging, Waste Formation and Usage of Raw Materials. As before, 

some cases (such as Gucci, Bottega Veneta, Balenciaga, Brioni and Alexander McQueen) 

clarify how the group is trying to modify its behavior into a more sustainable one.   
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4.1 THE LVMH GROUP AND ITS SUSTAINABLE PERSPECTIVE 82 
 

LVMH is one of the most well-known groups among the entire fashion system. It was 

founded in 1987 and from then it has become a world leader, thanks to the performances 

of its 75 luxury houses operating in 5 different sectors (Wine and Spirits, Fashion and 

Leather Goods, Perfumes and Cosmetics, Watches and Jewelry and Selective Retailing), 

thanks to the gaining of 46,8€ billion in revenues and the employment of 156000 workers 

all over the world83.  

Since its creation, the company always believed in the importance of the concept of 

sustainability and has made huge efforts to try to improve its conditions within this sector. 

The organization firmly believes that preserving the natural environment is the key to the 

long term and continuous prosperity of its brands and this is the major reason why it has 

taken an active role to protect it. Moreover, its chairman (the entrepreneur Bernard 

Arnault) strictly believes that the idea of sustainable products, manufactured by the 

company, can boost its image and create a positive and more reliable aurea around it. 

LVMH is used to share as many information as possible not only to engage with its 

stakeholders about current decisions and improvements, but also to inform its workers 

and internal partners. In particular, the 2018 social responsibility report disclosed many 

clear and useful data and the Figures 17 and 20 present some key milestones achieved by 

the Corporate during the course of the years. The group is continuously focused on 

making sure that human rights (such as working conditions and social and ethical 

programs) are respected among all its activities.  In 2003, LVMH subscribed to the United 

Nation Global Compact and since then it promotes the Universal Declaration of Human 

Rights, the Organization for Economic Cooperation and Development (OECD), the 

International Labor Organization’s Fundamental Conventions, the United Nations’ 

Women’s Empowerment Principles, and the French Diversity Charter.  

 

                                                        
82 All the information discolsed among this paragraph may be found in the 2018 LVMH social 
responsability and on the environmental report  
https://r.lvmh-static.com/uploads/2019/09/lvmh__ra_environnement_2018_gb-1.pdf,  
https://r.lvmh-static.com/uploads/2019/05/2018-social-responsibility-report.pdf 
83 These data refer to the year 2018  
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Figure 17. A timeline of the group's sustainable achievements, lvmh-static.com 

 

Additionally, in 2009 the company established its own code of conduct which defines the 

key principles in which the entire Group believes. These rules decree all the assumptions 

that have to be taken into consideration by workers whenever operating their tasks. Six 

axioms were formulated: employers must be aware of social matters and behave 

consequently, appreciate and cheer young talents, care for the environment, make people 

trust them, be close to the shareholders and perform honestly.  

The group mantras are harmonized by the Social Development Department, which 

establishes and organizes these policies in a coherent way among the entire business. 

Specifically, each brand administers these topics thanks to its own Human Resources 

section which makes sure that the single Maison’s view stays true to the one provided by 

the whole Group through social media profiles, website and Voices intranet. Additionally, 

annual papers share information about the single ambitions of every brand.  

For what concerns environmental issues, LVMH is willing to work with local 

administrations and firms through long term partnerships which aim at safeguarding our 

Planet. The group’s 2018 Report showcases different types of events and 

accomplishments which have been achieved by the company during this year (Figures 18 

and 19). 
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In particular, in July the group signed the “Act4Nature” which is a statement whose main 

purpose is to defend the biodiversity of as many species as possible. In June, LVMH 

incited its Maisons to hire workers with critical disabilities and supplied them with 

specific facilities.  

The Ethics and Sustainable Development Committee makes sure that ethical ideals are 

executed at every step of the value chain. Specifically, they focus on including and 

involving workers in every decision, on encouraging the adoption of new skills and on 

lowering the outcomes on the ecosystem by conserving a stable supply chain. 

 

 

 
Figure 18. Non-financial Performance Measures, lvmh-static.com 
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Figure 19. Non-financial Performance Measures, lvmh-static.com 

 

 

According to accurate researches, in 2018 the company spent €38.8 million on 

environmental solutions, of which €26.1 million were directed to recurring and everyday 

payments, while €12.7 million were invested in assets.   

 

 

 

 

 

 

 

 

 

 



103 
 

 

 
Figure 20. Key Dates of LVMH Environmental Policy, lvmh-static.com 

 

Currently, LVMH is concerned with maintaining and improving the outcomes of six 

different projects related to sustainability causes:  
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1) ENVIRONMENT ACCADEMY  

The group constantly organizes courses during which its employees are trained 

and informed with diverse teaching tools about new policies and sustainability 

matters in order to keep them updated with current practices and help them 

achieve their pre-established goals. Moreover, professors, researchers and 

specialists in the field are continuously invited to share their knowledge during 

special meetings, named LIFEvents, where discussions and confrontations are the 

norm.  

 

2) LIFE IN STORE 

One of the biggest concerns of the company is the amount of emissions and waste 

produced by every single physical store. In particular, starting from 25 years ago, 

LVMH decided to cooperate with all its Houses in order to reduce the 

environmental impact of their shops on the environment. This major change can 

and should be one of the biggest solutions to improve the brand’s image in a more 

sustainable way.  

Nowadays, the 70% of total LVMH exhalations are issued by its stores due to 

energy consumptions. To modify this aspect, the company started to install LED 

lighting which requires the 30% electricity less compared to traditional systems.  

Additionally, LVMH established the LIFE in Store Award to promote and show 

the improvements and the developments obtained by every single Maison and to 

try to inspire others to do the same.  

 

3) DINER DES MAISONS ENGAGEES  

Starting from 2011, the group has played an active part in raising funds which 

have been donated to the Robert Debrè Hospital in order to finance the research 

and support patients struggling with sickle cell anemia. Specifically, an annual 

dinner is organized, during which many employees and wealthy people are able 

to give their contribute to this cause. In 2018, the event took place on the 5th of 

December at the Palais Brongniart in Paris.  
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4) ELLESVMH  

In 2007, LVMH started to believe in the power and efficacy of a well assorted and 

variable workforce. This is the reason why the group decided to devise an internal 

organization which cares for the progression and improvement of professional 

skills of the women employed within the company through the delineation of 

different events.  

As a result, since 2007 the number of women in strategic positions within LVMH 

improved from 23% to 42% which made the company establish a new 

commitment aiming at bringing this percentage to the 50% by 2020.   

 

5) WE CARE FOR MODELS 

In February 2018 the company started the website WeCareForModels.com to 

make models aware of their power in the fashion industry and discourage certain 

practices which are not coherent with the group’s vision. This tool helps posers to 

understand their role and their importance and supports them with helpful data 

and suggestions from professionals.  

 

6) LIFE PROGRAM84  

Last but not the least, the Life program (which is better illustrated in the Figure 

21) is the most important and strategic plan which can improve the overall 

sustainability performance.  

LIFE is the acronym of “LVMH Initiatives for the Environment” and it was 

established in 2012 with the scope of improving the environmental outcomes of 

the group and all its brands.  

The core focus here is on nine environmental execution aspects (such as 

environment incorporated in design, product lifetime and repairability and 

suppliers environmental and social responsibility) which are taken into 

consideration whenever each House develops an action plan to reach the target of 

                                                        
84 https://www.lvmh.com/news-documents/news/life-2020-four-environmental-excellence-
objectives-at-lvmh/ 

 



106 
 

sustainability. By 2015, all the brands involved in the group were integrating these 

key points into their strategies.  

 

 
Figure 21.  LVMH LIFE Program, lvmh.com 

 

Moreover, in 2016 the group decided to take a further step towards a more 

sustainable approach by defining four different targets which have to be met by 

2020 (Figures 22 and 23): the purpose is on lowering the environmental impacts 

of all products, guarantying adequate benchmarks along the entire supply chain, 

reducing CO2 emissions and advancing the conducts of each site.  

In order to achieve these goals, LVMH decided to change its organizational 

configuration towards a more decentralized one, where an Environment 

Department is created which assures a coherent vision across the whole group and 

acts as a mediator between the Executive Committee and the Houses’ 
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management teams, which have been previously trained at the Environmental 

Academy. 

This new environmental approach has been diffused among the entire company, 

through the dissemination of particular and strategic information and the creation 

of big events during which people working for different brands can interact and 

share their opinions and ideas.  Web pages and Intranet devices have been 

developed in order to improve the discussion and the dissemination of thoughts 

and feelings among the entire personnel.    

Additionally, these key data are distributed not just within the enterprise but the 

curiosity of shareholders, public entities, NGOs, and citizens in general has to be 

satisfied. This is the reason why since 2001, LVMH elaborates an Environmental 

Report that illustrates already gained results and displays future commitments.  

LVMH recognized the strategic importance of exchanges of information both 

with internal and external collaborators.  

In particular the company takes part to many professional activities which are 

concerned with the care of the environment and natural organisms, establishes 

partnerships with communities (such as the Foundation for Biodiveristy Research)  

and encourages the education of fashion students to understand and be aware of 

new sustainable practices and improvements (of particular relevance is the 

cooperation with the London-based Central Saint Martins College of Art and 

Design).  

Furthermore, LVMH collaborates with the UNESCO on its “Man and the 

Biosphere” plan whose aim is to try to preserve worldwide biodiversity, thing that 

allows the group to come in contact with both district and cosmopolitan 

organizations of specialists who can help discovering and executing more 

sustainable resolutions through the recognition of new products and markets 

which depend on higher condition fabrics.  
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Now that I have illustrated the criteria on which the LIFE program is based, the 

four key objectives can be much more easily exemplified:  

 
Figure 22. Life 2020 objectives, lvmh.com 
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Figure 23. Life 2020 objectives, lvmh.com 
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1) PRODUCT 

As the Figure 24 demonstrates, LVMH wants to improve by 100% the 

environmental accomplishments of each one of its items by 2020, considering the 

complete life cycle. Specifically, brands which operate on the Fashion and Leather 

Goods sector have to prioritize the sustainability of the entire value chain, while 

Wine & Spirits, Perfumes and Cosmetic Houses have to focus mainly on 

packaging. The company converges on trying to find new fabrics and praxis which 

can deliver more sustainable outcomes.   

Another method through which it is possible to decrease the consequences of 

products on the environment is by extending their life time. In order to do this, the 

group must concentrate on providing and delivering the best and highest quality 

possible to make sure that objects can last over many and many years and be 

considered timeless by consumers. This matter has always been one of the 

competitive advantages for the group, which relies on high quality and 

exceptional brand image. To preserve these results, traditional and long-

established systems must be protected and passed to newer generations.  
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Figure 24. Improvements of products’ environmental performances, lvmh.com 
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2) SECTOR, SUPPLY CHAIN  

The desired goal in this case consists of overseeing in a more accurate way the 

entire supply chain in order to guarantee consumers that every action has been 

taken to preserve biodiversity and the natural world. This is only possible through 

a more careful identification of the provenance of raw materials and fabrics 

utilized and the ways through which they are applied in the system. The objective 

is to make sure that at least the 70% of the entire LVMH value chain will conform 

to this benchmark by 2020, and rising the quota to 100% by 2025. To ensure this 

process is implemented, the group constantly looks for particular certifications 

provided by its suppliers which promise that the relationships between the parts 

can be long lasting and honest. Currently, the 48% of leather consumed is 

collected from the Leather Working Group (LWG) which comprises tanneries 

which make sure that environmental rules are respected. The key points in this 

sense are improving traceability of products and materials and making sure that 

animals, the environment and communities are appreciated.  

 

3) CO2 

By 2020 LVMH wants to realize the ambitious goal of decreasing CO2 emissions 

connected to energy dissipation levels by 25%, which is clarified in the Figure 

25. This goal can be accomplished by taking into consideration three steps: 

advancing communication and information systems, enhancing energy 

effectiveness (especially in stores thanks to the application of LED lightening) 

and augmenting the amount of renewable energy used by 30%. 

Moreover, in 2016 LVMH established a Carbon Fund which now amounts to 

€11.3 million thanks to the rise of price per metric tone of CO2 emanated by 

fashion Houses from €15 to €30, settled in 2018. This stock helped the company 

paying for 112 plans aimed at containing and lowering greenhouses gas 

exhalations. 
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Figure 25. Energy Reduction Goal, lvmh.com 

4) SITES  

The last objective which the group is willing to complete, is the 10% advancement 

in environmental productivity indexes for all its locations (Figure 26). Currently 

the plan includes 393 construction and executive settings and 4592 stores. Each 

one of the Maisons had to establish an environmental management organization, 

whose purpose is to advance energy efficacy rates for every owned store by 30% 

and to execute at least 50 out of 100 criteria on the LVMH Store Guidelines grid 

for new shops. As Figures 27, 28 and 29 reveal, prerogatives in this area are the 

downsizing of dissipation created, of water depletion and energy employed. In 

2018, LVMH made use of 5,568,77o m3 of water for farming and 4,170,596 m3 
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of water for producing its items and 916,490 m3 of water absorbed in stores. On 

the other hand, during the same year the company created 102,184 tons of waste 

of which the 93% was recycled, reemployed or converted.  Currently, the group 

is empowering investments on new machineries which enable to restore and better 

deal with dissipation.  

 

Figure 26. Improvement of Environmental Productivity on Site, lvmh.com 



115 
 

 

Figure 27. Waste Produced by Each Group (in metric tons), lvmh.com 

 

Figure 28. Energy Consumption by Each Group (in MWh), lvmh.com 
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Figure 29. Water Consumption by Business Group (in m3), lvmh.com 
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4.2 LVMH’S MAISONS AND THEIR ENVIRONMENTAL OBJECTIVES 

As above stated, the LVMH group consists of 75 different Houses which are the 

following: 

 

- WINES AND SPIRITS:  

• 10 Cane Rum 

• Ardbeg 

• Belvedere 

• Bodegas Chandon 

• Cape Mentelle 

• Château d'Yquem 

• Cheval des Andes 

• Cloudy Bay 

• Domaine Chandon California 

• Domaine Chandon Australia 

• Glenmorangie 

• Hennessy 

• Krug 

• Mercier 

• Moët et Chandon (incluso Dom Pérignon) 

• Newton 

• Numanthia 

• Ruinart 

• Terrazas de los Andes 

• Veuve Clicquot 

• Wenjun 

 

 



118 
 

- WATCHES AND JEWELRY: 

• Bulgari 

• Chaumet 

• De Beers Diamond Jewellers 

• Dior Watches 

• Fred Joaillier 

• TAG Heuer 

• Zenith International S.A. 

• Hublot 

 

- FASHION & LEATHER GOODS 

• Dior 

• Louis Vuitton 

• Fendi 

• Berluti 

• Celine 

• Donna Karan 

• Nowness 

• Emilio Pucci 

• Givenchy 

• Kenzo 

• Loewe 

• Marc Jacobs 

• StefanoBi 

• Thomas Pink 

• Bulgari 

• Loro Piana 

• Arnys 
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- SELECTIVE RETAILING 

• DFS Selective Retailing 

• Sephora 

• La Samaritaine 

• Le Bon Marché 

• Starboard Cruise Services 

 

- PERFUMES & COSMETICS 

• Parfums Christian Dior 

• Guerlain 

• Parfums Givenchy 

• Kenzo Parfums 

• Acqua di Parma 

• BeneFit Cosmetics 

• Fresh 

• Perfumes Loewe 

• Make Up For Ever 

• Laflachère 

• Parfums Bulgari 

 

- OTHER ACTIVITIES  

• Les Échos 

• Le Parisien 

• belmond 

• Pasticceria Cova 

 

Since the purpose of this thesis is to illustrate the relationship between the fashion 

industry and the sustainability world, I am going to examine only the fashion and leather 

goods segment.  
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After some exploration and analyses, I discovered that only a few of the Houses illustrate 

their environmental achievements within their Website. This fact got me questioning 

about the reliability of the information provided by the group. I am certain that everything 

which was stated is true but maybe some data may have been a little bit emphasized.   

Specifically, only Louis Vuitton and Marc Jacobs provide details of actual performances 

concerned with sustainability which have been achieved by their brands. Other material 

was shared by the group itself and other websites, mainly owned by fashion magazines.  

 

LOUIS VUITTON  

Within its webpage, the company declares to have reduced its carbon emissions among 

its stores and has agreed to conform to the ISO14001 certification.  

Moreover, the brand was enrolled in the LIFE program from the beginning and since 2018 

the 70% of its suppliers are certified with the Leather Working Group license, which 

makes it easier for Louis Vuitton to trace and detect the provenance of the materials 

employed.  

A customer service was established to help clients taking better care of their goods and 

to permit their belongings to last for a longer period of time. 

Likewise, most of creative teams have been trained during long sessions whose main 

focus was to make them aware of the different possibilities through which it is feasible to 

lower the impact of a specific item during all the phases of its creation: from extraction 

of raw materials to its distribution, reuse and recycle.  

Louis Vuitton took a further step towards the sustainability of its strategy, since the 

corporate decided to be environmentally friendly also in the choice of the packaging used, 

as Figure 30 depicts. For example, most of the boxes are created by the Forest 

Stewardship Council (FSC) which implies that the paper employed comes from recycled 

fibers that possess an FSC certification which denotes that they have been extracted from 

plants flourished in sustainable-managed forests.  
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Figure 30. Example of sustainable packaging, louisvuitton.com 

 

Likewise, the envelopes that cover products are created in collaboration with the Better 

Cotton Initiative (BCI) cotton whose aim relies on improving the sustainability of this 

material both on an ecological and on a social perspective.  

From a more business-oriented point of view, Louis Vuitton is busy finding new solutions 

which reduce and lower its impact on the Planet. For example, the brand has been 

donating pre-used materials to organizations such as The Art Reserve or the MFTA of 

New York or fashion and design schools in order to avoid waste and provide these 

communities with precious materials which otherwise would have been transported to 

landfills. Specifically, the 80% of ornaments used during the 2018 Men’s and Women’s 

fashion shows were gifted and reemployed for other uses.  

In addition, a “Cuirs Patrimoine” initiative was created to contribute to the recovery of 

not-applied leather which could actually serve to create new products. According to 

specific sources, Louis Vuitton is currently recycling and reusing the 60% of its discarded 

leather. This commitment, though, is further extended to other sectors of the business. 

For example, the brand donates old uniforms, gadgets employed during events or posters 

and billboards to other organizations which can make better use of them.  

Louis Vuitton has always been focused on improving its store performances to reach the 

pre-established goals. This means that the brand for example started to take advantage of 

LED lights to reduce energy consumption levels and to build its buildings considering an 

eco-construction program which produces an overall lower impact on the Planet. 

Specifically, the group decided to follow definite standards such as the LEED (Leadership 
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in Energy and Environmental Design) and the HEQ (High Environmental Quality) 

certifications which conform to specific rules and avoid a negative impact on the Planet. 

In June 2018, Louis Vuitton substituted the air-cooled towers at its Parisian headquarter 

with a CLIMESPACE connection, which resulted in the 53% less water dissipated. 

Thanks to all these improvements and efforts, Louis Vuitton collected the LIFE in Store 

Award (settled up by LVMH) for its good performances in water and energy 

administration within the Place Vendôme store.  

For what concerns the supply chain used by the brand, Louis Vuitton started to select its 

providers according to their environmental performances and attitudes towards 

innovation. Moreover, the company took a further step in the development of 

technologies which are able to lower the quantity of items transported forth and back from 

its facilities to the physical stores. In particular, it was able to make the analysis of stocks 

and assortments more efficient which implies the possibility to avoid unnecessary trips 

from a building to another.  

 

MARC JACOBS 

Marc Jacobs himself, and consequently his entire brand, is since forever concerned with 

the impact that its goods have on the Planet during their entire lifecycle from cradle to 

grave. This is the reason why the corporation decides to rely only on suppliers which 

respond to specific and very strict qualifications. Every item produced by Marc Jacobs 

conforms to specific environmental and safety benchmarks which are applied in every 

Country of the world. To make sure this goal is achieved, a product testing plan was 

created which, together with casual and undeclared investigations, attest the conducts of 

its providers.   

As stated within the Website, Marc Jacobs constantly tries to find alternative ways to 

reduce its emissions and overall bad effects on the Planet, but the brand acknowledges 

that something more has to be done to achieve the goal of carbon neutrality and declares 

to be willing to take an active role to realize this objective.  
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DIOR 

This brand does not provide any sort of data about sustainability within its website. The 

most recent information around this matter can be gathered from the attitude which the 

entire company manifested during the last Parisian Spring Summer 2020 Fashion Show85. 

Specifically, the designer Maria Grazia Chiuri created the garments based on traditional 

floral drawings and patterns which recall to a more environmentally friendly approach 

desired by the label. In fact, the event aimed at focusing the audience’s attention on more 

specific and profound arguments such as the one of sustainability and the overall impact 

that the fashion system is currently having on the Earth. The attention was put on the 

importance of the different species which populate our Planet and on the significance that 

concepts such as the one of preservation and the one of bio diversities have. The fashion 

show was an allegory to highlight the importance of taking care of others, of the Planet 

and of ourselves in general. For this event, Dior partnered with the brand Coloco, which 

curated the settings of the fashion show at the Hippodrome Paris Longchamp. 

Specifically, 170 trees were used to create the background. After the event, these same 

plants were seeded into four different locations around Paris. Moreover, all the fabrics 

employed during the presentation were donated to the “La Réserve des Arts” organization 

and the energy consumed was generated from canola oil.   

All these efforts have been made in order to demonstrate a more sustainable attitude and 

concern towards current praxis and future needs. Dior is trying to change its brand image 

in the direction of something more conscious and aware of current disrupting practices. 

From my point of view, this might not be enough. It really looks like all these strategies 

have been pursued just to influence the final consumer to start thinking about the brand 

as a sustainable one. But if we look at ongoing methods of production, models and rules 

it is easy to understand the inconsistency of the strategy. Major steps need still to be 

taking. Let’s hope these will be in the right direction.     

 

 

                                                        
85 https://www.vanityfair.it/fashion/news-fashion/2019/09/24/dior-primavera-estate-2020-sfilata-foto-
sostenibilita 
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OTHER BRANDS 

As part of the LVMH group, all the labels have to take an active role in the LIFE 2020 

project. Specifically, they have to commit themselves to achieve the strategic objectives 

which were established by the group. Unfortunately, very few information about these 

initiatives are showcased by the brands. The major source is still the LVMH Website 

which briefly clarifies a series of accomplishments obtained by specific businesses, such 

as the LIFE in store award gained by Celine for its Miami store, or the certifications that 

Fendi possesses which testify the good conditions of its workplaces.   

The curious thing is how little data are shared with the audience, which is more and more 

concerned about the environment and which wants to take an active role in changing the 

behavior of the whole society.  

 

 

LVMH is clearly trying to perform well in terms of sustainability as a group, but when it 

comes to single brands a lot has still to be done in practice.   
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4.3 THE KERING GROUP AND ITS SUSTAINABLE PERSPECTIVE86  
 

The other major luxury group, which is also the main competitor of LVMH, is Kering. 

This business was founded in 1963 and currently operates into 3 different sectors thanks 

to the ownership of several brands such as Balenciaga, Gucci, Alexander McQueen, Yves 

Saint Laurent, Brioni, Bottega Veneta (for the Couture and Leather Goods area), 

Boucheron, Pomellato, DoDo, Queelin, Ulysses Nardin and Girard-Perregaux (for the 

Watches and Jewellery section) and Kering Eyewear. In 2018 its total revenue was 

estimated to be around 13,665 million Euros and the number of employees working 

within the group was recorded to be 35000.    

The motto of the company consists in “Empowering Imagination”, which clearly suggests 

an innovative vision of the world which is aimed at providing consumers with the best 

quality and most luxurious products and experiences. Since its establishment, Kering was 

concerned with the Sustainable aspect which all its items and brands must include within 

their strategy. A particular priority and attention are given to the consequences that the 

entire group’s habitual operations have on the Earth, on global warming and on natural 

reserves. To improve the present situation in these terms, Kering created a 2025 Strategy 

plan which illustrates what behaviors each one of its brands have to maintain in order to 

produce the lower possible impact on the Planet.     

Specifically, major key milestones were achieved during the years: 

- In 2003 a Sustainability Team was created, followed by the establishment of a 

Sustainability Department in 2007. 

- Starting from 2010, managers’ rewards were computed by taking also in 

consideration sustainability objectives. 

- In 2013 the group was included in the Dow Jones Sustainability Index (DJSI) and 

on the CDP Climate Disclosure Leadership. During the same year, the Materials 

Innovation Lab (MIL) was installed which is still helping designers to choose 

more sustainable and conscientious options for their creations. 

                                                        
86 All the information disclosed among this paragraph may be found in the 2018 Kering’s Reference 
Document, https://keringcorporate.dam.kering.com/m/7a57d2f917ef38a2/original/2018-Reference-
document-.pdf#page=47 
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- The first Group Environmental Profit & Loss (EP&L) was released in 2015 and 

two years later the 2025 Strategy was announced worldwide. During the same 

year, Kering was declared to be the most sustainable association within the 

Textile, Apparel and Luxury Goods sector. 

- In 2018 the organization distributed its very own first integrated report and the 

following year it was graded as the second most sustainable group in the world.  

 

What Kering learned during its lifetime experience was that the sustainability concept 

can be a major source of competitive advantage over competitors. Specifically, this idea 

can help consumers designing a better corporate image since they are every day more 

conscious about ecological complications and social troubles. Through its business 

strategy and plan, Kering is trying to improve its performances and to supply its reference 

market with alternative solutions which, not only are extremely luxurious and high 

quality, but also responsive and aware of current issues.  

The 2025 Sustainability Strategy, which devises the strategic objectives that must be 

achieved by the group by that date, includes three major targets: Kering’s vision and 

ambition, materiality and non-financial risk analysis (Figure 31).  

More specifically, the materiality investigation grants the possibility to recognize the 

most important troubles and governance concerns which may delay the adoption of a 

more sustainable strategy. Likewise, the non-financial risk analysis highlights eight 

different dangers not related to the economic perspective which may complicate the 

adoption of a more ecologically-oriented vision, such as product quality and safety or 

consumer health.  

The 2025 Sustainability Strategy, which was established in 2017, is based on three 

different concepts which are interrelated and dependent one another: Care, Collaboration 

and Creation. These notions define the milestones that have to be achieved in order to get 

to a more sustainable perspective and overall results.   
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Figure 31. 2025 Sustainability Strategy 

In terms of sustainability accomplishments, the Care pillar is the most important one since 

its major focus relies on downsizing the impact that the company’s actions have on the 

Planet and on the natural environment through the usage of alternative methods and 

procedures. Kering is currently concerned with finding different approaches and fabrics 

which are more deferential and respectful of the biodiversity that exists within the 

territory. The corporation also established an EP&L (environmental profit and loss 

record), which was specifically designed to allocate a monetary equivalent to the 

environmental repercussions across its whole value chain. The promise that the group 

made about this matter was to assure the contraction of its EP&L impact by 40% from 

now until 2025. Specifically, within the same date, Kering aims at reducing its carbon 

emissions by 50% (through a contraction on both its own, which account for the 16%, 

and on its suppliers’ exhalations, which are estimated to be the 84% and mostly gathered 

during the first phases of production). This accomplishment will be only possible thanks 

to the development of a more adequate manner of energy usage effectiveness both within 

Kering’s plants and in transportation procedures and thanks to the adoption of renewable 

energy routines. Such a goal is complemented by other major programs like the REDD+ 

(which is concerned about the maintenance and preservation of different and diverse types 

of forests all over the world) or the Clean by Design (which plans to upgrade the energy’s 

and supplies’ productivity of various textile factories which collaborate with the 

corporate). 
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The other mission that Kering has is the one of transforming the 100% of its supply chain 

into a more sustainable and candid one by 2025. This will only be possible through 

developments on the traceability and on the selection of suppliers of raw fabrics, which 

have to become more and more involved and worried about the preservation of the 

Environment. Additionally, the group in 2012 established specific requirements (named 

Supplier Sustainability Index) about traceability, animal wellbeing, the employment of 

chemicals and working circumstances which the 100% of the furnishers must respect by 

2025. By 2017, the Group was already able to indicate the provenance of 82% of its 

products. More specifically, it was able to point out the origin of 83% leather items, of 

90% wool products, of 89% cashmere goods, of 70% cotton artefacts and of 90% silk 

dresses.  

If these achievements want to be met by the whole group, each Brand has to commit to a 

more responsible and sustainable behavior which focuses on incorporating and executing 

these different standards within every single strategy. Specific conventions are organized 

during which each company’s CEO, the House Sustainability Team and other bodies have 

to meet to discuss and work towards the achievement of the 2025 Sustainability Strategy.  

Specifically, Kering created a Sustainability Department whose job is to coordinate and 

lead the way for brands through the implementation of different guidelines and plans and 

through the equipment of devices and means aimed at the achievement of the 

sustainability goal. Additionally, each Maison is allowed to designate a member who has 

to be part of this team. As a result, the Kering’s sustainability system comprehends both 

Corporate members and people from every single House that meet throughout the year to 

discuss about important ecological and environmental matters. More recently, these 

physical congregations have been replaced by a corporate social network and internal 

newsletters which have the power to diffuse information in a more effective and rapid 

way. Besides, an annual Caring Day is arranged by the group in order to make an impact 

on workers’ consciences about environmental issues and further improvements, which 

are also stimulated by each Maison’s instruction and education plans for all new 

employees.   

In order to evaluate in a more accurate manner the impact of its exercise onto the 

environment, Kering established a report depending on 100 markers that each year have 

to be calculated. These indexes are portioned across eight different classes: energy 
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expenditure, water utilization and contamination, governance of environmental danger, 

items shipment, trips, amount of leftovers and employment of natural substances.  

 

ENVIRONMENTAL REPERCUSSIONS OF GROUP ACTIVITIES IN 2018 

 

THE ENVIRONMENTAL PROFIT AND LOSS ACCOUNT (EP&L) 

In 2012, Kering devised a new approach that aimed at calculating the effects of the 

company’s activities into the environment by computing a monetary equivalent to these 

repercussions.  

The EP&L helps the Group contrasting different scenarios and understanding where 

efforts should be made in order to improve the situation and lower its outcomes on the 

Planet. Highlights of this strategy are revealed in Figure 32. 

More specifically, this tool estimates carbon exhalations, water dissipation, air and water 

contamination, land employment and waste creation during all the stages of production, 

which make it easier for the company to actually see its effects in a more concrete way. 

Then, these data are transformed into a monetary equivalent which assesses the size of 

natural resources employed and direct the strategy towards a more sustainable path.   

The ultimate goal of this plan is indeed assisting the Group in taking better solutions and 

actions towards a more sustainable and transparent practice and towards the reduction of 

its effects on the entire ecosystem. 
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Figure 32. Implications and explanation of the Environmental Profit and Loss Account 
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Essentially, the Environmental Profit and Loss account follows different steps: 

- Purpose of the research, during which sectors of the business which are going to 

be assessed are determined and the entire supply chain is divided among different 

stages named “Tiers” such as Direct Operations, Final Assembly, Production of 

Secondary Goods, Modification and Production of Raw Materials (Figure 33)  

 

 
Figure 33. Examples of different Tiers and different stages 

- Outline of the supply chain (summarized in the Figure 34), when the creation 

stages for every single item are described and suppliers are recognized 

 
Figure 34. Outline of the entire supply chain 

- Establishment and categorization of the most important data (delineated in Figure 

35) and explanation of the tools used to gather them 
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- Clustering of primary data from single Houses and suppliers  

- Accumulation of secondary data from external outer parts 

- Computation of the monetary value of the results obtained and breakdown of the 

costs and benefits for the environment 

- Description and explanation of the conclusions attained and recognition of new 

scopes to improve corporate achievements (explained in Figures 36 and 37) 

 

 
Figure 35. Kering's 2018 Environmental Profit and Loss Account, kering.com 

 

Figure 36. Scope covered by the EP&L approach 
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Figure 37. Analysis of the impact of the Corporate's actions into the environment through the employment 

of the EP&L Account 

Of great interest is the creation of the EP&L App, which is a device that instantaneously 

assesses the effects on the environment created by clothes owned by every single person, 

from their production to their disposal stages. An idea of how the App looks like is 

reported above in Figure 38. This tool serves to spread consciousness and attention on 

current sustainability issues. Moreover, consumers are also able to contrast different 

situations in order to adopt the most sustainable solution to reduce their repercussions on 

the Planet.  

 

Figure 38. My EP&L App 

In 2017, Kering was already able to reduce its environmental effects since during this 

year these accounted for €482 million. Its EP&L has been descending since 2015, with 

an overall decrease of 10% from 2016 to 2017 which is consistent with the final goal of 

correcting this number to 40% by 2025. These results show how the strategy pursued by 

the corporate is proving to be effective from different perspectives. This tool has proven 

itself to be one of the most useful methods to provide a new and radical vision to the 
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entire business which is constantly more interested and committed to a fresh sustainable 

overall approach. 

  

CARBON FOOTPRINT 

The whole amount of CO2 emissions is produced by two main factors that characterize 

the group, as Figure 39 details: energy utilization and transportation which account for 

the 21.1% and the 78.9% respectively. In 2018 this datum measured 255,769 metric tons. 

According to specific reports, the 67.1% of the electricity employed is currently produced 

by renewable means and the 2017 EP&L statement shows that the Group’s carbon 

intensity downsized by 12% from 2015 to 2017 thanks to big improvements related to 

energy efficiency matters which have been made throughout the Corporation.   

 

 
Figure 39. Breakdown of total transportation and energy related CO2 emissions in 2018 

  

The biggest part of energy consumption, which in 2018 was calculated to be around 

54,076 metric tons, is ascribed to the warming, the illumination and the cooling of the 

group’s stores and facilities. Electricity is still the most used form of energy employed 

(81% of the entire power employed). 

In order to reduce these statistics, Kering devised specific plans whose final goal consists 

on the achievement of a more sustainable attitude and better results. First of all, the Group 

decided to control the amount of energy employed by every single store in a more central 

way. An online platform was created in order to allow each brand to control its own 

expenditure on a monthly base. Secondly, Kering aims at achieving important certificates 

which declare the advancements of energy efficiency for its new reconditioned locations. 
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Moreover, all the brands which belong to the Corporate have to conform to specific 

requirements that define the forecasted results for the next years.  

The third procedure consists on the choice of a more renewable form of energy over the 

traditional one (Figures 40 and 41). Starting from 2016, the amount of this ecofriendly 

alternative increased within the company87 mainly because of the development of an on-

site platform for the creation of renewable energy88 and several agreements with external 

agents specifically designed for this purpose.  

 

Figure 40. Energy consumption and related CO2 emissions in 2018 

 

Figure 41. Breakdown of energy-related CO2 emissions in 2018 

For what concerns exhalations related to transportation procedures, these can be divided 

among three different groups (Figure 42): 

- B2B: embodying the movement of items between various suppliers and/or 

different location 

                                                        
87 It accounted for the 67,1% in 2018, while it was estimated to be around the 37,9% in 2017 
88 Currently the usage of solar panels satisfies between the 2% and the 4% of the demand of each 
location 
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- B2C: including the shipment of finished goods from the place of production to the 

final client 

- Business Travel: involving air or ground travels operated by employers   

Since 2016 Kering has been concerned with the impact that its operations have on the 

Planet, thing that resulted in the research of alternative methods and ways of 

transportation. For example, in Paris the brand Saint Laurent only uses electric shuttles 

between its physical warehouses and shops.   

 

Figure 42. Emissions related to transportation and travel 

 

WATER EXPENDITURE AND MANAGEMENT 

 As Figure 43 demonstrates, the total amount of water depleted by the group can be 

assigned for the 60% for internal reasons and for the 40% for production purposes. From 

2016 to 2018 the amount of water employed by the group expanded by 14.7% and now 

is assessed to be around 843,853 m3, mainly due to a raise in the demand of products 

manufactured by the Group and more specifically due to the tanning procedure. Still, an 

improvement can be registered in the overall performance of the group which was able to 

downsize by 6.6% the amount of water drained in relation with the group revenue.      

 

 

Figure 43. Water Consumption in 2018 
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PACKAGING  

In 2018 Kering employed 25,902 metric tons of boxes, 47% resulted in cardboard usage 

and 38% in paper (Figure 44). As for water expenditure, this amount grew by 82% from 

2016 to 2018 due to an escalation in the demand of products. According to data provided 

by the company, last year the 98% of paper packaging employed and the 96% of 

cardboard utilized were reprocessed.   

 

 

Figure 44. Packaging consumption 
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WASTE FORMATION AND GOVERNANCE 

The biggest source of waste for Kering comes from the tanning practice and the heavy 

metals which are employed and produced during this phase (which is clarified in Figure 

45). In 2018 the trash created accounted for 19,332 metric tons and present overall 

recycling programs cover the 69.2% of waste produced.  

 

Figure 45. Total waste produced in 2018 in metric tons 

 

USAGE OF RAW MATERIALS  

The 76% of the environmental effects generated by the Group are observed during the 

first stages of its supply chain, mainly in the manufacturing and alteration of natural 

fabrics such as leather, wool, cashmere or metals. To overcome this issue, Kering adopted 

a circular economy approach which includes renovating and reconstructing methods in 

order to extend the lifetime of its products. The corporation collaborated with the La 

Réserve des Arts organization which gathers leftovers from Parisian companies to recycle 

and resale them to other designers.  

Kering is completely committed to finding the best practices in order to make its supply 

chain entirely sustainable by 2025. As an example, the 100% of the cotton employed 

within the company has to be organic by that date, since its environmental footprint is 

way lower89 than its traditional alternative. Moreover, the group developed different 

programs where it tried to encourage the usage of different and more sustainable materials 

such as cashmere and organic silk. For what concerns exquisite skins and furs, these must 

possess a certificate which states their provenance in order to make sure that they do not 

come from jeopardized breeds.  

Of major concern for Kering is the extensive usage of plastic, employed both in the 

creation of goods and in the packaging. Many alternative solutions are currently been 

                                                        
89 The environmental footprint of organic cotton is 80% less compared to the traditional one  
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promoted, but several steps need still to be taken in order to achieve the goal of 

sustainability in this sector.   

 

ACHIEVEMENTS  

Through the years, Kering obtained many different recognitions and appreciations for its 

efforts to change the fashion industry into a more sustainable one.  

In 2019, the Company acquired the second position among 100 sustainable businesses in 

the Corporate Knights Global 100 ranking and in 2018 was registered in the Dow Jones 

Sustainability Index (DJSI) which designates the best sustainability players among 2500 

corporates.  

Thanks to its achievements, Kering was the only Luxury company which was able to be 

enlisted in the Carbon Disclosure Project’s (CDP) A-List with an A score for what 

concerns the usage of leather and wood-extracted materials and a B score for its water 

regulation conduct. These results are explicated in the Figure 46:   

 

 
Figure 46. Achievements obtained by the Kering Group thanks to its Sustainability Strategy 
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4.4 KERING’S BRANDS AND THEIR ENVIRONMENTAL OBJECTIVES 

The Kering group consists of several different Maisons that belong to the luxury segment. 

More specifically, the couture and leather goods sector includes brands such as Gucci, 

Yves Saint Laurent, Brioni, Bottega Veneta, Alexander McQueen and Balenciaga. Each 

one of these companies follows a different sustainability strategy in order to pursue the 

goals established by the entire Corporation.  

GUCCI  

Within its website, the Gucci brand declares to be completely committed to searching a 

more sustainable approach towards both the environment and the people involved among 

the entire supply chain. The brand is managing its operations conforming to the ideals of 

integrity, rectitude, and limpidness and its ultimate achievement is the one of downsizing 

the repercussions that its performances have on the Planet and on the ecosystem, strategy 

that also boosts the competitive advantage and the business assets that the company has 

over its rivals in the market (Figure 47).  

Precisely, Gucci is concerned over the way too dispendious energy and water 

consumptions and consequent leftovers and dangerous chemicals formation not only for 

what concerns its own facilities but throughout its whole supply chain. This is the reason 

why, after many precise analyses, the brand started to devise practical solutions to 

respond to critical issues such as Climate Change or Water Pollution. For example, Gucci 

is willing to construct all its new facilities and buildings by respecting sustainable 

benchmarks and guidelines. Other examples may be found in the employment of 

sustainable packaging techniques and of sustainable and chemical-free fibres and 

substances. The ultimate purpose of the brand is the incorporation of Social 

Responsibility and Sustainability Practices into the overall business plan, thanks to the 

acceptance of international standards, criterions and legal codes and thanks to a coherent 

harmonization of all the accurate plans and approaches and a consequent consistent 

reporting to stakeholders.    

Precisely, in 2009 the brand became part of the Responsible Jewelry Council and 

embraced a Corporate Sustainability & Responsibility Management System which pays 

attention to the environment, human rights and the quality of products. And, as for now, 

it declares to be carbon neutral both on its own enterprises and on its whole supply chain.   
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Figure 47. Gucci's Sustainability Manifesto, gucci.com 

 

BOTTEGA VENETA  

Bottega Veneta was the first Italian fashion company to gain the LEED (Leadership in 

Energy and Environmental Design) certification, which is the license acquired by 

buildings and industrial processes that respect sustainability canons and care for the 

environment.  

Moreover, the company decided to install solar panels on the rooftop of its Montebello 

Vicentino plant. Other systems which were installed within the plant are the ones that 

allow for the recycling of water and the reduction of CO2 emissions.   

 

BALENCIAGA 

Within its website, Balenciaga states that the concept of sustainability is intrinsic both to 

the products and the processes of the brand. The greatest ambition for the brand is being 

able to create items that contribute to the formation of a better and more desirable current 

and future ecosystem. 

This general attitude towards a more active approach is embraced by the entire 

community employed within the firm, which plans to reduce the effects of its activities 

on the environment, to develop and sell items that do not harm the Planet or the People 

and to protect and preserve the biodiversity of the territory and of the different animal 
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species. This program is also extended to all the brand’s suppliers and providers which 

have to possess specific requirements in order to be chosen.    

As a proof of this new attitude, Balenciaga released a limited-edition capsule collection 

in collaboration with Farfetch, which is probably the most well-known e-commerce 

website in the world, that is concerned with the safeguard of endangered species. 

Specifically, different clothing items were embellished with pictures of jeopardized 

breeds such as elephants, pandas or rhinos. Obviously, no fur, leather or plumage 

materials were employed during the creation of the products. This project was specifically 

devised to encourage people to be more aware and to spread knowledge of current 

unsustainable practices.    

 

BRIONI AND ALEXANDER MCQUEEN  

No records about sustainable practices currently developed by the brands Brioni and 

Alexander McQueen can be found within their websites. This does not mean that these 

labels are not concerned with the importance of employing finer operations and methods. 

Still, this theme is not central to the strategy devised by these businesses, which however 

have to respect and conform to the entire group’s rules and norms.   
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PART FIVE: FINAL REMARKS 

AND CONCLUSIONS 
 

CHAPTER INTRODUCTION 

 

This chapter is the one which exploits all the previously collected information and applies 

them to the cases of Kering and LVMH. Reports and statements are empirically analyzed 

in order to understand in a more quantitative way, how these groups performed during 

the years.  

The section is divided among different segments, which analyze distinct aspects. First of 

all, a more qualitative comparison between the LVMH and Kering’s plans is taken into 

consideration. Social and environmental activities pertaining to the years 2018 and 2008 

are compared, which show how the groups have always been following a specific overall 

method aimed at improving their accomplishments over time.  

Later on the chapter, a more quantitative investigation illustrates how four specific words 

connected with the idea of sustainability are employed within annual reports. The number 

of recurrences of these terms are confronted across different years, which demonstrate 

how LVMH and Kering changed their attitudes and mindsets towards more sustainable 

habits.  

The last portion of this division, considers a hypothesized business model canvas 

applicable to both Kering and LVMH. Nine different aspects are clarified, which include: 

key partners, activities, resources, value proposition, customer segments, customer 

relationship, channels, cost structure, revenue streams. These sections explain in general 

how the groups shaped their tactics and how they are working towards the improvement 

of their brand image and the enhancement of their revenue streams. The exact same 

analysis is performed by taking into consideration a hypothetical business model canvas 

pertaining to a sustainable luxury company. Some aspects are pretty similar to the 

traditional pattern, while others are extremely innovative and unconventional. A major 

source of competitive advantage comes from the services which are provided by the firm 

that commits itself to finding a solution for every problem faced by the potential buyer 

and to positioning its clients’ desires and needs at the center of its strategy.   
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5.1 COMPARISON BETWEEN LVMH AND KERING 

 

From all the information which have been collected and detailed during the previous 

chapters, it is possible to extract some sort of comparison and correlation between LVMH 

and Kering. In order to do this, the plans executed by the two corporates must be 

distinguished into two different categories: the ones which deal with the environmental 

aspect of sustainability and the ones that concern the social attributes. Moreover, in order 

to present a more effective and complete analysis, the same strategies are contrasted 

across the years 2018 (Figures 48 & 49) and 2008 (Figures 50 & 51). The results are 

exhibited in tables below.  

After this illustration, a more empirical part is depicted in order to find some sort of 

association between what has been really done by the companies about this matter and 

what they actually state within their annual reports. To prove their commitment, this study 

takes into consideration the number of times four specific words appear within the 

statements released between the years 2008 and 2018. These concepts include the ones 

of sustainability and of environment, which perfectly summarize the idea of the proper 

care the company should have for the whole society. The third term analyzed regards the 

quality aspect which has always been extremely highlighted within the corporates’ 

strategies. The last notion considered is the one of heritage. Since both LVMH and Kering 

have always been focusing their attention on traditions and on their savoir faire, it would 

be interesting to discover whether this idea is related and actually boosts current trends 

or whether this already well-established plan is an obstacle to the evolution of the 

employment of more effective and conscious practices. By counting the number of 

recurrences of these expressions, it is possible to understand whether changes in their 

frequencies are actually reflected in the plans executed by the firms.  
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ENVIRONMENTAL SUSTAINABILITY PLANS IN 2018 

 

The following table (Figure 48) represents the environmental procedures which have 

been taken into consideration by both the groups in 2018 in order to enhance their image 

and their overall results regarding the sustainability aspects of their strategy. 

In particular, the vertical axe is divided according the concept of value chain, which 

means that the phases of supply, production and distribution are taken into consideration 

separately.  

The horizontal axe, at the same time, analyzes both the Kering and the LVMH groups 

distinctly.  

The result is a matrix which explains what environmentally sustainable measures have 

been adopted by one of the two corporates during a specific phase of its value chain.  
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CORPORATE  
LVMH 

 

 
KERING 

  
VALUE CHAIN 

SUPPLY 

 
• More accurate Research 

of Suppliers which 

Possess Specific 

Certifications 

 
• 100% more Sustainable 

within 2025; 

• Improvement of 

Traceability; 

• Suppliers’ Sustainaility 

Index 

PRODUCTION 

 
• Less Water Expenditure; 

• Less Energy 

Consumption; 

• Environment Accademy; 

• Life Events; 

• New Fabrics; 

• Life Extension; 

• Recycling and Reuse of 

60% of Louis Vuitton 

Discarded Leather; 

• More Energy 

Effectiveness; 

• More Renewable Energy; 

• ISO14001 Certification; 

 

 

 
• Less Water Expenditure; 

• Conventions with each 

Maison's Sustainability 

Team; 

• Annual Caring Day; 

• Maison's Educational 

Plan; 

• More Sustainable and 

Chemical Free Fibres; 

• Safeguard of Endangered 

Species; 

• Reduction by 50% within 

2025; 

• REED+ Program; 

• Clean By Design; 
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 • Establishment of a 

carbon fund; 

• Louis Vuitton new 

Boxes; 

• Louis Vuitton new 
Envelopes 

• Reprocessing of 

Cardboards 

 

DISTRIBUTION 

 
• Life In Store 

Award; 

• LED Lights; 

• LEED and HEQ 

Certifications; 

• Environment 

Department; 

• 2018 

Environmental 

Data 

 

 
• Better Central 

Control of Energy 

Consumption; 

• Online Platform; 

• Use of Renewable 

Energy; 

• Sustainability 

Department, 

Designation of a 

Member of Each 

Brand; 

• EP&L; 

• Dow Jones 

Sustainability 

Index; 

• EP&L App; 

• Carbon Disclosure 

Project 
 

Figure 48. Environmental Activities Employed by the LVMH and Kering Groups 
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SOCIAL SUSTAINABILITY PLANS IN 2018 

 

The following chart (Figure 49) presents what socially sustainable activities have been 

executed by the two companies during the year 2018.  

Specifically, the vertical axe is sectioned according to the concepts of people or projects. 

This means that if one action influences other human beings, it will be included into the 

first box. If, on the contrary, a plan impacts material things or events, it will be comprised 

into the second case. 

Regarding the horizontal axe, the programs which pertain to LVMH are disconnected 

from the ones affecting the Kering group. 

The result is a matrix which explains what socially sustainable measures have been 

adopted by one of the two corporates in order to contribute to the advancement of the 

entire community’s conditions.  
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CORPORATE 
LVMH KERING 

CATEGORY 

PEOPLE 

 
• More Facilities for 

disable workers; 

• Ellesvmh; 

• We Care For Models 

 

 
• Since 2004 Ppr Mission 

Handicap for disable 

workers; 

• Kering Foundation; 

• Women In Motion; 

• Empowering Women 

 

PROJECTS 

 
• 6 Principles within a 

Code of Conduct; 

• Human Resources 

Department For Each 

Brand; 

• Sustainable Development 

Committee; 

• Diner Des Maisons 

Engagees; 

• Restoration Of Trevi 

Fountain; 

• Partnerships with 

Foundation For 

Biodiveristy Research, 

Central St.Martins, 

Unesco, La Rèserve Des 

Arts 

 

 
• Code Of Ethics; 

• Major Principles Which 

Define Daily Actions; 

• Sustainable Team; 

• Rewards Computed By 

Taking Into 

Consideration 

Sustainability Matters; 

• Notre Dame Burning 

Recovery;  

• Partnerships with 

London College Of 

Fashion, La Rèserve Des 

Arts  

 

Figure 49. Environmental Activities Employed by the LVMH and Kering Groups 
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As it is easy to notice, the two major competitors adopt pretty much the same measures 

for what concerns sustainability aspects.  

They are both worried about the emissions which are exhaled during their entire 

operations and about the type and the quality of products which are offered in the market. 

Both the groups care about the impact they have on the society in general and make an 

effort towards the creation of a better environment under their control. Moreover, it is 

amazing to see how they safeguard our Planet by implementing several plans which look 

after the importance of beautiful artefacts all around the world.  

Major trends can be easily identified, and these are very similar for both the enterprises. 

The sustainability aspect has been handled very seriously during these last years, since 

the consumer base has become more and more conscious and concerned about this matter. 

The fact that both the groups present an entire section within their annual reports, which 

concentrates on green and corporate social responsibility aspects, is emblematic.  

Kering and LVMH possess a very specific strategy which has been devised from the very 

beginning and which has been further developed during the course of the years. What 

future actions will be taken into consideration by both the groups cannot be estimated by 

now, since the target at which they are aiming is more and more concerned and interested 

about sustainable and eco-friendly practices and wants to be engaged and involved in the 

process of creating something positive for the society as a whole. This will be one of the 

major tendencies for future years, more active participation from users and more co-

creation and personalization of sustainable products with consumers. Still I am confident 

that this sustainability revolution, which is currently taking place among other smaller 

and cheaper brands and among the society in general, is going to have even a bigger and 

more important impact on huge companies such as LVMH and Kering. Not only people 

want to be included in sustainable prospects, but also they want to be more and more 

enlightened about social issues and ecological matters. This is the reason why the actions 

of both these groups will be aimed at improving their communicative strategy. More 

events will be held and more Fund Raisings Galas will take place considering the return 

they have on the brands’ image and the positive impact these have on the minds of the 

people.  
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5.2 COMPARISON BETWEEN LVMH AND KERING IN 2008 
 

In this part of my thesis, I would like to illustrate how these two companies operated in 

2018 and what the major similarities and differences with today’s practices are.  

 

LVMH IN 2008 

Taking into consideration the first group, it is possible to discover the four key pillars of 

its sustainability strategy:  

 

1) SOCIAL ASPECT 

The business by that year took already part to the International Global Pact, to the 

French Diversity Charter and to the French Charter of Corporate Commitment for 

equal opportunity in Education.  

Moreover, a great importance was given to the role of disable people thanks to the 

LVMH Handicap Mission. Additionally, a strategic role was given to suppliers 

and subcontractors which were asked to respect the Code of Conduct established 

by the company.  

For what concerns the role of women employed in the system, the EllesVMH 

initiative was already been established, which focused on the importance of the 

diversity of the work force within the business.  

 

2) CULTURE, HERITAGE AND HUMANITARIAN ACTIONS 

Specifically, the company committed itself to the restoration of particular and 

cultural monument and to the development of artistic collections. About the final 

aspect, the company decided to support different sanitarian associations such as 

the Pasteur Institute, the American Foundation for AIDS Research, the Paul 

Brousse and Henri Mondor hospitals and the Curie Institute.  

 

3) ENVIRONMENTAL ASPECT  

LVMH did already comprehended a specific department and a committee which 

contributed to the formulation of a group-wide attitude thanks to an 

Environmental Charter which is intended to be respected by each company. 

Moreover, in 2008 LVMH took part in the Sustainable Development Week and 
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contributed to the creation of the film by Erik Orsenna “Voyage au pays du 

coton”. Great importance is manifested in the energy control feature and in the 

reduction of greenhouses emissions. To achieve such goals, the Carbon Footprint 

method is implemented to assess the impact of the company’s operations into the 

environment and to define a strategy which is coherent with the desired final 

objective. The group was also aware of the importance of the creation or the 

reconditioning of its buildings, which had to possess all the possible certifications 

in order to be declared environmentally-friendly and sustainable. Additionally, 

the group in 2008 decided to establish a Supplier Code of Conduct which compels 

all its partners to adhere to pre-established environmental and social practices. 

LVMH is also committed in finding a more sustainable behavior during the 

production and designing phases of its items. Specifically, the company was rated 

as one of the most active brands in the Carbon Disclosure Project.   

 

4) ADVANCEMENT OF THE GENERAL SOCIETY 

For example, LVMH continues to carry on projects with the academic sector such 

as Orée (with whom the brand created a guide about the integration of the different 

bio diversities into a business plan) and the Responsible Jewellery Council, to 

encourage sustainable practices. Lastly, it organized an Africa Beauty Forum to 

better communicate the concepts of research and recycling in that continent.   
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KERING IN 2008 

For what concerns the Kering Group, in 2008 it showed a consistent and focused 

sustainability plan which was based on seven different priorities.  

 

1) SKILLS MANAGEMENT AND TRAINING 

The business was committed in noticing and identifying both the skills and the 

previous experience of its employers and at the same time it offered them different 

and specific training programs through which they could have developed their 

competences, which guarantees higher mobility within the firm.  

 

2) FOCUS ON DIVERSITIES 

In 2008 the group established two Charters with the European Works Council 

which were created to focus on the employment of disable workers. As a proof of 

this, Kering took part to the French National Week for the Employment of the 

Disabled.  

 

3) IMPORTANCE OF SUPPLIERS’ SELECTION  

The choice of a particular supplier depends on whether or not it respects and 

conforms to the norms included into the PPR Code of Business Practices. 

Moreover, providers are valued based on social audits and self-assessment 

questionnaires.  

 

4) CONTROL OF CO2 EMISSIONS 

In 2008, Kering discovered that the biggest part of its exhalations was occurring 

during the transportation phase. For this reason, it decided to cut down these 

emissions through very specific actions.  

 

5) MANAGEMENT OF STORES AND INFRASTRUCTURE EMISSIONS 

To implement this plan, the company confined itself to the use of environmental 

principles, from the adoption of LEED certification to the reduction of the 

quantity of paper used. The results were displayed by environmental audits, 

carbon footprint data and achieved certifications.  
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6) CONSCENTIOUS PRODUCTS AND PRACTICES 

The major goal of the company was to put attention into the health and 

environmental consequences that the chemicals included in the items sold have. 

Moreover, the traceability and the quality of the products were still one of the key 

aspects that the company took into consideration.  

 

7) SOLIDARITY AGENDA 

In 2008 Kering established a Corporate Foundation which took care of women’s 

dignity and rights and which battled against violence. Moreover, a plan called 

“Solidarcitè” was implemented which allows employees to be engaged in 

different solidarity and social projects.  
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ENVIRONMENTAL SUSTAINABILITY PLANS IN 2008 

 

The following table (Figure 50) represents the environmental procedures which have 

been taken into consideration by both the groups in 2008 in order to enhance their image 

and their overall results regarding the sustainability aspects of their strategy. 

In particular, the vertical axe is divided according the concept of value chain, which 

means that the phases of supply, production and distribution are taken into consideration 

separately.  

The horizontal axe, at the same time, analyzes both the Kering and the LVMH groups 

distinctly.  

The result is a matrix which explains what environmentally sustainable measures have 

been adopted by one of the two corporates during a specific phase of its value chain. 
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CORPORATE 
LVMH KERING 

VALUE CHAIN 

SUPPLY 

• More accurate Research 

of Suppliers which 

Possess Specific 

Certifications 

 

• 100% more Sustainable 

within 2025; 

• Improvement of 

Traceability; 

• Suppliers’ Sustainaility 

Index 

PRODUCTION 

 
• Less Water Expenditure; 

• Less Energy 

Consumption; 

• Environment Accademy; 

• Life Events; 

• New Fabrics; 

• Life Extension; 

• Recycling and Reuse of 

60% of Louis Vuitton 

Discarded Leather; 

• More Energy 

Effectiveness; 

• More Renewable Energy; 

• ISO14001 Certification; 

• Establishment of a carbon 

fund; 

• Louis Vuitton new 

Boxes; 

• Louis Vuitton new 

Envelopes 

 
• Less Water Expenditure; 

• Conventions with each 

Maison's Sustainability 

Team; 

• Annual Caring Day; 

• Maison's Educational 

Plan; 

• More Sustainable and 

Chemical Free Fibres; 

• Safeguard of Endangered 

Species; 

• Reduction by 50% within 

2025; 

• REED+ Program; 

• Clean By Design; 

• Reprocessing of 

Cardboards 
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Figure 50. Environmental Activities Employed by the LVMH and Kering Groups 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

DISTRIBUTION 

 
• Life In Store Award; 

• LED Lights; 

• LEED and HEQ 

Certifications; 

• Environment 

Department; 

• 2018 Environmental Data 

 

• Better Central Control of 

Energy Consumption; 

• Online Platform; 

• Use of Renewable 

Energy; 

• Sustainability 

Department, Designation 

of a Member of Each 

Brand; 

• EP&L; 

• Dow Jones Sustainability 

Index; 

• EP&L App; 

• Carbon Disclosure 

Project 
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SOCIAL SUSTAINABILITY PLANS IN 2008 

 

The following chart (Figure 51) presents what socially sustainable activities have been 

executed by the two companies during the year 2008.  

Specifically, the vertical axe is sectioned according to the concepts of people or projects. 

This means that if one action influences other human beings, it will be included into the 

first box. If, on the contrary, a plan impacts material things or events, it will be comprised 

into the second case. 

Regarding the horizontal axe, the programs which pertain to LVMH are disconnected 

from the ones affecting Kering. 

The result is a matrix which explains what socially sustainable measures have been 

adopted by one of the two corporates in order to contribute to the advancement of the 

entire community’s conditions.  
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CORPORATE  
LVMH 

 
KERING 

CATEGORY 

PEOPLE 

 
• LVMH Handicap 

Mission; 

• ELLESVMH 

 
• French National 

Week for the 

Employment of the 

Disabled; 

• Corporate 

Foundation 

 

PROJECTS 

 
• Restoration of 

Important 

Monuments; 

• Africa Beauty 

Forum; 

• Responsible 

Jewellery Council; 

• Sanitarian 

Associations; 

• Oreè 

 

 
• Solidaritè 

 

 

Figure 31. Social Activities Employed by the LVMH and Kering Groups 
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As it is pretty easy to notice, the two brands focused on the same aspects. The attention 

to Carbon Emissions is vital, as well as the importance of the diversities of people that 

operate within the business. Moreover, it is easy to compare these results with the current 

strategies that are implemented by the companies nowadays. As it is obvious from these 

findings, the core strategy was maintained during all these years. It means that a clear 

vision and consistent strategy was well devised when the groups decided to take part to 

this sustainability revolution. For example, the ELLESVMH Program, which is still one 

of the key pillars for LVMH, was already established in 2008. Same could be said for the 

LVMH Handicap mission or for the LEED certifications. What can be observed from this 

analysis, is that the sustainability strategy has expanded throughout the years, by adding 

different aspects to a regular and coherent basic strategy which was established from the 

beginning.  

It is encouraging to witness these initiatives and plans that are taking place nowadays, 

since these results show how a real commitment has been made by these groups in order 

to gain a more sustainable image and better overall results. Since these last years are the 

ones during which an actual revolution is taking place, it will be really interesting to see 

whether the brands will adapt their current strategies to future generations or if they will 

completely reform their intrinsic strategy.  
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5.3 EMPIRICAL ANALYSIS  
 

In order to better understand how the concept of sustainability has evolved in brands such 

as LVMH and Kering across the years, the most coherent action to implement is 

collecting more empirical data which are able to reflect the trends which have been 

previously analyzed.  

In particular, the target is to count the number of times four specific words appear across 

the reports of the two Corporates. Specifically, these terms are the notion of Quality, the 

idea of Environment, the concept of Sustainability and the abstraction of Heritage; 

furthermore, for each one of them and for each year this thesis shows a list of locutions 

associated with them which can give a general idea of the entire strategy of the company 

for a specific period of time.    

By quantifying the recurrences of these expressions, people should be able to assess their 

variations and whether they exhibit some sort of correlation.  

The documents taken into consideration range between the year 2008 and 2018; precisely 

for what concerns LVMH the Environmental Reports were examined, while for Kering 

the Reference Documents were consulted.  

This part of the thesis will be structured as follow:  

- First part: number of repetitions, most common associations with each expression 

and a pertinent pie chart which shows the percentage of times each one of the 

words has been used compared to the others within a specific report 

- Second part: four histograms for each Corporate which show the number of times 

the words “Quality”, “Environment”, “Sustainability” and “Heritage” are 

mentioned within the press releases from 2008 and 2018. These graphs help better 

visualizing what the fluctuations are and how the overall strategy changed across 

the years 

- Third part: a chart which displays the percentage of times one of the four specific 

concepts appear within the annual report compared to the overall number of words 

exhibited in the same paper. In order to calculate this share, the following equation 

was employed:  

N° of recurrences of one of the specific words : N° of total words in the report = x : 100 
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5.3.1 LVMH 
PART ONE 
Year 2008 (exhibited in Figure 52)  

 

- QUALITY: air quality; high environmental quality construction; quality of paper 

used for packaging; quality materials 

Frequency: 12 times 

- ENVIRONMENT: environmental reports issues and indicators; environmental 

construction; environmental management program; preserve the environment and 

combat climate change; environmental awareness  

Frequency: 111 times 

- SUSTAINABILITY: sustainable growth at an international level; sustainable 

development; sustainable mobility 

Frequency: 24 times  

- HERITAGE:  

Frequency: 1 time 

Total number of frequencies: 14 times 

 

 

 

 
Figure 52. Percentage of mentions of the four words in the LVMH’s  2008 environmental report 
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Year 2009 (exhibited in Figure 53) 

 

- QUALITY: concern for high quality; quality materials; high environmental 

quality building 

Frequency: 11 times 

- ENVIRONMENT: social and environmental stakes; environmental report and 

policy; environmental department and management; respect of the environment; 

preservation of the environment; environmental innovations; environmental risk; 

environmentally friendly materials 

Frequency: 128 times  

- SUSTAINABILITY: sustainable use of elements; sustainable development; 

sustainable partnerships 

Frequency: 23 times 

- HERITAGE: natural heritage 

Frequency: 5 times 

 

Total number of frequencies: 167 times 

 

 

 

 
Figure 53. Percentage of mentions of the four words in the LVMH's 2009 environmental report 
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Year 2010 (exhibited in Figure 54) 

 

- QUALITY: interior air and lightening quality; quality of selective sorting; 

environmental quality targets; high environmental quality buildings; quality of 

materials and finished goods 

Frequency: 18 times 

- ENVIRONMENT: inclusion of the environmental aspect; environmental 

department; environmental certifications and reports; protection of the 

environment 

Frequency: 133 times 

- SUSTAINABILITY: sustainable development strategy; sustainable growth 

Frequency: 13 times 

- HERITAGE: heritage and history as a source of creativity 

Frequency: 3 times 

 

Total number of frequencies: 167 times 

 

 

 

 

 
Figure 54. Percentage of mentions of the four words in the LVMH's 2010 environmental report 
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Year 2011 (exhibited in Figure 55) 

 

- QUALITY: quality of products; articles of exceptional quality; environmental 

quality; quality buildings; air quality 

Frequency: 14 times 

- ENVIRONMENT: environmental department and chart; environmental 

protection; environmental issues; environmental labelling 

Frequency: 145 times 

- SUSTAINABILITY: sustainable production; sustainable development; 

sustainable purchasing; sustainable leather; sustainable transportation systems 

Frequency: 32 times 

- HERITAGE: know-how of craftsmen 

Frequency: 3 times  

 

Total number of frequencies:  194 times 

 

 

 

 

 

 
Figure 55. Percentage of mentions of the four words in the LVMH's 2011 environmental report 
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Year 2012 (exhibited in Figure 56) 

 

- QUALITY: high quality retail network; legacy and quality; environmental quality 

facilities; product quality; supplier quality; high quality materials; water quality 

Frequency: 27 times 

- ENVIRONMENT: environmental performances issues and department; 

environmental strategy; reduction of the environmental impact of facilities; 

environmentally friendly materials; environmental labelling; environmental 

aspect of products 

Frequency: 228 times  

- SUSTAINABILITY: natural link between luxury and sustainable development; 

sustainable future; sustainable packaging; sustainable mobility; sustainable 

construction; sustainable energy; sustainable farming; local sustainability; 

sustainable logistics 

Frequency: 62 times 

- HERITAGE: unique heritage of houses; heritage and legacy as key strengths; 

heritage, know-how and innovations; heritage and traditions 

Frequency: 7 times 

Total number of frequencies: 324 times 

 

 
Figure 56. Percentage of mentions of the four words in the LVMH's 2011 environmental report 
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Year 2013 (exhibited in Figure 57) 

 

- QUALIITY: quality of products; quality of the retail network; quality of water; 

environmental quality of buildings; quality of the landscape; quality of materials; 

soil quality; quality of the relation with suppliers; quality criteria for lightening 

Frequency: 27 times 

- ENVIRONMENT: environmentally friendly manufacturing processes; 

environmental, social and societal responsibility; environmental excellence of 

production processes; environmental department and goals; environmental 

training 

Frequency: 186 times 

- SUSTAINABILITY: sustainable commitment; sustainable development; 

sustainable supply chain; sustainability of everyday purchases; sustainable 

farming practices; buildings sustainability; sustainable cotton growing practices; 

sustainable cashmere; sustainability of relationships with suppliers; sustainable 

transportation methods 

Frequency: 61 times 

- HERITAGE: iconic heritage sites; heritage and wealth of resources 

Frequency: 6 times 

Total number of frequencies: 280 times 

 
Figure 57. Percentage of mentions of the four words in the LVMH's 2013 environmental report 
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Year 2014 (exhibited in Figure 58) 

 

- QUALITY: quality of products; quality of execution; high environmental quality 

standards; quality of the soil; quality of suppliers; quality of the lightening system; 

air quality; high quality services 

Frequency: 24 times 

- ENVIRONMENT: environment as a source of creativity and quality of goods; 

environmental challenges; environmental corporate sponsorship; environmental 

department; incorporation of the environment into the supply chain 

Frequency: 230 times 

- SUSTAINABILITY: sustainable development; sustainable construction; 

sustainable environmental measures at the facilities; sustainable consumption; 

design of sustainable products; sustainable supply channel; sustainable lightening 

system; sustainable transportation 

Frequency: 51 times 

- HERITAGE 

Frequency: 1 time  

Total number of frequencies: 373 times 

 

 

 
Figure 58. Percentage of mentions of the four words in the LVMH's 2014 environmental report 
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Year 2015 (exhibited in Figure 59) 

 

- QUALITY: quality of water, air and soil; environmental quality of buildings; 

employees’ quality of life; quality of raw materials and of final products; high 

quality after sales services; high quality lightening 

Frequency: 34 times 

- ENVIRONMENT: environmentally compatible growth; suppliers’ environmental 

responsibility; environmental division and strategy; environmental criteria for the 

adoption of the best raw materials; environmental certifications for raw materials 

Frequency: 264 times 

- SUSTAINABILITY: sustainability of raw materials; sustainability of activities; 

sustainable supply chain; sustainable farming, energy, waste and water; 

sustainable development; sustainable construction policy; sustainable commercial 

practices; sustainable waste management 

Frequency: 64 times 

- HERITAGE: heritage guarantees the beauty of products 

Frequency:  9 times 

Total number of frequencies: 371 times 

 

 

 
Figure 59. Percentage of mentions of the four words in the LVMMH's 2015 environmental report 
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Year 2016 (exhibited in Figure 60) 

 

- QUALITY: air quality; high-quality products; quality of water; environmental 

quality of buildings; high quality after sales service; quality of suppliers; high 

quality lightening system 

Frequency: 33 times 

- ENVIRONMENT: environmental performance of products; environmental 

quality of buildings; environmental creativity; environmental responsibility of 

suppliers; environmentally-friendly farming; environmentally-responsible 

practices 

Frequency: 244 times 

- SUSTAINABILITY: sustainable supply chain; sustainable innovation; 

sustainable construction standards; sustainability of raw materials; sustainably 

managed forests; sustainable purchasing policy; sustainable transportation 

system; sustainable waste and water management 

Frequency: 60 times 

- HERITAGE: heritage as a limit to the environmental impact of the company 

Frequency: 3 times  

Total number of frequencies: 340 

 

 
Figure 60. Percentage of mentions in the LVMH's 2016 environmental report 
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Year 2017 (exhibited in Figure 61) 

 

- QUALITY: quality of raw materials and products; quality of air, water, waste, 

lightening and soil; quality of the supply chain 

Frequency: 21 times 

- ENVIRONMENT: environmental approach; environmentally friendly materials; 

environmentally friendly packaging; environmental responsibility of suppliers 

Frequency: 237 times  

- SUSTAINABILITY: sustainable procurement and suppliers; sustainable 

practices; sustainable development; sustainable sources; sustainable construction 

policy; sustainable waste management 

Frequency: 52 times 

- HERITAGE: aesthetic and heritage values 

Frequency: 3 times  

 

Total number of frequencies: 313 times 

 

 

 

 

 
Figure 61. Percentage of mentions of the four words in the LVMH's 2017 environmental report 
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Year 2018 (exhibited in Figure 62) 

 

- QUALITY: high quality materials and products; quality of sites and architecture 

Frequency: 24 times 

- ENVIRONMENT: environmental footprint and impact; environmental policy; 

environmental goals, department and reports; environmentally friendly materials 

Frequency: 168 times 

- SUSTAINABILITY: sustainability as an integrated model; sustainability 

correlated to long-term economic performance; sustainability and luxury; 

sustainability in sourcing; sustainability opportunities; sustainability issues and 

efforts; sustainable and globalized growth; sustainable supply stream; sustainable 

construction; sustainable transportation systems; sustainable supply chain 

Frequency: 57 times 

- HERITAGE: heritage values  

Frequency: 1 time  

Total number of frequencies: 362 times 

 

 

 

 

 
Figure 62. Percentage of mentions of the four words in the LVMH's 2018 environmental report 
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PART TWO  
The following graphs (Figures 63, 64, 65, 66 and 67) express how the frequency of the 

four terms above discussed evolved from 2008 to 2018. 

 

 
Figure 63. Number of times the word "Quality" is mentioned in the LVMH reports across the years 

 
Figure 64. Number of times the word "Environment" is mentioned in the LVMH reports across the years 
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Figure 65. Number of times the word "Sustainability" is mentioned in the LVMH reports across the years 

 

 

 
Figure 66. Number of times the word "Heritage" is mentioned in the LVMH reports across the years 
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Figure 67. Number of times the four words are mentioned in the LVMH reports across the years 
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PART THREE 
The following table (Figure 68) explains the percentage of the recurrences of the four 

specific terms within the reports. It made sense to compare the number of times a certain 

concept appears with the total number of the words included within the same statement. 

Specifically, an equation was employed in order to accomplish these results:  

N° of recurrences of one of the specific words : N° of total words in the report = x : 100 

 

For each year, it was essential to calculate the exact number of locutions contained within 

each paper.  

These amounts are reported next:  

Year 2008 

Total number of words within the report: 21858 

Year 2009 

Total number of words within the report: 20481 

Year 2010 

Total number of words within the report: 19767 

Year 2011 

Total number of words within the report: 23156 

Year 2012 

Total number of words within the report: 28993 

Year 2013 

Total number of words within the report: 28539 

Year 2014 

Total number of words within the report: 26301 

Year 2015 

Total number of words within the report: 30954 

Year 2016 

Total number of words within the report: 31626 

Year 2017 

Total number of words within the report: 28571 

Year 2018 

Total number of words within the report: 24917 
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For example, if we are supposed to compute the percentage of recurrences of the word 

“Quality” within the 2008 report compared to the other words, the calculation is:  

 

N° of times the word “Quality” appears within the report: 12 

Total amount of words contained in the 2008 report: 21858 

Equation:  

N° of recurrences of one of the specific words : N° of total words in the report = x : 100 

Result:      12 : 21858 = x : 100 

 

 

TERM Q
U

A
LIT Y

 

EN
V

IR
O

N
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EN
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SU
STA

IN
A

B
ILITY

 

H
ER

ITA
G

E  

YEAR 

2008 0,055% 0,5% 0,11% 0,0046% 

2009 0,054% 0,62% 0,112% 0,024% 

2010 0,09% 0,67% 0,066% 0,015% 

2011 0,06% 0,63% 0,14% 0,013% 

2012 0,09% 0,79% 0,21% 0,024% 

2013 0,095% 0,65% 0,21% 0,02% 

2014 0,09% 0,87% 0,2% 0,004% 

2015 0,11% 0,85% 0,21% 0,03% 

2016 0,10% 0,77% 0,19% 0,009% 

2017 0,07% 0,83% 0,19% 0,01% 

2018 0,1% 0,67% 0,23% 0,004% 
 

Figure 68. Percentage of the mentions of each word compared to the total amount of words contained 
within the report for every specific year 

 

 

 

 



178 
 

From these results, it is possible to delineate a graph (Figure 69) which better illustrates 

the main trends that occurred during the years:  

 

 
Figure 69. Percentage of the recurrences of the four words in the different reports across time 
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5.3.2 KERING 
PART ONE  
Year 2008 (exhibited in Figure 70) 

 

- QUALITY: quality and exclusivity; quality of service; product quality; quality as 

a core value; quality of fabrics 

Frequency: 64 times 

- ENVIRONMENT: environmentally responsible products; environmental impact 

of shops and infrastructures; environmental labelling and carbon footprint; 

environmental footprint of daily journeys; environmentally friendly buildings 

Frequency: 129 times 

- SUSTAINABILITY: sustainable development; sustainable products and raw 

materials; sustainable construction of buildings; sustainable transportation  

Frequency: 27 times 

- HERITAGE: heritage and timeless iconic products 

Frequency:  4 times 

Total number of frequencies: 224 times 

 

 

 

 
Figure 70. Percentage of mentions in the Kering's 2008 activity report 
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Year 2009 (exhibited in Figure 71) 

 

- QUALITY: quality and exclusivity; quality and style; quality of service; product 

quality; quality of raw materials; environmental quality 

Frequency: 61 times 

- ENVIRONMENT: environmental awareness; environmentally friendly items; 

environmental labelling; environmental conscious collection; environmental 

impact of buildings and stores; environmentally friendly recycled plastic; 

environmental impact of water waste 

Frequency: 145 times 

- SUSTAINABILITY: sustainable business performance; sustainable 

development; sustainable products; sustainable construction and management of 

buildings; sustainable sourcing 

Frequency: 56 times 

- HERITAGE: craftmanship and heritage; luxury heritage and fashion influence 

Frequency: 7 times 

Total number of frequencies: 269 times 

 

 

 

 
Figure 71. Percentage of mentions in the Kering's 2009 activity report 
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Year 2010 (exhibited in Figure 72) 

 

- QUALITY: quality and exclusivity; technical quality and style; quality of service; 

product quality; quality of social dialogue; quality of life at work; quality of 

partnerships 

Frequency: 52 times  

- ENVIRONEMENT: environmental labelling; environmental performances of 

products; environmentally friendly recycled paper; environmental impact of 

buildings; environmentally friendly packaging; environmental impact of non-

industrial water consumption; environmental impact of tanning products; 

environmentally friendly raw materials 

Frequency: 137 times 

- SUSTAINABILITY: sustainable growth and development; sustainable products 

and logistics; sustainable factories; sustainable packaging; sustainable materials 

Frequency: 84 times 

- HERITAGE: distinctive heritage and special expertise; authentic heritage and 

fashion authority  

Frequency: 8 times  

Total number of frequencies: 281 times 

 

 
Figure 72. Percentage of mentions in the Kering's 2010 activity report 
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Year 2011 (exhibited in Figure 73) 

 

- QUALITY: quality inherent in the luxury sector; outstanding quality and superior 

craftmanship; quality of materials; service quality; quality of life at work; quality 

of relationships 

Frequency: 45 times 

- ENVIRONMENT: environmental footprint; environmentally friendly products; 

environmental impact of supply chain activities; EP&L; environmental footprint 

of business travels; environmental impact of water consumption; environmental 

impact of suppliers; environmental labelling 

Frequency: 113 times  

- SUSTAINABILITY: sustainable value; sustainable ways of consumption; 

sustainability products and logistics; sustainable growth; sustainable social 

relationships; sustainable use of resources; sustainable raw materials 

Frequency: 86 times 

- HERITAGE: heritage and legitimacy 

Frequency: 12 times  

Total number of frequencies: 256 times 

 

 

 
Figure 73. Percentage of mentions in the Kering's 2011 activity report 
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Year 2012 (exhibited in Figure 74) 

 

- QUALITY: quality as a quintessence of brands; quality associated with creativity 

and craftmanship; quality materials; items of good quality; quality of design and 

of raw materials; quality of working life; quality of social dialogue; quality of 

buildings; quality of relationships 

Frequency: 41 times  

- ENVIRONMENT: EP&L; environmentally friendly processes; environmental 

footprint of the supply chain; environmental impact of the entire group’s water 

consumption model; environmental impact of raw materials and finished goods; 

environmentally sensitive dyeing and finishing techniques 

Frequency: 118 times  

- SUSTAINABILITY: sustainability inherent in quality; sustainability as the focus 

of the strategy; sustainability as a long-term commitment 

Frequency: 119 times 

- HERITAGE: heritage associated with exclusivity and craftmanship 

Frequency: 12 times  

Total number of frequencies: 290 times 

 

 

 
Figure 74. Percentage of mentions in the Kering's 2012 activity report 
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Year 2013 (exhibited in Figure 75) 

 

- QUALITY: quality and long-lasting materials; quality of services; product quality 

to create value; quality relationships; quality of human resources; quality of 

practices and procedures; quality of distributors network 

Frequency: 43 times 

- ENVIRONMENT: reduction of the impact on the environment of leather tanning 

procedures; environmental impact in the sourcing phase; environmental impact 

across the entire value chain; EP&L; environmentally friendly plastics; 

environmental impact of water consumption 

Frequency: 154 times 

- SUSTAINABILITY: sustainability inherent in quality; sustainability as a 

competitive advantage; innovation and sustainability; business ethics and code of 

conduct; sustainability networks; sustainability based on economic growth 

Frequency: 133 times 

- HERITAGE: heritage and traditions vs vibrancy for new generations; cultural 

heritage 

Frequency: 8 times 

Total number of frequencies: 338 times 

 

 
Figure 75. Percentage of mentions in the Kering's 2013 activity report 
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Year 2014 (exhibited in Figure 76) 

 

- QUALITY: quality inherent in sustainability and essential for brands; quality 

materials and products; never compromising on quality; quality of working life; 

quality of channel of distribution 

Frequency: 50 times 

- ENVIRONMENT: environmental footprint of the entire supply chain; 

environmental footprint of raw materials; environmental impacts of water 

management and packaging 

Frequency: 157 times 

- SUSTAINABILITY: sustainability as competitive advantage; sustainability 

inherent in quality; sustainability is consistent and well-integrated; sustainability 

will play an even more crucial role in the future of fashion; sustainability criteria 

in the design of stores 

Frequency: 139 times  

- HERITAGE: heritage of superior craftsmanship 

Frequency: 7 times  

Total number of frequencies: 353 times 

 

 

 
Figure 76. Percentage of mentions in the Kering's 2014 activity report 
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Year 2015 (exhibited in Figure 77) 

 

- QUALITY: quality of distributors; quality of details; quality of products; quality 

and design of materials; quality of working life 

Frequency: 53 times 

- ENVIRONMENT: impact of resources on the environment; environmental 

impact of the supply chain; environmentally friendly practices; environmental 

impact of operations; environmental efficiency of processes and of production; 

environmentally friendly management of stores 

Frequency: 190 times  

- SUSTAINABILITY: innovation, quality and sustainability as intrinsic concepts; 

sustainability fully integrated into the business; sustainability network; 

sustainability of textiles; awareness of sustainability among consumers 

Frequency: 151 times 

- HERITAGE: strong heritage and credibility; heritage and legacy; cultural heritage 

Frequency: 11 times 

Total number of frequencies: 405 times 

 

 

 

 
Figure 77. Percentage of mentions in the Kering's 2015 activity report 
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Year 2016 (exhibited in Figure 78) 

 

- QUALITY: quality of distributors and channels; quality and craftmanship of 

products; high quality materials and fibres; quality of working life 

Frequency: 70 times 

- ENVIRONMENT: environmental impact of product design; environmental 

impact of raw materials; environmentally friendly practices; environmental 

performance of facilities and stores; environmental criteria to select vehicles and 

suppliers; environmentally friendly packaging 

Frequency: 210 times 

- SUSTAINABILITY: sustainability as a business and leadership opportunity; 

sustainability to create value; sustainability at the core of the business; 

sustainability themed events; sustainability of raw materials; sustainability of 

operations; sustainability based on economic growth 

Frequency: 168 times 

- HERITAGE: heritage with a focus on leather goods; heritage, craftmanship and 

watchmaking culture 

Frequency: 10 times  

Total number of frequencies: 458 times 

 

 
Figure 78. Percentage of mentions in the Kering's 2016 activity report 
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Year 2017 (exhibited in Figure 79) 

 

- QUALITY: unique quality of products; high quality materials; quality of instore 

experience; high quality customer service; quality of working life; quality of 

production 

Frequency: 84 times 

- ENVIRONMENT: environmental impact of operations; environmental impact of 

chemicals; environmental impact of products; environmental performance of 

facilities and stores; environmental impact of materials; environmental efficiency 

of production and processes; environmentally friendly vehicles 

Frequency: 208 times  

- SUSTAINABILITY: creativity, sustainability and economic opportunity; 

sustainability as a source of competitive advantage; sustainability network and 

monitoring; improving sustainability in the business 

Frequency:  154 times 

- HERITAGE: heritage as a synonymous of luxury and know how; preservation of 

heritage and exploration of new businesses 

Frequency: 12 times  

Total number of frequencies: 458 times 

 

 
Figure 79. Percentage of mentions in the Kering's 2017 activity report 
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Year 2018 (exhibited in Figure 80) 

 

- QUALITY: quality of products, materials and customer experience; production 

quality; quality of distributors; quality of working life 

Frequency: 84 times  

- ENVIRONMENT: environmental impact of operations; environmental impact of 

future collections; environmental store efficiency; environmental impact of water 

and chemicals consumption 

Frequency: 224 times 

- SUSTAINABILITY: sustainability and long-term economic performance; 

sustainability of products 

Frequency: 203 times 

- HERITAGE: preservation of heritage crafts and openness to new ideas; cultural 

heritage; heritage buildings 

Frequency: 9 times   

 

Total number of frequencies: 520 times 

 

 

 

 
Figure 80. Percentage of mentions in the Kering's 2018 activity report 
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PART TWO  
The following graphs (Figures 81, 82, 83, 84 and 85) express how the frequency of the 

four terms above discussed evolved from 2008 to 2018.    

 

 
Figure 81. Number of times the word "Quality" is mentioned in the Kering reports across the years 

 
Figure 82. Number of times the word "Environment" is mentioned in the Kering reports across the years 
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Figure 83. Number of times the word "Sustainability" is mentioned in the Kering reports across the years 

 

 

 

 
Figure 84. Number of times the word "Heritage" is mentioned in the Kering reports across the years 
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Figure 85. Number of times the four words are mentioned in the Kering reports across the years 
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PART THREE  
The following table (Figure 86) explains the percentage of the recurrences of the four 

specific terms within the reports. It made sense to compare the number of times a certain 

concept appears with the total number of the words included within the same statement. 

Specifically, an equation was employed in order to accomplish these results:  

N° of recurrences of one of the specific words : N° of total words in the report = x : 100 

 

For each year, it was essential to calculate the exact number of locutions that was 

contained within each paper.  

These amounts are reported next:  

Year 2008 

Total number of words within the report: 167046 

Year 2009  

Total number of words within the report: 172579 

Year 2010  

Total number of words within the report: 171681 

Year 2011 

Total number of words within the report: 140911 

Year 2012 

Total number of words within the report: 149855 

Year 2013 

Total number of words within the report: 164748 

Year 2014 

Total number of words within the report: 168260 

Year 2015 

Total number of words within the report: 169938 

Year 2016 

Total number of words within the report: 185812 

Year 2017 

Total number of words within the report: 194787 

Year 2018 

Total number of words within the report: 245601 
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For example, if we are supposed to compute the percentage of recurrence of the word 

“Quality” within the 2008 report compared to the other words, the calculation is:  

 

N° of times the word “Quality” appears within the report: 64 

Total amount of words contained in the 2008 report: 167046 

Equation:  

N° of recurrences of one of the specific words : N° of total words in the report = x : 100 

Result:      64 : 167046 = x : 100 

 

 
 

TERM Q
U

A
LIT Y

 

EN
V

IR
O

N
M

EN
T 

SU
STA

IN
A

B
ILITY

 

H
ER

ITA
G

E  YEAR 

2008 0,038% 0,077% 0,016% 0,002% 

2009 0,035% 0,084% 0,032% 0,004% 

2010 0,030% 0,079% 0,049% 0,005% 

2011 0,032% 0,080% 0,061% 0,008% 

2012 0,027% 0,079% 0,079% 0,008% 

2013 0,026% 0,093% 0,081% 0,005% 

2014 0,030% 0,093% 0,083% 0,004% 

2015 0,031% 0,112% 0,089% 0,006% 

2016 0,038% 0,113% 0,090% 0,005% 

2017 0,043% 0,107% 0,079% 0,006% 

2018 0,034% 0,091% 0,083% 0,004% 
 

Figure 86. Percentage of the mentions of each word compared to the total amount of words contained 
within the report for every specific year 
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From these results, it is possible to delineate a graph (Figure 87) which better illustrates 

the main trends that occurred during the years:  

 

 
 

Figure 87. Percentage of the recurrences of the four words in the different reports across time 
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In order to accomplish these targets a Sustainability Committee within the Board of 

Directors was created, which included an person from each one of the Maisons of the 

group in order to smooth the process.          

At the same time, it is possible to observe a decrement of the percentage of the mentions 

of both the terms Sustainability and Environment during the year 2016. 

In fact, during that period a closing statement on the Group’s 2012-2016 sustainability 

objectives was released but the new approach for the next ten years was only pre-arranged 

without the execution of effective and concrete actions.  

This may be the reason why it is possible to perceive a gradual decline in the graph from 

that point.  

 

 

From this analysis, it is possible to perceive that Kering and LVMH follow the same rules 

and standards for what concerns the sustainability aspects of their strategies. Major 

similarities can be noticed within the two groups’ actions and plans. For example, they 

both aim at reducing the emissions created by their factories and stores, at lowering the 

total amount and improving the features of raw materials needed during the production 

phase and either care about the importance which is given to women and disable workers 

within the company. Consequently, it is possible to conclude that both the groups 

contemplate environmental and social sustainability’s insights pretty much in the same 

way.  

For LVMH, the idea of quality is usually associated with the type of fabrics employed 

which guarantee the final client that the item he or she is going to buy is the best 

alternative in the market.  

For Kering the concept of quality is connected with the exploited materials, but also with 

the sort of service which is assured to the final user.  

LVMH considers the environment as the core of its sustainable strategy, something which 

does not have to be harmed and that, on the contrary, must be preserved. Therefore, 

innovations in this sense must allow the business to keep on creating magnificent products 

while at the same time take into consideration also the impact that this production process 

has on the circumstantial surroundings. A specific department was established and 
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periodical reports are released to monitor the situation. Same can be said for the Kering 

group which identifies the idea of environment with its crafted products, with the 

repercussions that its actions have on the Planet and with the structures where the whole 

process takes place.  

Both the groups stress the idea of sustainable development; in order to grow and maintain 

their presence in the market, LVMH and Kering understood that something within their 

traditional strategies needed to be changed. In particular, this regards the sustainability 

attributes of their approaches which must be more careful about sourcing durable and 

extremely high-quality raw materials, about the conditions and rights of their employees, 

about the type of processes which take place within their factories and their distribution 

network.  

Moreover, both the brands do not consider their traditional heritage as a source of 

competitive advantage in the field of sustainability, which is testified by the pretty low 

number of times this word occurs in the reports of the companies compared to the usage 

of the other expressions.  

To sum up, after an accurate study of the statements distributed by LVMH and Kering it 

is possible to deduce that there are more similarities than differences in their plans. They 

both aim at achieving the same goal with similar methods such as the EP&L model 

(Kering) or the Life in Store Award and various Certifications (LVMH). The importance 

of our Planet’s conditions and the state of our economy are factors that cannot be 

underestimated by the groups, which have to reform their business models if they want 

to keep on being market leaders. Unfortunately, their approaches have always been based 

on the idea of exclusivity and excellence which they created around products and now it 

is difficult to modify the perception that people have within their minds about these 

brands. Procedures will have to be enhanced in a more sustainable way and a better 

communication strategy will have to be devised in order to reshape customers’ opinions.  
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5.4 BUSINESS MODEL CANVAS  
 

This section of the thesis illustrates how a business model canvas is structured. Then, this 

template is applied to the LVMH and Kering cases. Later on the paragraph, the same 

pattern is employed in a very basic way to a potential sample of a luxury sustainable 

company.  

A business model canvas should put emphasis onto nine aspects:  

1) Key Partners: this section includes a general overview of crucial suppliers and on 

their resources and basic functions 

2) Key Activities: this part describes the most important efforts a business has to 

perform in order to deliver the best value proposition  

3) Key Resources: this branch is focused on the most valuable tools employed by the 

company to create its products or services. These can be of four types: physical, 

intellectual, human or financial 

4) Value Proposition: this sector illustrates what the firm is offering to the market. 

Moreover, the needs that an item can satisfy must be disclosed 

5) Customer Relationship: cares about the kind of ties the business wants to set up 

with its clients 

6) Channels: this category clarifies the possible solutions through which customers 

can be contacted and their different combinations and integration 

7) Customer Segment: this section centers on the description of the ideal type of 

client to whom the value proposition is offered 

8) Cost Structure: it can be of two types, Cost Driven (when the price is low but the 

quality of the items is not the best alternative present in the market) or Value 

Driven (which concentrates on delivering excellence at a higher expenses) 

9) Revenue Stream: basically, how earnings are obtained 

 

 

At this point, thanks to all the information and data which have been previously collected 

and gathered, it is possible to draw a basic business model canvas valid for both the 

LVMH and the Kering Corporates (Figure 88). Since, as we have seen before, these two 

are the key players and rivals within their industry, they are supposed to be wanting to 

reach the same final goal: the one of sustainability in the luxury sector. They apply 
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different methods and tools but the major areas, which they are focusing on, are pretty 

much the same. From this logic, it is quite obvious to describe a plan which is suitable 

for both of them.  
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Figure 88. Hypothetical Business Model Canvas Applicable to the LVMH's and Kering's Cases 
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The above figure represents a hypothetical and pretty simple business model canvas 

created for the LVMH and Kering groups. 

The same nine areas are analyzed: 

 

1) Key Partners: 

- Suppliers: providers of raw materials are one of the most strategic assets for 

these types of corporations. They have to produce high quality items and they 

have to do this in the most sustainable way. Not all the suppliers which are 

currently employed possess specific certifications, but one of the major goals 

for both the companies relies on achieving the sustainability of the entire 

supply chain in a short period of time  

- Celebrities: famous people are asked to advertise the products sold by the 

brands of the group. They act as testimonials who appear on commercials and 

they are requested to give a positive feedback during interviews about these 

items and the label in general 

- Manufacturers: they are extremely important key partners, since the entire 

strategy of both Kering and LVMH focuses on heritage and high-quality hand-

crafted products. They have to be incredibly skilled and possess such a 

knowledge that allows them to focus on details in order to deliver the best 

high-quality items 

- Retailers and Distribution Network: shops or department stores which sell the 

groups’ products have to be consistent with the image and the strategy of these 

corporations. These places must be locations where the right target is used to 

shop. They have to create the right allure around items and they have to be 

able to create a sort of storytelling about the brands in order to persuade clients 

to purchase something. This is the reason why the choice of the right reseller 

is key, because they have to boost and they have to be integrated with the 

strategy of the company 

- NGOs: both Kering and LVMH during the years have established important 

bounds and partnerships with organizations whose aim is the improvement of 

the society. As for retailers, the selected NGOs have to be consistent with the 
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general plan and strategy in order to be considered as reliable choices by the 

final customers  

- Fashion Industry: the general sector is another key partner which cannot be 

underestimated. This branch has the power to influence the audience both in 

a positive and in a negative way. Kering and LVMH must create strong ties 

with influent fashion people if they want to remain key players and leaders in 

the market 

 

2) Key Activities: 

- Production: this phase is the most important one for both the companies since 

the products created must deliver excellence 

- Quality control: the strategy of the groups highlights the exceptional traits that 

their value proposition offers. Therefore, it is necessary to establish periodical 

controls in order to certify their superiority 

- Customer Service: the companies want to be present in every aspect of their 

clients’ lives. They act as problem solvers and they have to explain details and 

information about a specific product or service. This is why the customer 

service function is vital. Thanks to this role, stronger bonds are created with 

the final user who is more inclined to stay loyal to that specific brand which 

cares about him  

- R&D: another source of power for both the groups is their ability to constantly 

innovate their products and services. The R&D team is supposed to investigate 

what the market likes and what it is willing to buy and verify the feasibility of 

the manufacture 

- Supply: the provision of raw materials is crucial in order to deliver the highest-

quality products. Unfortunately, the entire supply chains are currently not 

completely sustainable, but the groups are working towards the achievement 

of this goal  

- Marketing: the communication of the value proposition to the final customer 

is extremely important, especially for luxury brands. The offering must be 
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presented as unique and first-class, something that it is exclusive and restricted 

to a very limites number of people 

- Sustainability Team: as the previous chapters detail, Kering and LVMH are 

committing themselves towards the goal of sustainability. Both of them 

established a team who focuses on this matter and whose job is to harmonize 

different departments and brands  

- Partnerships: collaborations and cooperation are crucial for luxury brands. In 

particular, the most influential ones are established with celebrities and 

retailers which are visually representing the brands to the market. The most 

significant partnerships are the ones created with affiliates consistent with the 

group’s strategy  

- Annual Reports: within their websites, Kering and LVMH provide significant 

information about their conduct. These data are explained within reports 

which are shared with the community in order to let people know the efforts 

and the achievements of the corporates’ during a specific year  

 

3) Key Resources: 

- Brand Portfolio and Image: it is quite impossible to find a person in Europe 

who does not know which brands belong to the Kering’s and LVMH’s groups. 

The strength of their strategy is based on the fact that the idea which 

consumers have in their minds about them is the one of luxury, uniqueness 

and exclusivity  

- Know-how and Heritage: the plans devised by both the companies are based 

on family history and legacy. The savoir faire which has been handed down 

from generation to generation is still one of the most appreciated features   

- Licensees: logos and designs are subject to trade mark policies which grant 

that other brands cannot exploit or replicate them. This is considered a major 

key resource for the groups since the exact duplication of their products is 

considered illegal  

- Quality Raw Materials and Skilled Employees: high quality fabrics and 

experienced workers are the keys to success for brands such as LVMH and 
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Kering. Thanks to these resources, in fact, the products created are assured to 

be excellent  

- Factories’ Equipment: physical assets which the companies already own are a 

resource because these allow them to assemble and construct items in the most 

effective and efficient way 

- Influential Investors: many shareholders of the groups are powerful business 

men and women who decide to invest a lot of money in the brands because 

they believe in their vision and they want to get revenues from them. The more 

funds are spent, the more departments such as R&D, manufacture or 

sustainability can be financed to produce better overall results   

- Network: both LVMH and Kering are top players in the luxury sector. It is 

obvious, that during the years they were able to establish a community around 

them which comprises celebrities, designers, editorial writers, people 

belonging to the fashion system and so on. Nowadays these people are a 

powerful resource because they are able to boost brand’s image and awareness  

 

4) Value Proposition: 

- High Quality, Luxury and Status Symbol, Classical and Handcrafted Products: 

items created by these labels have always been considered by the final user as 

something unique and available to a really small segment of people who is 

able to afford them. This value proposition is still offered to consumers who 

are expected to buy not only superior quality goods but also the status symbol 

a brand like these can confer  

- Personalization: for some types of articles the service of customization is 

available. Many people choose to inscribe the initials of their names on objects 

such as purses or watches to give extra uniqueness to their belongings   

- In-store/ Online Experience: customers must be at the center of the attention 

of the entire brand whenever they enter a physical or virtual store. Everyone 

has to be focused on satisfying his or her needs and desires. The client must 



205 
 

feel unique, special and each one of his requests must be fulfilled. This vision 

is valid for both offline (in-store) and online (through the website) experiences  

 

5) Customer Relationship: 

- Long Lasting: clients are expected to continue on purchasing items from the 

same brand. In fact, their value proposition should be so suited and fitting to 

the target market that people do not have to consider other options  

- Loyal: the bound created between the companies and the final user should be 

so intense and solid that consumers do not want to make more research of 

other competitors or providers of the same type of product within the market. 

They are assumed to be faithful  

- Problem Solving: as previously said, one of the major characteristics of these 

labels is the fact that they can satisfy the needs of the target in every occasion. 

They have to be reachable in every contest and in every moment they are asked 

for advice  

- Exclusive and Unique: the final user has to feel special for the brand, which 

has to offer him personalized experiences and products based on his 

preferences and desires 

 

6) Channels: 

- Digital/Social Platforms and Newsletter: after the advent of Internet, many 

communities were established where people could share their opinions with 

their peers. Brands need to be present on these platforms to reply to specific 

questions and doubts. The relationship created, unlike for the case of 

traditional media, becomes one-to-one and individual   

- Physical Retails and Retailers: where items are sold and distributed is a matter 

of crucial importance for the brands. In fact, they give the first impression of 

how products are manufactured and taken care of. These places must be 

consistent with the overall strategy  

- Website: after the emergence of Internet, basically every type of firm started 

to sell its goods through this platform. E-commerce has become one of the 

most employed ways to purchase a product  
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- Traditional Ads: television’s and magazines’ advertisements are a strategic 

tool used by LVMH and Kering to boost their brand awareness and image. 

Naturally, the right target has to be reached with the right type of publication 

and channel  

- Events: the organization of parties and social celebrations is the perfect 

occasion to get influent fashion people together. As for traditional ads, this 

type of marketing tool improves the image of how individuals conceive the 

brands and increases their recognition  

- Fashion Shows: these kinds of happenings are created to present new 

collections to a selected entourage. Not only products are exhibited but, as for 

other cases, the reputation of the brands is promoted 

 

7)  Customer Segment:  

- High Profile, High Income: people who can afford to buy the items 

manufactured by the LVMH and the Kering groups, are normally well-

educated individuals whose job generates well-balanced earnings. They 

possess high standards and tastes and want to be considered as the elite by 

other people  

- Elegant, Sophisticated, Classic: the style of the desired customer segment is 

simple and classy, chic and luxurious. They only purchase well assembled 

products which are seen as status symbol  

- Metropolitan Areas: usually, people who buy these items live in big cities 

where retailers can display their offerings  

- Age 25-70: the target segment includes younger and older people, whose 

common quality is their education and position occupied within the entire 

society  

- Loyal, Resistant to Change: in general, final users are so satisfied and 

impressed by the products offered by the brands that they remain faithful and 
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devoted to them. They do not want to vary their consumption habits and keep 

on relying on the same value propositions 

- Celebrities: one of the categories included within the target segment is the one 

of the celebrities who are expected to buy an item because they like it and 

show it every time they decide to wear it. This is a sort of “free” 

advertisement which benefits the selected brand and captures the attention of 

many people  

 

8) Cost Structure: 

- Value Driven and Premium Value: LVMH and Kering are focused on 

providing the best products to their clients. They do not care about the costs 

and the expenses generated during the various creation phases because they 

know their buyers are willing to pay a premium price for what they are 

purchasing. These items are more expensive than the ones provided by other 

brands, but consumers know that what they are actually buying is the best 

alternative in the market 

- Raw Materials: a source of cost for the companies is the supply of raw fabrics 

which are used to manufacture final goods. Sometimes, these are extremely 

expensive and charges have to be recovered through a rise in the final price   

- Salaries: operating expenses are another cause of expenditure for LVMH and 

Kering, which have to pay an adequate amount of money to their 

manufacturers and designers 

- Logistics: these represent the sums dedicated to the transportation of materials 

and final goods from one place to another and their deposit inside specific 

warehouses  

- Marketing and Communication: Pr, Advertisements, Social Media and 

Presentations are the tools which allow the companies to be recognized by 

the people who belong to the target market. Therefore, it is essential for the 

groups to designate a reasonable amount of money to this area  

- Taxes: every Country in the world requires companies which operate within 

their territory to pay a pre-established amount of money. A part of the total 

budget of the groups is precisely dedicated to this scope 
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- IT: Internet, Social Media, E-commerce and other technological tools require 

constant assistance. A specified amount of money is aimed at containing these 

expenses  

- R&D: continuous research and development is one of the key advantages that 

LVMH and Kering possess over their competitors. People need to be 

motivated with adequate rewards in order to be kept them satisfied and pleased  

 

9) Revenue Structure:  

- Sales: the highest profits for LVMH and Kering come from the selling of 

finished products  

- Licensing: trademarks and patents guarantee that other companies cannot 

exploit the logos and the patterns of the brands belonging to the groups. 

Therefore, whenever they decide to collaborate with other institutions, 

they request a fee which must be paid in order to take advantage of these tools  

- Fundraising: whenever an event or a specific campaign is devised, the biggest 

part of the collected sum goes to specific NGOs or other associations. A 

smaller part, though, is allocated to the profits of the organizing company  
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The second model which is presented beneath (Figure 89), illustrates the case of a 

hypothetical luxury sustainable company which operates worldwide.  

The same sections are covered within its business model canvas.  

 

1) Key Partners 

- Suppliers: the entire value chain of this type of business has to be sustainable. 

It means that selected distributors must possess specific certifications that 

guarantee their efforts towards the achievement of a more sustainable 

environment 

- Celebrities: sometimes, famous people are paid just to show a specific product 

which was previously gifted. This action boosts brand awareness and image 

and people become more interested in finding information about these items 

and are more inclined to purchase them 

- Retailers: for this type of company it is important to sell its goods in a space 

which is consistent with its own strategy. Therefore, sustainable items cannot 

be showed within big department stores whose main goal is to produce more 

profits without taking care of the environment or other individuals   

- IT Providers: as for today, the most important tools a brand like this can use 

are Internet and Social Media. The people who make this possible are 

extremely important partners in order for the company to accomplish its scope  

- Event Partners, NGOs and Sustainable Organizations: different associations 

are supported by the company which focuses on bettering the conditions of 

the society as a whole. These types of affiliates must be, once more, really 

coherent and consistent with the overall strategy in order to produce some sort 

of result  

 

2) Key Activities 

- Production: the creation of sustainable goods is one of the most important 

phases for the company. During this activity, specific requirements and rules 
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must be applied in order to deliver the best quality but also the most 

ecofriendly type of product  

- Engagement with Celebrities/Networking: famous and influential people have 

to be contacted to see whether they desire to establish a partnership with the 

brand. Once they agree to work with the company, this kind of relationship 

must be developed and stimulated over the years  

- Selling of Final Goods: as for the manufacturing stage, the retailing of finished 

products is crucial for a sustainable luxury brand. Its items must be sold within 

specific stores created to show the final user how an item was created and 

what certifications the brand requires from its partners  

- Partnerships with Retailers: the relationship established with resellers is vital. 

They must be coherent with the allure of the company and must be able to 

provide information about the brand itself 

- Customer Service: the final user must feel unique and special. Therefore, the 

company should be available to be contacted whenever the client needs more 

information or wants to complain about something 

- Marketing and R&D: for a sustainable luxury group it is essential to 

continuously improve the quality of its existing products, while at the same 

time searching for something which has not been created yet  

 

3) Key Resources:  

- Website: this platform shares information about the brand and its value 

proposition 

- Licensees: patents and legal protections are an extremely valuable resource 

for an innovative brand like this. In fact, thanks to these tools, materials, 

shapes and new technologies cannot be exploited by other competitors within 

the market  

- Endorsement by Celebrities: famous people who voluntarily decide to wear a 

specific piece of clothing are a source of free advertising for the brand. The 

more these individuals like and show such items to the word, the more the 
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brand awareness and image of the company are stimulated among their 

followers  

- Brand Image: how consumers perceive the brand is fundamental for the 

success of the company. The more this judgement is positive, the higher the 

power owned by the group  

- Know-how: skills and expertise can be the competitive advantage that this 

label possesses over its competitors. The most important thing is to know how 

to exploit it 

- Uniqueness: such a value proposition is really difficult to find in the market. 

People who can afford to buy these items demand the highest-quality, in-

fashion and sustainable type of product  

- Community of Buyers: if this offer is appreciated from the target sector, more 

and more people are going to be interested on specific matters which involve 

the company. Thanks to new technologies such as Social Media, individuals 

are able to discuss and share opinions in an even faster way  

 

4) Value Proposition: 

- Products from Sustainable Sources: the value proposition offered by the brand 

relies on items which are created from sustainable resources. In particular, 

these types of goods employ recycled materials or alternative fabrics produced 

without harming the environment or the people involved in the process. This 

procedure is executed in the most ecofriendly way possible, since the 

company wants to reduce its emissions both during the creation and the 

distribution phases  

- Information and Knowledge through the Website: the brand is supposed to 

have previously established a blog which captures the attention of the target 

segment. Within this virtual space, information are disclosed and shared with 

the community of people who are interested about these matters  

- Leasing of Products: the company wants to be more innovative compared to 

its competitors. Therefore, it could decide to create a leasing service which 

guarantees the rental of some specific products to its clients. This is a 

sustainable alternative to over production because, once a product has been 
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manufactured, it can be used by different people during different occasions at 

a lower price. This is a win-win situation for both customers and the 

environment  

- Repairing of Damaged Goods: as for the leasing service, being able to fix an 

injured item is a much more effective and efficient solution compared to 

throwing it away. The brand has to be able to provide this service, so 

purchasers are much more encouraged to stay loyal to the label  

- Co-design: nowadays, people want to participate in the design procedures. 

They want to be part of the process, being involved and experience new 

situations. A sustainable luxury brand has to be capable of conceive a 

particular piece of clothing based on the desires and needs of the final user. 

People and designer have to work together in order to create the most suited 

and personalized item, which is satisfying everyone’s needs  

- Returning Service: whenever an article has been used for a long period of time 

or its owner wants to dispose of it because he or she does not like it anymore, 

the company allows its clients to give it back. As a reward for donating the 

product back, customers receive a discount that can be used for buying 

something else. According to the condition of the returned items, these can be 

resold in vintage markets or their fabrics can be recycled in order to create 

something else  

- Quality of Durable Products: all the goods offered by the company are 

produced by using top quality raw materials. This means that they should last 

for a long period of time. These items are more expensive than other 

alternatives present in the market, but, once they are bought, they do really 

last for a lifetime 

- In Store Experience: the intent of the brand is not only generating revenues by 

selling its products, but also getting customers informed about the current state 

of the fashion system. Therefore, within physical stores, customers have to 

discover something new: from how an item was conceived and manufactured 

to what the impact of the brand into the society and the environment is  
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- Online Experience: as for the in store, the online experience is a key source of 

power for the company. Information are published and distributed in order to 

change the mindset of the target towards a more sustainable conduct 

 

5) Customer Relationships: 

- Long Lasting: clients are supposed to be so satisfied that they are not even 

willing to look for other brands which offer the same value proposition  

- Transparent, Loyal and Mindful: because the brand distributes as many 

information as possible about its practices, people should feel confident of not 

being fooled. This commitment comes from both the label and the customers 

who are confident and satisfied with the relationship created  

- Experiential and Cooperative: the company wants its clients to be involved 

during every step of the creation process. The more the people feel included, 

the more they are keen on staying loyal and true to the brand 

- Sharing: both the business and its clients share information with each other. 

The first one should release periodical papers which describe its achievements 

in terms of sustainability, revenues and general conduct and plans. The second 

ones let the counterpart know what their preferences are and how they feel 

about specific products or processes 

- Educational: the entire knowledge, which is distributed to the community by 

the brand, has an informative and instructive intent. The more people learn 

about sustainable practices, the more they can change their behaviors towards 

more conscious ones  

- Always On: the brand must be able to respond to questions and satisfy the 

needs of its clients. Customers have to feel that the label is present during 

every step of their lifetime and that they can constantly count on it  

 

6) Channels:  

- Social Media/Apps: the most strategic and immediate way to share 

information, direct brand image and respond to customers’ questions is 

through the exploitation of online platforms which allow the brand to establish 

a one-to-one mean of communication with each one of its clients  
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- Newsletters: this tool allows the dissemination of information throughout the 

community of people who are interested about sustainability matters and want 

to receive these sorts of details. Once someone has subscribed to the service, 

he or she collects strategic data which were previously consolidated by the 

company   

- Word of Mouth: most of the people learn about the existence of the brand 

thanks to their peers and friends who share the knowledge they have 

previously acquired. Word of mouth is an extremely powerful tool for the 

company to make sure the client segment finds out about its presence in the 

market   

- Celebrity Endorsement: the more famous people are seen around wearing 

goods from the company, the more their followers will be willing to purchase 

the same item just to look like them. Celebrity endorsements are a source of 

free advertising which allows the brand to be recognized worldwide in the 

fastest possible way  

- Retailers/Own Stores: department stores and owned shops are the most 

common places where people are inclined to buy their belongings. This means 

that these locations have to provide something unique and different from the 

value proposition that competitors are offering. Currently, people appreciate 

much more an experiential space, where they can actually learn something or 

prove their knowledge, rather than an area where the final acquirement of an 

item is the only purpose of the firm  

- Events: the organization of specific occasions is a crucial way for boosting 

brand image and awareness. By gathering together people who belong to the 

fashion industry, a huge eco from the media is created. Moreover, these parties 

give the opportunity to the company to showcase new products which have 

been developed during the last period   

- Call Center: since the brand must be vigilant and quick to respond to 

customers’ problems and questions, a call center system has to be established. 

This tool allows people to contact the company every time they desire  
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7) Customer Segments: 

- Niche: only a restricted amount of people may actually be able to afford this 

type of luxury and sustainable products at a higher price compared to the 

alternatives present in the market. This section, though, requires extremely 

sophisticated products which the company is competent to provide 

- High Income Level: in order to purchase these pieces of clothes, people have 

to spend a lot of money. This is why the target client belongs to the category 

of people who do have a high salary base  

- Concerned about Sustainability: if the target consumer does not care about the 

impact that the fashion system has onto the environment and the society as a 

whole, he or she will not be that inclined to buy these products which focus 

on sustainability 

- Models, Celebrities, Bloggers: the more famous people show these products 

around, the more brand awareness and image will be stimulated  

- Metropolitan Areas, Global Segments: people belonging to the customer 

segment generally live in big cities where news and information circulate 

faster and where different alternatives of the same item are available  

- Young People, Millennials, Generation Z: as previously stated, teenagers are 

more concerned about the conditions of our Planet compared to older 

generations. They are more willing to buy alternative products which deliver 

the same benefits as the ones provided by competitors, but which, at the same 

time, give importance to their ecological repercussions  

- Part of the Change: people belonging to the ideal target want to change the 

current state of things. They want to act in a more appropriate and conscious 

way. In order to change their habits, they prefer to buy the items provided by 

this company rather than cheaper but also more conservative alternatives 

- Innovative, Curious, Willing to accept Change: the perfect customer is not 

scared of changing his consumption patterns. On the contrary, he accepts the 

risk of buying something new in a positive way and constantly searches for 

different and new brands  

- Trendy People, Trend Setters: another characteristic of the target segment is 

that it comprehends people who are not afraid of showing their preferences 
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and inclinations to the world. This trait makes sure that other individuals note 

their style and start to copy them  

 

8) Cost Structure: 

- Value Driven: the type of cost structure employed by this hypothetical luxury 

sustainable company is based on providing the highest quality products. 

Therefore, the expenses to produce them will be higher compared to the ones 

of a company based on a cost driven model                                 

- Production, Supply of Materials, Salaries: all these charges pertain to the 

manufacturing of the final goods. From the provision of raw fabrics, to the 

wages paid to working people to the actual creation phase          

- IT: internet and the new technologies are an indispensable part of the business 

model of such a company. Consequently, the help from experts in this field is 

extremely needed                                  

- Repairing Service, Leasing Service, Co-Design, Recycling: in order to be an 

innovative type of business, the company has to provide different benefits to 

its final users. This assistance requires additional costs which have to be paid 

by the brand                                     

- Celebrity Partnerships: long-lasting relationships with celebrities that provide 

support to the brand, have to be maintained over time. Sometimes, these ask 

for both material and immaterial costs which the company must be willing to 

compensate  

- Legal, Fees: taxes and duties have to be paid by each company. The sums 

disbursed vary from Country to Country where the firm conducts its business                                     

- R&D: in order to remain competitive in the market, the business has to invest 

a conspicuous amount of money on research and development to continuously 

innovate its products and fabrics  
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9) Revenue Streams: 

- Transaction-based Revenue Stream: the greatest source of income for the 

brand comes from the sale of its luxury sustainable items  

- Renting Revenue Stream: another source of profit is based on the price payed 

by people who lease a piece of clothing and return it after a specified period 

of time  

- Advs on the Website and Blog: commercials and pop-ups which appear within 

the company’s website and platforms generate proceeds which are constantly 

increasing over the years  

 
 
 

Major similarities and differences can be perceived from a business model canvas to 

another. The biggest variation can be seen in the willing of the sustainable business to 

integrate extra services within its value proposition. Everything is based around the idea 

of sustainability and on the tools the company can employ in order to produce a benefit 

for the overall society. The most important affinity relies on the fact that both the 

paradigms focus on satisfying every single customer need and desire by putting him at 

the center of the strategy.  
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Figure 89. Hypothetical Business Model Canvas Applicable to a luxury sustainable business 
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DISCUSSION AND CONCLUSIONS 

 

As we have discovered throughout this analysis, unfortunately LVMH and Kering do not 

belong to the “top Players” group considering the sustainability in fashion system or in 

other businesses as well. Through an accurate comparison between the literature detailed 

in the first parts of this thesis and the examination of the results of both the groups in 

these last chapters, it is easy to notice how still many efforts should be implemented 

towards a more ecofriendly and social approach. For example, it is possible to recognize 

that neither LVMH nor Kering adopt sustainable materials such as the recycled ones or 

they do not employ sustainable processes like low-impact blenching and dyeing, nor they 

provide information about how their goods should be disposed of. As we have suspected 

through these pages, these brands do not communicate to their clients how extra and 

surplus products are handled and the probability that these are managed in unsustainable 

and dangerous manners is very high. Therefore, even though it is possible to acknowledge 

the fact that both the brands tried to assimilate and blend new types of sustainable items 

within their strategy (especially during the year 2012), LVMH and Kering cannot be 

considered as pioneers in the sustainable fashion sector.  

Although both Kering and LVMH do still lag behind for what concerns sustainable 

products and processes compared to other competitors not only in the fashion system but 

in the whole B2C sector, they have a really strong communication power that can be used 

to reach the goal of being more ecofriendly and socially engaged.  

Traditionally, the brands which belong to these groups have been focusing their 

communication strategy on heritage and on their long-time history. The problem today 

relies in the fact that nowadays people are continuously more concerned about the impact 

that every action has on the Planet. This revolution can be noticed in every aspect of 

everyone’s life. Commercials and advertisements of every type of company are currently 

more inclined to highlight the positive impact they have on the society such as the 

reduction of plastic for what concerns the packaging features, or such as how workers are 

treated during production processes, or such as how specific types of materials or even 

foods are cultivated. McDonald’s itself changed its own logo from a red colored to a green 

one in order to testify the importance that a healthy society possesses within its vision. 
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Moreover, future generations are becoming even further concerned about the conditions 

of our Planet compared to their parents’ or grandparents’ generations. This is the reason 

why being sustainable is becoming an imperative for every single company regardless of 

the sector which it belongs to.  

Historically, the communication plan adopted by both Kering and LVMH centered on 

their traditions, legacy and on the luxury appeal of their products.  

Luxury is par excellence a concept which embodies the idea that something is available 

only for few people, who can afford to buy an expensive item which can be considered 

as a status symbol. 

On the contrary, the notion of Sustainability incarnates the conviction that a large number 

of people should make an effort to live a more ecofriendly life, which cares about the 

consequences that activities have both on the Planet and on other human beings.  

This may the reason why LVMH and Kering do still struggle in finding their paths to 

adapt to these new purposes, because they have always cared about providing the best 

and highest quality products to a specific target while now these achievements should be 

accomplished by everyone.   

In fact, as we can see from their annual reports, many and diverse initiatives are carried 

on at group level. Still, some struggles tend to appear when talking about single brands’ 

efforts since many of these activities are not even cited within their websites or in their 

physical stores or in their advertisements and commercials. Maybe it is too early to 

witness the happening of such a revolution at a Maison’s level because a change of the 

entire strategy will compromise the image that people have on their minds.  

Something else has to be designed whenever thinking about communicating these 

sustainable performances to external people who do really care about such aspects. In 

fact, whenever thinking about sustainable fashion LVMH and Kering are not top players 

in the market.  

But is it just a communication problem? The consumers of the brand would not define 

the announcement of the use of a recycled or reused material to manufacture a Speedy 

Bag by Louis Vuitton as fashion or exclusive. On the other hand, the sustainability idea 

highly suggests these practices. The strategy adopted may be too difficult and expensive 

to reform. Perhaps, in order to respond to the imperative changes in people’s preferences 

and ideals, LVMH and Kering could start from organizing more events which show that 
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they are aware of the conditions of our society and that they are trying to provide a more 

positive impact. More reports should be distributed which highlight the certifications they 

have obtained both for their stores and plants and some employers sholud be interviewed 

about the working conditions they experience every day and about the importance the 

company gives to people. These practices can boost awareness about sustainable 

procedures and concerns and they can change the perception that people have about the 

groups.  

Naturally, this process of course cannot be completed overnight. Still, a little effort is 

better than no effort.  Possibly, something in the future will change not only about current 

actions but also about product and process performances. If consumers start to think about 

these brands as more proactive and engaged in the revolution, perhaps in the future they 

will be more inclined to purchase an expensive and luxury good which can be made of 

recycled plastic or reused leather.  

It does mean that the majority of the efforts should be done by the marketing sector which 

has to both push this sustainability idea in the minds of the people and at the same time 

work together with the research and development division in order to understand and 

employ major and future trends, positively valued from consumers.  

It just takes time; patience is the key to success.  
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